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ABSTRACT 

 

 
Established over 220 years ago, the first American hotels helped facilitate a quickly growing 

body of travelers with the essential amenities of shelter, food, drink, and other services and 

goods usually obtained within the household (Sandoval-Strausz, 2007).  Fast-forwarding to the 

current year, hotels are still using these early guiding amenities, but over time, have adapted 

them to meet the values and needs of each passing generation. The Millennial generation, those 

born between the years of 1981-1996 (Gallup, 2014), demonstrate a shift in mindfulness of how 

they choose to live their lives that is different from previous generations (Gensler, 2016b). Their 

traveling habits are beginning to blend two common traveling styles together to form “bleisure” 

travel (Worker, S., n.d., ¶ 3). Bleisure travel is what occurs when business trips extend into 

weekend leisure vacations (Worker, S., n.d.). The hotel industry is in a position to adapt to this 

new traveling style. Hotel’s seek to retain customers as fully engaged brand followers, as they 

are the company’s most profitable consumer in both good and bad economic times, with high 

levels of emotional attachment (Sorenson and Adkins, 2014). Unfortunately, Millennials exhibit 

the lowest percentage of hotel engagement levels when compared to other traveling generations 

(Gallup, 2014). The goal of this study seeks to identify the values and needs of the Millennial 

generation in order to increase their engagement levels via bleisure style hotel brands.  

 To identify the values and needs of Millennials, this study surveyed Millennial travelers 

staying at hotel accommodations for business, leisure, and bleisure type travel. From the survey, 

the author has synthesized the data results into two guest personas which illustrate the top 

attributes of a Millennial who is traveling for bleisure. These findings have informed the 

programming, site selection, and proposed design solution for a bleisure style hotel that 

addresses a potential solution for increasing engagement levels of the traveling Millennial.
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CHAPTER ONE 

 

INTRODUCTION 

 
1.1 Background  

 

In early America, traveling for business or leisure was anything but convenient. Trips 

were long and arduous affairs that were traveled by foot or horse drawn carriage across miles of 

unpaved terrain. At the end of a long day, travelers needed a place to stop, rest, and eat before 

carrying on with their journey. Before the creation of the American hotel, travelers would seek 

lodging accommodations at local inns or taverns, which were comprised of generally six to eight 

rooms (Sandoval-Strausz, 2007). It was common for guests to share sleeping quarters with other 

unknown travelers where the quality and cleanliness of each accommodation varied widely. 

However, this common lodging style was modified after President George Washington’s 1789-

1791 southern political tour. President Washington traveled the thirteen colonies in order to gain 

knowledge of the face of United States and the country’s agriculture (Sandoval-Strausz, 2007). 

During his tours, President Washington refused to stay at any private lodging accommodations, 

but rather at local inns or taverns. It was through these tours that he discovered the dismal state 

of many American lodging facilities (Sandoval-Strausz, 2007). Washington stated, “the 

accommodations on the whole Road to Savannah I found extremely indifferent- the houses being 

small and badly provided for either man or horse” (Sandoval-Strausz, 2007, p. 15). It was 

hypothesized that President Washington’s southern political tour led to the creation of the 

American hotel (Sandoval-Strausz, 2007).  

Established over 200 years ago, the first American hotels helped facilitate a quickly 

growing body of travelers with the essential amenities of shelter, food, drink, and other services 

and goods usually obtained within the household (Sandoval-Strausz, 2007).  Amenities are 
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defined as “any extra product or service found in the hotel” (Vallen, J. & Vallen, G., 2005, p. 

23). As westward expansion increased and travel was made easier with the introduction of trans-

continental rail service and automobiles, amenities became a vital tool for individual hoteliers to 

differentiate themselves from their competitors (Sandoval-Strausz, 2007). Paralleling with the 

United States’ ever-changing technological developments, trends, and economic events, hotel 

amenities have helped aligned with the values and needs of each passing generation.  

1.2 Statement of the Problem 

 

The Millennial generation, those born between the years of 1981-1996 (Gallup, 2014), have 

demonstrated a shift in mindfulness in how they choose to live their lives that is different from 

previous generations (Gensler, 2016b). Their traveling habits are beginning to blend two 

common traveling styles together to form “bleisure” travel (Worker, S., n.d., ¶ 3). Bleisure travel 

is what occurs when business trips extend into weekend leisure vacations (Worker, S., n.d.). The 

hotel industry is in a position to adapt to this new traveling style. Millennials exhibit the lowest 

percentage of hotel engagement levels when compared to other traveling generations (Gallup, 

2014). When users are fully engaged with a hotel brand, the users display high amounts loyalty 

and emotional attachment. The goal of this study seeks to identify the values and needs of the 

Millennial generation to increase engagement levels through bleisure style hotel brands.  

Further, is the need to understand consumers (O’Connor, 2011).  By targeting the personas 

of the Millennial generation, a deeper understanding of what this generation values and needs 

can be applied towards a design solution. Using personas to focus on the top attributes of the 

Millennial bleisure traveler may allow hotels to increase engagement levels with actionable 

cause.  
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1.3 Purpose of the Research 

 
Due to the low percentage of fully engaged Millennial consumers to hotel brands, the 

purpose of this study is to understand the values and needs of the Millennial bleisure traveler to 

determine what amenities could be added, or upgraded to express attributes of authenticity, 

shared spaces, and digital integration. The goal of this study and application is to provide a 

solution that will attract and retain the traveling Millennial consumer as a loyal and fully 

engaged brand follower. It is intended that this type of design will promote a sense of place, 

authenticity, and uniqueness that millennials will find valuable, memorable, and engaging. The 

results of this research and its application, in a proposed hotel setting, hopes to provide hotel 

brands with a body of knowledge that can be used as guidelines to attract and retain the traveling 

Millennial bleisure traveler as a fully engaged brand follower. 

1.4 Justification of the Research 

 

There is a potential risk that the hotel industry will be unable to engage with this generation, 

which may lead to a decline in hotel brand revenue, growth, and loyal brand followers. The hotel 

industry is in a position to further define the amenities and standards which will accommodate 

the Millennial bleisure traveler. This study will focus on determining the personas of the 

Millennial generation and how hotel brands can engage with this generation through the 

consideration of a design solution.   

1.5 Research Questions 

 

The original research portion of this thesis has sought to determine what amenities could 

be provided by a hotel brand to increase brand engagement among the Millennial guest. Guiding 

the research study includes one primary question and one secondary question. 

The primary research question that guides this study and design solution is:  
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1. What amenities does the Millennial generation value and need that will increase hotel 

brand engagement?   

The secondary research question aims to further refine the primary question and guide the 

design of a bleisure-styled, Millennial targeted hotel.:  

2.    How can interior design enhance hotel amenities for the Millennial generation? 

1.6 Summary 

 

 Hotel amenities, established 200 years ago have adapted and grown to meet the values 

and needs of each passing generation. The focus of this study seeks to understand the values and 

needs of the Millennial bleisure traveler to determine what amenities could be eliminated, added, 

or upgraded to express attributes of authenticity, shared spaces, and digital integration. The goal 

of this study and application is to provide a solution that will attract and retain the traveling 

Millennial consumer as a loyal and fully engaged brand follower.  

1.7 Glossary of Terms 

 

• Actively Disengaged Consumer: shows zero commitment and connection to a brand. 

• Adaptive Reuse: … “entails reinventing existing buildings for new uses” (Adaptive reuse, 

n.d.) 

• Amenities: …“any extra product or service found in the hotel” (Vallen. J. & Vallen, G., 

2005, p. 23). 

• Bleisure: a blend of business and leisure type travel “bleisure travel” (Worker, S., n.d., ¶ 

3). 

• Brand Promise: … “lets the consumer know what a company stands for, what makes it 

unique, and why it should be chosen over the competitor” (Gallup, 2014, p. 22). 



 5 

• Collapsed submarket class: “this designation is similar to market class with the following 

exceptions: Luxury and Upper Upscale are collapsed to form a single class (Luxury and 

Upper Upscale). Upscale and Upper Midscale are collapsed to form a single class 

(Upscale and Upper Midscale). Midscale and Economy are collapsed to form a single 

class (Midscale and Economy)” (A guide to our terms, n.d., ¶19). 

• Consumer Alignment: “Consumers align themselves with a company when they can 

recognize its brand promise and trust in its ability to keep that promise” (Gallup, 2014, p. 

22). 

• Commercial Segment: Commercial hotels were designed to accommodate the traveling 

businessmen. These travelers were provided with a place where they could rest, meet 

with clients, and display their products.	 

• Customer Engagement: …“the emotional or psychological attachment to a brand, 

product, or company” (Sorenson & Adkins, 2014, p. 2). 

• Engaged Consumer: is emotionally connected to the brand but is slightly less loyal than 

the fully engaged consumer. 

• Economy Segment: Hotel offering few amenities at low price point.  

• Fully Engaged Consumer: has the highest amount of loyalty and emotional attachment to 

a brand.   

• Hotel brand: refer to hotel chain. 

• Hotel chain: also known as hotel brand or chain scales, “is the method by which branded 

hotels are grouped based on the actual average room rates” (A guide to our terms, n.d., ¶ 

2). 



 6 

• Industrial Revolution: taking place from the 1820-1870, “the industrial revolution 

marked a shift to powered, special purpose machinery, factories, and mass production” 

(Industrial Revolution, n.d., ¶ 1). 

• LEED: or “Leadership in Energy and Environmental Design” (USGBC, n.d., ¶ 1). 

• Levels of Engagement: customers can be broken down into four levels of engagement: 

fully engaged, engaged, not engaged, and actively disengaged (McEwen, 2005).  

• Limited Service: “a hotel that provides little or no services other than the room” (Vallen 

G., & Vallen J., 2013, p. 411). 

• Luxury Segment: The most lavish and highly priced hotel segment with many amenities 

and experience packages.  

• Marginal Segment: a segment found in the 20th century, this was the lowest class of hotel 

segments during this time. “Marginal hotels were architecturally unremarkable and 

socially inconspicuous, and were ignored by journalists and public officials except as 

alleged sources of social problems” (Sandoval-Strausz, 2007, p. 86). 

• Market Class: “An industry categorization, which includes chain-affiliated and 

independent hotels. The class for a chain-affiliated hotel is the same as its Chain Scale 

(see Chain Scale). An independent hotel is assigned a class based on its average daily rate 

(ADR), relative to that of the chain-affiliated hotels in its geographic proximity” (A guide 

to our terms, n.d., ¶ 18).  

• Midscale Segment: hotel in the one/two diamond rating scale (Approval requirements & 

diamond ratings, 2008). 

• Non- Engaged Consumer: shows a minimal amount of emotional connection to one 

specific brand. 
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• Personas: “provide us with a precise way of thinking and communication about how 

users behave, how they think, what they wish to accomplish, and why (Cooper, Reimann, 

& Cronin, 2007, p. 75)”. 

• Persona Set: multiple persona personalities associated with a product or service can be 

accommodated during the design process (Cooper, Reimann, & Cronin, 2007). 

• Prototype: “an original model on which something is patterned” (Merriam-Webster, n.d., 

¶1).  

• Railroad Segment: hotel segment found in the 19th century before the railroad dining and 

sleeping car were invented.  

• Resort Segment: hotel found in a desired destination spot with luxurious amenities, 

intended for vacation.  

• RFID Technology: radio frequency identification technology. 

• Segmentation: “the proliferation of many hotel types as the lodging industry attempts to 

target its facilities to smaller and smaller market niches (segments)” (Vallen G., & Vallen 

J., 2013, p. 414). 

• Sharing Economy: “a business concept that highlights the ability for individuals to rent or 

borrow goods rather than to buy or own them” (Sharing economy, n.d., ¶ 1). 

• Upscale Segment: hotel in the three/four diamond rating scale (Approval requirements & 

diamond ratings, 2008). 

• Upper Midscale Segment: hotel in the two/three diamond rating scale (Approval 

requirements & diamond ratings, 2008). 

• Upper Upscale Segment: hotel in the four/five diamond rating scale (Approval 

requirements & diamond ratings, 2008). 
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CHAPTER TWO 

 

REVIEW OF LITERATURE 
 

2.1 Introduction 

To have a better understanding of the hotel industry and how brands have previously 

engaged with consumer personas, this chapter will analyze the evolution of the American hotel 

and its amenities and services through the past and current centuries. This chapter will synthesize 

existing data about the current traveling generations and observe their preferences, travel styles, 

and values. This chapter will also explore the benefits of creating user personas as a way to 

successfully understand the values and needs of hotel guests.  

2.2 A Brief History of American Hotels and Amenities 

The word hotel entered the English language in the 1760s originally from the French term 

hôtel. This term signifies a “guest house of particularly high quality” (Sandoval-Strausz, 2007, p. 

6). It wasn’t until the 19th century that the hotel was recognized as a specific architectural 

category rather than a large residential guesthouse or public structure (Sandoval-Strausz, 2007). 

The American hotel helped facilitate human mobility by providing travelers with the essential 

items of shelter, food, drink, and other services and goods usually obtained within the household 

(Sandoval-Strausz, 2007). The hotel made hospitality an important model for local communities 

and demonstrated their willingness to welcome outside visitors. “The influence of the hotel 

derived from the face that in a mobile, transient world of strangers, it made sense to apply the 

logic of hospitality not just to travelers but to everyone” (Sandoval-Strausz, 2007, p. 3). The 

following section will briefly examine the early developmental stages of the American hotel.  

Prior to the creation of the American hotel, the traveling population lodged at local 

“public houses” (Sandoval-Strausz, 2007), known as inns or taverns. The extent of which public 
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houses accommodated their guest was minimal. The cleanliness and quality of each facility 

varied from town to town. However, this common lodging style was modified after President 

George Washington’s southern political tour. President Washington traveled the thirteen colonies 

from 1789-1791 to gain knowledge of the face of United States and the country’s agriculture 

(Sandoval-Strausz, 2007). During his tours, President Washington refused to stay at any private 

lodging accommodations, but rather at public houses. It was through these tours that he 

discovered the dismal state of many American lodging facilities (Sandoval-Strausz, 2007). 

President Washington quoted: 

“…the only Inn short of Halifax having…no rooms or beds which appeared tolerable, and 

everything else having a dirty appearance, I was compelled to keep on. Farther into the 

journey, Washington grumbled “the accommodations on the whole Road to Savannah I 

found extremely indifferent- the houses being small and badly provided for either man or 

horse” (Sandoval-Strausz, 2007, p. 15) 

It was hypothesized that President Washington’s southern political tour led to the creation of the 

American hotel (Sandoval-Strausz, 2007). 

The American hotel, established over 220 years ago, has considerably evolved over the 

past three centuries. Some of the most significant advancements can be observed through the 

transformation of the hotel general appearance, style, purpose, and guest amenities. Among these 

advancements, guest amenities became one of the fastest developing and growing elements that 

consumers engage with over all time periods. Amenities are defined as “any extra product or 

service found in the hotel” (Vallen. J. & Vallen, G., 2005, p. 23). As early hotels began to 

develop, amenities became a vital tool for hoteliers to differentiate themselves from their 

competitors (Sandoval-Strausz, 2007). Over the course of each century, amenities have 
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paralleled with the major revolutions, technological developments, and economic events in the 

United States. The following sections will explore the evolution of hotels from the 18th through 

21st centuries. The author will highlight trends and patterns in amenities and services through 

each time-period that have aligned with the values and needs of past generations.  

2.2.1  18
th

 and 19
th

 Century Hotels and Amenities 
 

At the end of the 18th Century in 1793, the Union Public Hotel, constructed in 

Washington, D.C., was the first building in the United States to be called a “hotel” (Sandoval-

Strausz, 2007). This building was the first purposefully built business structure to accommodate 

public guests. Within five years of being constructed, five other hotel projects began 

development in major cities across the northeastern colonies. The sudden development of these 

first hotels suggested an accommodation revolution (Sandoval-Strausz, 2007). The first 

generation of hotels was considered an attraction among the American people. As the first 

building of its kind, the Union Public Hotel became a place that people wanted to see and be 

seen at. The wealthy were among the individuals that could afford a night’s stay, with room rates 

ranging from $1.50-$2.50 per night. However, the hotel’s restaurant, bar, and assembly rooms 

were available to almost all patrons. Hoteliers kept these areas open to the public to generate 

additional income. The hotel’s architecture, furniture, upholstery, paintings, gaslights, and 

intricate architectural features were groundbreaking guest amenities that attracted and engaged 

consumers. “The elegant décor of hotel interiors signaled that they were intended only for those 

who were appropriately attired, groomed, and mannered; the unwashed and unlettered were 

implicitly informed that they did not belong” (Sandoval-Strausz, 2007, p. 51).  By the 1820s, the 

hotel became a common urban feature found in large cities. During this time, investors and 

businessmen began to further develop and delineate the hotel’s functions and amenities by 
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establishing the first set of hotel segments: luxury, commercial, middle-class, marginal, resort, 

railroad, and settlement hotels (Sandoval-Strausz, 2007).   

 Luxury hotels, like the Union Public hotel, were often referred to as “public palaces” 

(Sandoval-Strausz, 2007). These buildings were elaborate, large, expensive, and ornamental; the 

upper-class population was their intended guest. Amenities in this hotel segment were lavish in 

style and the buildings were considered an architectural achievement of its time. By 1846 the use 

of central heating was introduced as an amenity, as well as passenger elevators in 1859, and 

electrical lighting in 1881(American Hotel and Lodging Association, n.d.). However, by the 

midcentury there was a need for a more affordable public lodging option. To address this issue a 

more modest hotel segment, the commercial hotel, was developed.   

Commercial hotels were designed to accommodate traveling businessmen. These 

travelers were provided with a place where they could rest, meet with clients, and display their 

products, all at half the price of staying at a luxury-style segment. Commercial hotels offered 

“sample rooms” to these travelers as an added amenity. Sample rooms were spaces where all 

businessmen would gather to display their products to the local community (Sandoval-Strausz, 

2007). Commercial hotels typically had a few dozen rooms, were located on inexpensive city 

lots, and were lightly ornamented (Sandoval-Strausz, 2007).  

While businessmen had an affordable place to stay, traveling families were in need of an 

affordable hotel too. With the American Industrial Revolution (1840-1870) in full swing, people 

of all types of social class began traveling via railroad, steamboat, or automobile to various cities 

across America. There became a high need for hotels that met the financial constraints of the 

middle-class segment. These hotels were mostly known as “family hotels” and were priced 
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between $0.75-$1.00 per night (Sandoval-Strausz, 2007). Middle-class hotels accommodated 

men, women, and children of the middle class social segment. To save money, hoteliers offered 

“fewer and plainer public spaces, eschewed opulent draperies and carpeting, bought less and 

cheaper furniture, provided smaller and less well-appointed bedchambers to maximize income 

per square foot, maintained fewer baths and water closets, and hired fewer employees per guest” 

(Sandoval-Strausz, 2007). Their locations were usually situated in lively downtown city areas 

with a general appearance of a plain brick façade. While this segment of hotels accommodated a 

large numbers of guests, a vast portion of consumers still could not afford this price range. 

The lowest class of hotel segments was referred to as “marginal hotels” and was 

commonly used by guests in the lower social class. “Marginal hotels were architecturally 

unremarkable and socially inconspicuous, and were ignored by journalists and public officials 

except as alleged sources of social problems” (Sandoval-Strausz, 2007, p. 86). The amenities 

offered at this segment were the same as middle class hotels, but were severely reduced in 

quality. The rooms were even smaller in size with an overall sparse appearance. Common 

characteristics of a guestroom included multiple bunk beds per room and thin partition walls that 

did not reach the ceiling. Marginal hotels were located on the fringes of the city, in a dilapidated 

part of town. 

While luxury, commercial, middle-class, and marginal hotel segments were found in 

urban settings there were other hotels segments located away from the city. These hotels were 

classified as resort, railroad, and settlement hotel segments.  

Resort hotels constructed in the early 1800’s were built near cities so that guests could 

easily travel to their desired destination within a day. Resort hotels attracted a wealthier guest 
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who stayed a few weeks or even months at a time. It wasn’t until the release of motion picture 

films set in these areas that the resort hotel became popular amongst the upper-class crowd.  

Resort hotels hosted concerts, lectures, nature walks, plays, recitals, balls, and many different 

types of social mingling activities to keep the guests busy over their lengthy stay. The amenities 

were similar to those of the luxury segment with grand interiors, furniture, upholstery, and 

architectural features. Resort hotels were first built along areas such as mineral springs and other 

sites to help improve mental health (Sandoval-Strausz, 2007).  As the popularity of visiting these 

destinations began to increase, more resort style hotels were built alongside oceans, lakes, 

mountains, and plains.  

An additional hotel segment that emerged during the 19th century was influenced by the 

development of the railroad and was classified as a “railroad hotel” (Sandoval-Strausz, 2007). 

The Baltimore and Ohio Railroad, a private enterprise company, and North Carolina Railroad, a 

government enterprise, both understood the need for the railroad hotel.  

“Initially, they sited their facilities at division points in existing settlements like 

Cumberland, Maryland, and Martinsburg Virginia. But in the 1850s the B&O began to lay the 

groundwork for its own system of hotels, one that lasted for more than half a century” 

(Sandoval-Strausz, 2007, p. 93).  

Before trains introduced the dining car and sleeping car, passengers needed to exit the 

train to acquire food and a place to stay. Therefore, this hotel segment began to pick up 

popularity around railroad stops. Railroad hotels varied vastly in size, accommodations ranged 

between 50-1,000 rooms at certain railroad stops.  
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 Starting development in the 1850s, the final hotel segment established during this time 

was the settlement hotel. Settlement hotels were commonly found in small towns on migration 

routes through western America. Settlement hotels were purpose-built structures that took many 

different styles and shapes but with a few common characteristics. These structures typically 

featured a pitched roof, white paint, with long wrap around balconies (Sandoval-Strausz, 2007). 

“These hotels were designed to be durable, quick, and easy to build, and ultimately disposable” 

(Sandoval-Strausz, 2007, p. 95). These hotels provided guests with shelter from the outdoor 

elements and a social place to drink, gather, and hold public town meetings (Sandoval-Strausz, 

2007). 

From the development of America’s first hotels, a major historical event of its time, a 

new American business was born. Inspiring a revolution of new hotel construction throughout 

the 18th and 19th centuries, hotels had evolved to accommodate almost all the traveling 

population with a variety of different hotel segments. Fitting the budget, needs, and desires of 

most consumers, they could choose from staying at a luxury, commercial, middle-class, 

marginal, resort, railroad, or settlement style hotel segment. Throughout these centuries major 

inventions and technological breakthroughs occurred that included central heat, elevators, and 

electric lighting. Hotels of the 18th and 19th century paved the way for the public to continue to 

build and add upon the function, purpose, services and amenities of the American hotel.    

2.2.2  20
th

 Century Hotels and Amenities 

 

At the beginning of the 20th century there were 10,000 hotels in America, between 

750,000-800,000 guest rooms, and 300,000 hotel employees (American Hotel and Lodging 

Association, n.d.). The 20th century was a time of tremendous growth in American society 

(Marty, n.d.). Inventions such as the automobile, radio, television, central air conditioning, 
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personal computers, Internet, wireless technologies, airplane travel, and mass production lines 

shaped how Americans lived and functioned daily (20th Century Technology, n.d.). As seen in 

Figures 2.1-2.3 below, American hotels and amenities reflect the major inventions and changes 

happening in society during that time.  

 

 

Figure 2.1 Early 20th century hotel amenities 
 

With 100 years of innovations, hotels of the 20th century continued to expand upon the 

basic amenities developed in the 18th and 19th centuries. Paralleling with America’s changing 

economic times, the American hotel instilled the latest trends and technologies from each decade 

to engage the values and needs of consumers. During the early part of the 20th century, the hotel 

industry enticed guests with the amenities of available radio programs, private baths with 

running water and their ability to connect with people using the telephone.  
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“A desk phone would have been available for hotel staff, and a single wall phone located 

in the lobby area for guest use, with all calls being directed through an outside operator. 

The 1930s brought about big changes for phone systems. It wasn't until this time that 

both the mouth and earpiece of the telephone were located on the same receiver unit, and 

the rotary dial made it possible for people to dial another telephone number directly. 

Although still considered to be a luxury, this became a turning point for phones within 

the hospitality industry. As guests could now connect directly to other guest rooms, the 

front desk, and outside lines, the demand for in-room phone extensions was growing” (A 

history of hotel phone systems, 2013, ¶ 2).  

Figure 2.2 Mid 20th century hotel amenities 

But, severely affected by the Great Depression, an economic crisis and period of low business in 

the United States and other countries from 1929-1939 (The Great Depression, n.d.), the hotel 

industry suffered from record occupancy lows, with a standstill in development of amenities and 
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growth. Picking up business again in the mid-late 20th century, hotels began to experience 

another surge in its market. Newly found uses of technology made it easier for consumers to 

book lodging through the recently established 800 toll-free reservation systems. This helped 

consumers engage with hotel brands during the 1980s when there was a significant growth in 

business and leisure travel. Hotel companies also expanded their brands to include travel specific 

styles that catered to business and extended stay travel. By the 1990s, booking travel to compare 

different hotel brands became even easier through the refinements of the pc, Internet, and travel 

catalogs such as TravelWeb.com, established in 1994, which listed multiple hotel brands on its 

site for booking. It wasn’t long until the hotel companies established their own websites with 

direct booking and service to directly engage and build a relationship with consumers.  

Figure 2.3 Late 20th century hotel amenities 

2.2.3 21
st
 Century Hotels and Amenities 

 
By year 2000 the hotel industry reached 53,500 hotel properties and 4.1 million hotel 

rooms (American Hotel and Lodging Association, n.d.). This is over a 400% increase in hotel 
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properties and hotel rooms from the previous century and continues to climb.  Due to the vast 

number of current hotel companies, the author will limit this research by only identifying the 

amenities and services of Hilton Hotels & Resorts, Marriott International, Starwood Hotels & 

Resorts, and IHG, Intercontinental Hotel Group listed in Figures 2.4-2.6 below.  

Figure 2.4 Early 21st century amenities timeline A 

From the beginning of the 21st century to present day, there have been major 

advancements in amenities through technology and service. From examining the four hotel 

companies listed earlier in this section, there has been a significant amount of emphasis on 

LEED efficiency, personal health, and electronic experiences and services. Hotel brands have 

released LEED certified, prototypical hotel brands to conserve their environmental footprint. 

These companies have also aligned themselves to engage with consumers concerning health. 
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According to Nielson’s Global Generation Report (2015), “As we age our priorities are shifting 

from wealth to health” (p. 6). Brands have created health conscious menus and vending 

machines, as well as providing guests with in-room exercise equipment and fitness videos to 

further align with their needs. From the early 21st century, these brands engaged with consumers 

on their ability to connect through an online platform such as the brand’s website.  

Figure 2.5 Early 21st century hotel amenities timeline B 

But, as technology has increasingly advanced through this century, mobile devices 

became a main form of communication. Companies began to release apps compatible with these 

devices, such as iPhones and iPads, to stay connected with their consumer. These apps over time 

became so advanced that guests have almost entire control over their stay. For example, Hilton 

enables guests to have unprecedented choice and control over their hotel stay with the ability to 
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check-in and choose their exact room from digital floor plans, as well as the option to purchase 

upgrades  

Figure 2.6 Early 21st century hotel amenities timeline C 

and make special requests for items to be delivered to their room via their mobile devices, tablets  
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or computers (Hilton, n.d.). Guests are also able to checkout using their personal communication 

device and use their phones as room keys. Hotel brands are also pushing into a new realm of new 

service with the introduction of the robot. Starwood is one of the brands testing robots, “Botir”, 

to help perform tasks in the front and back of house, such as delivering towels to guestrooms 

upon request.  

2.2.4 Summary  

From the initial establishment of the hotel in 1793 to the current year, the American hotel 

and its amenities has continually evolved to meet the values and needs of society. Paralleling 

with trends, innovations, and technological breakthroughs of the United States, the hotel industry 

has regularly adapted to these movements to engage and entice consumers to stay at their brand 

versus the competitor. As seen throughout all centuries, amenities play a crucial role in engaging 

consumers and establishing loyalty.  

2.3 Customer Engagement 

Susan Sorenson and Amy Adkins, writers and editors at The Gallup Organization, define 

customer engagement as “the emotional or psychological attachment to a brand, product, or 

company” (2014, p. 2). Connecting with customers through the platforms of campaign ads, 

rewards programs, and advertisements are insufficient as a means of retaining a profitable and 

loyal consumer base in today’s economy (Gallup, 2014). Consumers are actively looking to 

pursue a relationship with a brand that emotionally engages and connects with their own personal 

values. This consumer-to-brand relationship can be described as “customer engagement” 

(McEwen, 2005, p. 101) Consumers are inclined to spend more money and time on brands that 

they feel a strong connection towards and dismiss those that do not meet their personal 

expectations (Gallup, 2014). According to Gallup’s State of the American Consumer Report 
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(2014), customer engagement is based on emotions rather than fiscal factors. Gallup’s SACR 

states:  

“While the prevailing classical economic mindset puts reason at the center of people’s 

fiscal actions, behavioral economists believe that rational considerations actually account 

for less than one-third of human decisions and behaviors. Metaphorically speaks, this 

means that the majority of a customer’s buying decisions are made from the heart rather 

than from the head” (2014, p. 17).  

Consumer’s value qualities such as honesty, ambition, and a compelling brand promise (Gallup, 

2014; Gensler, 2013). When a brand can easily relate those values to its audience, a strong 

consumer-to-brand relationship has been established. The strength of this relationship, however, 

varies from consumer to consumer depending on how well these qualities are conveyed.  

2.3.1 Levels of Customer Engagement 

William J. McEwen, a Global Practice Leader at The Gallup Organization (2005), states 

that customers can be categorized into four levels of engagement: fully engaged, engaged, non-

engaged, and actively disengaged. These categories help analyze a consumer’s feelings, 

intentions, and actions towards a brand. 

A fully engaged consumer has the highest amount of loyalty and emotional attachment to 

a brand.  These consumers travel out of their way, visit frequently, defend and refer their brand 

to others, and are more profitable than the average consumer. According to Sorenson and 

Adkins, (2014, p. 4), “a customer who is fully engaged represents an average of 23% premium in 

terms of share of wallet, profitability, revenue, and relationship growth compared with the 

average customer.” A fully engaged consumer is what most brands strive for; they are a 

company’s most valuable customers.   
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An engaged consumer is emotionally connected to the brand but is slightly less loyal than 

the fully engaged consumer.  Rather than going out of their way to locate their brand of choice, 

the engaged consumer will find the second-best option. “They are also somewhat less 

attitudinally loyal to the brand and less strongly cemented to continuing to buy or use it” 

(McEwen, 2005, p. 103). Their commitment level lacks not due to dissatisfaction but to lack of 

connection.  

A non-engaged consumer shows a minimal amount of emotional connection to one 

specific brand. Instead, they view a brand as simply as one of many options that produce or sell 

the same concept. This consumer has a neutral attitude towards a brand. McEwen states that, 

“They may continue as brand users or shoppers, but that’s a result of habit or expediency, not 

because they feel an emotional bond” (2005, p. 103) 

An actively disengaged consumer shows zero commitment and connection to a brand. 

They are emotionally detached from a company and its services and frequently jump from brand 

to brand. These consumers are “highly vulnerable, though they may see no real reason to switch 

if they view all brands as equally poor choices with equally poor performance” (McEwen, 2005, 

p. 103). These consumers show hostility, spread negative messages, and cost the company 

money (Gallup, 2014).   

 These four levels of customer engagement help categorize and analyze a consumer’s 

feelings, intentions, and actions towards a brand. As customer engagement levels rise, so does 

the amount of brand to consumer relationships, increased brand revenue, and company growth. 

Gallup’s SACR (2014) states that “the more engaged guests are with a brand, the more likely 

they are to choose that brand when traveling” (p. 42). Over time, hotel brands are seeking to 

achieve the highest consumer engagement level: fully engaged.  
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2.4 Generations in Hospitality 

The four main generations currently found traveling the United States are: Traditionalists 

(born prior to 1945), Baby Boomers (born 1946-1964), Generation X (born 1965-1980), and 

Millennials (born 1981-1996) (Timmerman J., and Yu D., 2014).  In the following sections, the 

author has provided a brief description of each generation population currently living in the 

United States.  

2.4.1 Traditionalist Generation 

The Traditionalist generation, or also known as the Silent generation and the Greatest 

generation, is currently the oldest generation in our population. This cohort shaped the United 

States during the 1930s depression through their teamwork and patriotism (Traditional, n.d.). 

They are innovators and are responsible for developing many of today’s technologies, vaccines, 

and programs. The Traditionalist generation is of predominantly white race, in a society where 

males provided for their family and women took care of the household (Traditional, n.d.). 

Traditionalists are disciplined and detail oriented. They value loyalty and respect, logic, authority 

and rules (Traditional, n.d.). In a recent survey administered by Nielsen, a global information and 

measurement company, the top aspirations of this cohort include focusing on their fitness and 

health, spending more time with their family (Global Generation Lifestyles, 2015).  

2.4.2 Baby Boomer Generation 

Baby Boomers are referred to as the generation of optimism, exploration and 

achievement (The Baby Boomer Generation n.d.). This generation once held the largest 

population of 78.8 million people, until being surpassed by the Millennial generation. At a young 

age this cohort pursued higher education and moved away from their families to follow their 

career and educational interests. “The Baby Boomer generation witnessed and participated in 
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some of the greatest social changes in the country’s history during the 1960s and 1970s with the 

Civil Rights Movement and the Women’s Movement. This generation experienced dramatic 

shifts in educational, economic and social opportunities” (The baby boomer generation, n.d., ¶ 

2). A demographic study conducted by Pews Research Center analyzed that 48% of the 

generation were married between the ages of 18-32, 54% had received their high school diploma, 

16% are religiously unaffiliated, and 72% are of white race (Pews Research, 2014). Baby 

boomers are adaptive, goal-oriented, and focused on individual choices and freedom (The baby 

boomer generation, n.d.). They value community, prosperity, ownership, health and wellness, 

and individual choice. In a recent survey administered by Nielsen, the top aspirations of this 

cohort include focusing on their fitness and health, and spending more time with their family 

(Global Generation Lifestyles, 2015). 

2.4.3 Generation X 

Generation X is referred to as the “middle child of the generations” (Millennials overtake 

baby boomers, 2016). Generation X is caught in-between two larger generations, the Millennials 

and Baby Boomers. The small size of this generation population is due to these individuals being 

born in a time when Americans were having fewer children (Millennials overtake baby boomers, 

2016).  GenXer’s were pushed toward adulthood at an early age and grew up in an era of 

emerging technologies and political and institutional incompetence (Generation X, n.d.). They 

spent less time with their working parents, and more time alone, taking care of their siblings. 

This generation learned independence at a young age, which assisted them when entering the 

work force.  A demographic study conducted by Pews Research Center analyzed that 36% of the 

generation were married between the ages of 18-32, 46% had received their high school diploma, 

21% are religiously unaffiliated, and 61% are of white race (Pews Research, 2014). This 
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generation embraced and accepted diversity and understood that families come in all shapes and 

sizes (Generation X, n.d.).  Unlike the preceding generations, they also have a much better 

understanding of how to manage their finances (Generation X, n.d.). They put aside money for 

their children and invested their finances early in life. Generation X is an adaptable and 

independent cohort that values contribution, autonomy, time and feedback (Generation X, n.d.).  

In a recent survey administered by Nielsen, the top aspirations of this cohort include focusing on 

their fitness and health, spending more time with their family, making money, and fulfilling their 

career objectives (Global Generation Lifestyles, 2015).  

2.4.4 Millennial Generation 

The Millennial generation is the largest general population group in the United States 

(Pews Research, 2015). Additionally, this generation has now become the largest group of 

Americans in the workforce according to Pews Research (2015). Millennials have different 

wants, needs, desires, and styles that is drastically impacting the economy. Goldman Sachs 

Global Research Group predicts that “Millennials are poised to reshape the economy; their 

unique experiences will change the ways we buy and sell, forcing companies to examine how 

they do business for decades to come” (Millennials: Coming of Age, 2016, ¶ 1). Unlike the 

preceding generations, millennials have developed different skillsets and behaviors due to 

technological change, globalization and economic disruption (Millennials: Coming of Age 

Technology, 2016). In result, a noticeable lifestyle shift has occurred in the Millennial generation 

which includes: avid technology use, large involvement in social media groups, marrying and 

having children later in life, renting homes instead of buying, choosing to live in large 

metropolitan areas, and enjoying local authentic experiences. This generation is also focused on 

wellness. Millennials, unlike any previous generation, exercise more, eat smarter and smoke less 
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(Millennials: Coming of Age Technology, 2016). They are the most racially diverse generation 

and the most educated cohort in American history (Pew Research Center, 2015). Millennials are 

looking at brands that offer maximum convenience at the lowest cost (Millennials: Coming of 

Age Technology, 2016). This generation also wants quality but only if the price is right. Fifty-

five percent of Millennials appreciate brand value and quality, which is a contributing factor that 

leads to brand loyalty (Millennials: Coming of Age Technology, 2016).  

2.4.5 Guest Engagement by Generation 

Across each generation population, there is a significant difference in customer 

engagement levels. According to Gallup’s SACR (2014), and seen in Table 2.2, Traditionalists 

were found to have the highest percentage of fully engaged guests, followed by Baby Boomers, 

Generation X, then Millennials.  

 

Figure 2.7 Guest engagement by generation 
 

 

Hotel brands see the most financial gain from guests in the fully engaged level (McEwen, 

2005). These consumers spend a yearly average of $588.00 on hotel accommodations versus the 
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actively disengaged consumer who only spends $408.00 (Timmerman J., and Yu D., 2014). The 

generation with the highest percentage of actively disengaged guests is Millennials (Gallup, 

2014). According to Gallup’s 2014 SACR: 

“Millennials represent the largest population group in the U.S., hotels are increasingly 

competing to capture their attention and make them brand believers. Gallup’s study 

results, however, show that hotels are largely failing to connect with the wants and needs 

of their younger guests” (p. 41).  

There is a potential risk that the hotel industry will be unable to engage with the Millennial 

generation, which may lead to a decline in hotel brand revenue, growth, and loyal brand 

followers. These consumers are beginning to look at alternative lodging options such as time-

shares and rental properties to spend their time and money (Gallup, 2014). To establish a long-

term relationship with the Millennial generation, hotel brands are in a position to redefine their 

standards to meet the values and needs of this traveling cohort.   

2.5 Business + Leisure: “Bleisure” Travel Hotel Categories 

The Millennial generation has demonstrated a shift in mindfulness on how they choose to 

live their lives that is different from previous generations (Gensler, 2016b). Their traveling habits 

are beginning to blend two common traveling styles together to form “bleisure” travel (Worker, 

S., n.d., ¶ 3). Bleisure travel is what occurs when business trips extend into weekend leisure 

vacations (Worker, S., n.d.). Hotels are in a position to further align their standards to engage 

with guests wanting a bleisure style hotel. In this type of hotel category, guests are looking for 

meaningful authentic experiences with spaces geared towards community and collaboration. The 

Millennial generation wants a place that allows them to easily transition from a business 

atmosphere into a leisure mode. Gensler’s Hospitality Trends Driving the Future of the Guest 
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Experience – Talking Points (GHTR) states that, “People are willing to pay a premium for 

places, products, and services that will give them back their time. Live and work environments 

will change as people embrace an ultra-high-convenience lifestyle that lets them shift easily form 

work mode to leisure-focused activities” (2016b, p. 2). Looking forward into the following 

sections of this study, the author will describe key attributes that Millennial consumers look for 

in a bleisure style hotel: authenticity, a sharing economy, and digitally integrated spaces.  

2.5.1 Authenticity  

Millennial consumers are looking for authentic, locally inspired lodging experiences 

(Gensler, 2016a). To compete with local time-shares or other home-sharing accommodations, 

hotels are finding ways to incorporate this attribute into their properties (Gallup, 2014). To 

ensure an authentic experience, hotels are partnering with outside community businesses and 

events, incorporating local ingredients and recipes into their menu, and seeking properties where 

brands can apply an adaptive re-use approach to further align themselves with local culture 

(Gensler, 2016a). Millennials want to engage with the property they are staying and find out the 

story behind its history. Robert Habeeb, President and Chief Operating Officer, First Hospitality 

Group Inc. states, “They want to know who originally built it and why, what is it made of; they 

want the story” (Habeeb, n.d., ¶ 1). Guests are also seeking lodging that provides unique 

experiences. Hotels that offer “members only” areas and “club” amenities contribute to this 

element (Gensler, 2016a). Gensler predicts that  

“The next generation of travel classifications will be focused more on traveler’s 

behavioral patterns and expectations. To better serve these new segments, hospitality’s 

brands are developing places for “members”– people with strong affinities– revamping 

loyalty programs and creating exclusive experiences” (Gensler, 2016a, p. 4) 
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2.5.2 Shared Spaces 

Hotels have welcomed the idea of a ‘sharing economy’ into the hospitality realm, “a 

trending business concept that highlights the ability for individuals to rent or borrow goods rather 

than to buy or own them” (Sharing economy, n.d., ¶ 1). Research has found that Millennials have 

witnessed wasted and unused spaces in their lifetime. They want to reduce their personal 

footprint and combine areas into a shared social amenity space (Gensler, 2016b). Lobby bars and 

hotel restaurants are combining work, play, and food and beverage spaces with the concept of 

being a shared environment. Spaces are designed around the flexibility of giving the guest the 

ability to use the space however they wish.   

2.5.3 Digital Integration 

As consumers are relying more on digitally integrated experiences, guests want the 

convenience of having everything available through their smartphones. Hotel searches, 

reservations, room selections, and service requests are now becoming a standard that most guests 

desire (Gensler, 2016b). These advancements in technology are driving consumers to opt for 

hotel brands that provide this service.  Gensler Hospitality Trends Reports states, “The 

accelerating development of new technologies provides brands with the power to treat customers 

as the individuals they are rather than as members of generic segments” (2016b, p. 7).  

2.5.4 Summary 

Out of all the current generation cohorts, the Millennial generation is found to be the least 

engaged with hotel brands. With a shift in this cohort’s mindfulness, Millennials are beginning to 

blend two common traveling styles to form the style of “bleisure” travel. Hotels are now in a 

position to develop a “bleisure” style hotel to effectively engage with this consumer’s values and 

needs. It is suggested to incorporate elements of authenticity, shared spaces, and digital 
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integration into the hotel amenities, design style, and services.  

2.6 User Personas 

Companies have based product development and concepts through market segmentation 

and consumer demographics (O’Connor, 2011). This approach to connect with consumers has 

assumed that all users want their product or service to function or look the same way.  Missing 

from this marketing tactic is the need to further understand consumers (O’Connor, 2011). One 

way this issue can be addressed is through the creation of one or multiple user personas. A 

persona is group of people who have similar behaviors, attitudes, and motivations (O’Connor, 

2011).  Through synthetization of ethnographic research, interviews, and contextual inquiry, 

personas are created to represent a specific group of people. Cooper, Reimann, & Cronin (2007) 

state: 

“Personas provide us with a precise way of thinking and communication about how users 

behave, how they think, what they wish to accomplish, and why. Personas are not real 

people, but they are based on the behaviors and motivations of real people we have 

observed and represent them throughout the design process (p. 75)”. 

A designer can use personas to focus on specific groups of people in order to consider the 

varying ranges of user behavior, attitudes, and preferences when designing a product. Through 

the creation of a persona set, multiple persona personalities associated with a product or service 

can be accommodated during the design process (Cooper, Reimann, & Cronin, 2007). These 

personas are typically given a name and gender so that they are treated and referred to as a living 

individual (Goltz, 2014a).   Personas help designers determine what a product or service should 

do, how it should behave, build consensus to the design, communicate ideas to others, measure 

the design’s effectiveness, and contribute to other product related efforts that will help increase 
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consumer engagement levels (Cooper, Reimann, & Cronin, 2007).  

2.6.1 Developing Personas 

 To begin developing personas, the first step is to identify users by gathering user 

demographic, psychographic, geographical, and behavioral data (Cooper, Reimann, & Cronin, 

2007). From this data, a list of questions is developed to provide further insight into the user. 

Questions can be crafted to be open ended to ask users to further elaborate, or to be framed 

through the assistance of scenarios (Cooper, Reimann, & Cronin, 2007); (Goltz, 2014b). 

Common key questions to ask users are: goals, pain points, activity processes, environments, 

technology use, relationships, and future projections (Goltz, 2014). Once user questions are 

crafted, the next step is to gain an understanding of users (Goltz, 2014b). This is done through 

the process of interviews and surveys. When this is completed, designers can then analyze user 

data. Golz (2014b), describes how to analyze user data: 

“After learning about research participants directly or indirectly, you will need to make 

sense of it all by finding patterns in the data. In short, for each group of participants with 

the same role (for example, a group of doctors), you would rank each participant against 

a number of attributes of behavior and attitude, determining which participants have 

similar attribute rankings in order to discover common traits among them. Each group of 

similar participants would then serve as the source of a persona (¶ 30)”.  

Finally, the designer can synthesize the data to form one or more model personas. An effective 

persona, as shown in Figure 2.8 below, includes information such as a name, demographic, 

descriptive title, photo, quote, narrative and end goals (Goltz, 2014b).  
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2.6.2 Guest Persona 

A guest persona is created by hotel companies to understand their intended guest and to 

engage with guests that are seeking accommodations to meet their specific traveling preferences 

(HMG Hospitality Team, 2016). Customer satisfaction, positive reviews, and increased 

engagement levels will likely rise through the added efforts of aligning hotel amenities with 

consumer demographics, behaviors, and preferences (HMG Hospitality Team, 2016).  

  

Figure 2.8 Guest persona example template 

2.6.3 Summary 

 Through synthetization of ethnographic research, interviews and survey, and contextual 

inquiry, personas can be created to represent a specific group of people. Personas help designers 
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determine what a product or service should do, how it should behave, build consensus to the 

design, communicate ideas to others, measure the designs effectiveness, and contribute to other 

product related efforts that will help increase consumer engagement levels (Cooper, Reimann, & 

Cronin, 2007). Specifically, to hotels, guest personas are used to learn about their intended guests 

and to understand their values and needs. Personas can be an effective model that helps 

communicate user behaviors, attitudes, and motivations to designers, brands, or developers 

throughout the design process.  
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CHAPTER THREE 

 

METHODOLOGY 

 

 
3.1 Introduction 

 

As of 2017, the Millennial generation has shown the lowest amount of fully engaged 

consumers to hotel brands. In addition, an emerging type of travel referred to as “bleisure travel” 

has become increasingly popular. This chapter describes the methodology and framework of the 

original research component and provides a description of the sample population, and data 

collection instrument used throughout this study. The results of this original research component 

seek to identify the values and needs of the Millennial traveler and provide the foundation for a 

proposed design solution that could increase hotel engagement levels of this group.    

 
3.2 Research Questions 

 

This study proposes to demonstrate an effective design solution that will successfully 

address the values and needs of the Millennial traveler. The author has developed a research 

survey to gain insight on this generation and will use the results from the data collection to 

inform the design of a hotel targeting Millennials. 

The research questions for this study include one primary question and one secondary 

question. 

The primary research question that guides this study and design solution is:  

1. What amenities does the Millennial generation value and need that will increase hotel 

brand engagement?   

The secondary research question aims to further refine the primary question and guide the 

design of a bleisure-styled, Millennial targeted hotel:  
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2.    How can interior design enhance hotel amenities for the Millennial generation? 

3.3 Population and Sample Description 

 

 The target population for this study includes travelers belonging to the Millennial 

generation, born between the years of 1981-1996 (Timmerman J., and Yu D., 2014). Other 

generations may also elect to partake in the research component. Travelers of the GenX, Baby 

Boomer, Traditionalist, and GenY generations will be used as comparative data throughout the 

discussion of the findings presenting in Chapter 4.   

3.4 Instruments 

 

The instrument that the author has used to generate data about Millennials and their 

traveling preferences was developed based on a need to supplement the information gathered 

from the review of existing literature. An online survey, generated by the author, was sent to the 

study’s target sample population. Prior to collecting data, the survey method and instrument were 

approved by Florida State University’s Intuitional Review Board. Approved documents can be 

viewed in Appendix A and Appendix B.  A list of survey questions was constructed to elicit 

responses that would inform the study. The survey was broken up into sections that inquired 

about the participant’s preferences and hotel experiences. The first section addressed travel type, 

which asked survey respondents about their lodging preferences when traveling for business, 

leisure, and bleisure. Next, participants were asked to describe their experience when staying at 

hotels. Lastly, the survey asked participants to describe and identify their ideal hotel 

environment. Overall, these questions sought insight on how travelers use and experience a hotel 

and what environments they prefer.  
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3.5 Data Analysis Methods 

 

The electronic survey was conducted and recorded using Qualtrics software for 

documentation, transcription, and analysis. The survey was sent through a nationally recognized 

design firm’s hospitality department that consisted of approximately 100 people and through the 

author’s social media sites reaching about 400 people. The survey remained open for three weeks 

beginning January 13, 2017 and ending February 3, 2017. The author could not control if other 

generations elected to take the survey, however, results from other generations have been used as 

comparative data. The survey sought to define emerging themes and patterns by analyzing the 

quantitative responses and the narrative qualitative data derived from each participant.  Based on 

the survey data, the researcher has been able to evaluate what amenities are needed and valued to 

engage the Millennial bleisure consumer.   

3.6 Assumptions, Limitations and Delimitations 

 

3.6.1 Assumptions  

 

The sample population of this study targeted the Millennial traveler, and it is assumed 

that this sample is representative of the Millennial population. It is assumed that all respondents 

were truthful when providing responses to the survey questionnaire. It is also presumed that each 

participant has a basic understanding of the hotel industry and has stayed at a hotel for business, 

leisure, or bleisure travel.  

3.6.2 Limitations 

  

 Limitations of this study include the usage of a convenience sample. The survey was sent 

through a design firm’s hospitality department that consisted of approximately 100 people and 

through the author’s social media sites. The author could not control if other generations elected 

to take the survey.  
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3.6.3 Delimitations 

 
This study focused on the traveling preferences for the Millennial generation, only using 

survey results from the other participating generations as comparative information. The 

researcher chose the Millennial population to expand the body of knowledge on their values and 

needs in a bleisure style hotel. The author limited the scope of research to the history of four 

hotel companies: Hilton Hotels and Resorts, Marriott International, Starwood Hotels and Resorts, 

and InterContinental Hotel Group when identifying the early 21st century hotel amenities. These 

four companies are established hotel operators with a multitude of hotel brands that have 

specialized segments in the authors intended area of study of business and leisure travel. The 

author also limited the scope of research to AAA’s approval requirements and diamond rating 

guidelines to further define the components found in each traveling segment. AAA was 

established over 100 years ago and began their diamond approval ratings during the 1960s 

(AAA, n.d.). The author had felt that this company has an established and industry recognized 

rating system to use as a basis for design considerations.  

3.7 Summary 

 

This original research component has been undertaken in order to contribute to the body 

of knowledge regarding the Millennial generation and their needs and values for hotels traveling. 

Information from this study can be used as guidelines for the renovation or new build of a 

bleisure style hotel, targeting the Millennial consumer as a way to increase hotel engagement 

levels.   
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CHAPTER FOUR 

 

FINDINGS 
 

4.1 Introduction 

 This chapter will discuss the data collected from the author’s original research that 

describes the values and needs of the Millennial bleisure traveler. The data gathered was 

analyzed to create a design solution based on Millennial personas that will encourage hotel 

engagement among this generation. This research study was conducted to gain insight on how 

hotel brands can align their brand guidelines to further establish a relationship with Millennials. 

Results in this chapter are based on data and responses gathered from the aforementioned 

traveling populations.   

4.2 Methodology 

 The population surveyed were travelers, with a focus on the Millennial generation. 

Survey respondents were given questions of both a qualitative and quantitative nature, the results 

of which will be further discussed in the upcoming sections.  

4.2.1 Participant Recruitment  

 As discussed in Chapter 3, a total of approximately 500 participants were invited to 

partake in an online survey that was sent via email through a hospitality design firm or through a 

post on the author’s social media page. Florida State University’s Institutional Review Board 

approved this research component with a digital letter (as shown in Appendix A) that included a 

link to the online consent form (Appendix B) and survey (Appendix C). Ninety-one persons 

consented to participate in the survey. The following generations were identified as survey 

respondents from survey question #3 (Figure 4.1): one Traditionalists; eleven Baby Boomers; 

twenty-two GenXers; fifty-six Millennials; one Gen Z. Of the ninety-one respondents who 
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consented to participate, eighty-six completed the survey in full.  

 

Figure 4.1 Survey participation by generation 

4.3 Data Collection 

The data for this research was collected using the Qualtrics Survey Platform.  All survey 

responses were saved in a secure location on the researcher’s personal computer. Both 

quantitative and qualitative data were collected and analyzed. Due to the low number of 

respondents from the Traditionalist and Generation Z groups, their data is considered to be 

outliers in this study and their information was removed. Additionally, this study focuses 

primarily on the Millennial generation using responses from Baby Boomer and GenX 
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populations as comparative data. Quantitative survey data was collected to identify the 

Millennial generation’s perceptions which will be further quantified, generalized, and applied to 

the final design solution as discussed in Chapter 6. Qualitative data was also collected to gain a 

better understanding of each generations’ needs and values.   

4.4 Findings 

 The following sections discuss the results of the data collection. Overarching topics 

which include participant demographics, travel type, hotel experience, and hotel environments 

have been analyzed to determine the top values of the Millennial generation. Many survey 

questions gave participants multiple options to select when answering questions stating 

preferences. This chapter highlight answers that are the most prevalent, (refer to Appendix C for 

a complete list of survey questions).  The goal of the research findings has been to synthesize the 

results into two Millennial guest personas in order to inform the design solution discussed in 

Chapter. 6.  

4.4.1 Participant Demographics  

This section of the survey collected demographic data from generations that stay at 

lodging facilities for business, leisure, and bleisure. The demographic data has been discussed to 

inform characteristics of the survey participants.   

 4.4.1.1 Personal Demographics. Survey questions #4 through #10 asked respondents 

about their personal demographics to have a basic understanding of each survey participant.  

#4. “Please select your gender.” 

#5. “Please indicate your marital status.” 

#6. “What is your highest level of education completed?” 

#7.  “What is your current employment status/description?” 
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#8. “What is your annual salary range?” 

#9. “Do you have any children?” 

#10. “What electronic devices do you travel with?” 

 

Of the 56 Millennial participants, a high percentage of females (83%) responded to this 

survey in contrast to males (17%). From this generation, (72%) have never been married and 

(28%) are married. Over half of the Millennial respondents have a 4-year degree (54%), a 

professional degree (44%), or a high school degree (2%) listed as their highest form of 

education. An overwhelming majority of Millennials are employed full time (82%), with the 

remaining respondents’ employment descriptions as a student (12%), or unemployed not looking 

for work (5%).  Regarding annual salary of the Millennial generation, the top 3 polled responses 

will be discussed. Twenty-one percent of Millennials annual salary ranges between $30,000-

$39,999, $40,000-$50,000 (20%), and $50,000-59,999 (18%). This generation also shows that 

(89%) do not have any dependents and (11%) have a child in care. Of the electronic devices most 

traveled with, Millennials selected: mobile device (100%), laptop (63%), extra charger (47%), 

Ipad (38%), tablet (10%), and smart watch (7%).  

Of the 22 GenX participants, almost equal part females (52%) and males (48%) 

responded to this survey. From this generation, (18%) have never been married (68%) are 

married and (14%) are divorced. Over half of GenXers has a 4-year degree (68%), a professional 

degree (27%), or a doctorate (5%) listed as their highest form of education. All GenXers 

answered that they are employed full time (100%).  Regarding annual salary of this generation, 

the top 3 polled responses will be discussed. Twenty-eight percent of GenXers annual salary 

ranges between $100,000-$149,999, more than $150,000 (20%), and $90,000-99,999 (17%). 
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This generation also shows that (45%) do not have any dependents and (55%) have a child in 

care. Of the electronic devices most traveled with, GenXers selected: mobile device (100%), 

laptop (54%), extra charger (40%), Ipad (40%), tablet (18%), and smart watch (1%).  

Of the 11 Baby Boomer participants, a high percentage of females (73%) responded to 

this survey in contrast to males (27%). From this generation, (9%) have never been married 

(64%) are married and (27%) are divorced. Baby Boomers selected their highest form of 

education to include:  4-year degree (36%), a professional degree (18%), 2-year degree (9%), 

high school degree (9%), some college (18%) and less than high school (9%). Baby Boomers 

selected their employment status as employed full-time (64 %) and retired (36%).  Regarding 

annual salary of this generation, the top 2 polled responses will be discussed. Fifty percent of 

Baby Boomers annual salary is more than $150,000 with the second highest response being 

$100,000-149,999 (20%). This generation also shows that (18%) do not have any dependents and 

(82%) have a child in care. Of the electronic devices most traveled with, Baby Boomers selected: 

mobile device (100%), laptop (45%), extra charger (54%), and Ipad (45%).   

4.4.2 Travel Type 

 This section of the survey asked participants to identify their traveling behaviors, wants, 

and needs when staying at a hotel for business, leisure, or bleisure travel. The goal was to see if 

there were common trends and characteristics inherent in travel types that could impact design 

decisions.  

 4.4.2.1 Business Travel. Survey questions #11 through #16 asked respondents to reflect 

on their general experiences and preferences when traveling for business. Questions were formed 

to elicit responses that identified key wants, needs, and values experienced during business 

travel. These questions are as follows:  
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#11. “Which hotel segment do you frequent when traveling for business?” 

#12   Removed from survey 

#13 “How often do you travel for business?” 

#14 “When traveling for business, whom do you travel with?” 

#15 “When traveling for business, approximately how many nights do you book at a 

hotel?” 

#16 “Select what hotel areas you use when traveling for business.” 

 The upper-midscale hotel segment is the most frequented during business travel among 

all generations. Forty-three percent of Millennials, 45% of GenXers and 33% of Baby Boomers 

chose this segment. The largest response to the amount of business travel per year is “only a few 

times.” However, Millennials and Baby Boomers responded overwhelmingly less than GenXers.  

Seventy-two percent of Millennial participants and 73% of Baby Boomer participants chose this 

option whereas GenXers polled higher at 88%. It appears that Millennials and Baby Boomers 

have similar business traveling frequencies due to where they are professionally in their career. 

Millennials are just perhaps starting to move into positions that allow for travel whereas Baby 

Boomers are on track for retirement. In contrast, GenXers are possibly in the height of their 

professional career, contributing to their elevated business travel.   

When traveling for business, Millennials are almost split down the middle when asked 

about their business travel partners. Fifty-one percent indicated that they travel alone, 44% travel 

with co-workers, 7% travel with family, and 5% travel with their significant other. GenXers on 

the other hand travel equally 45% alone or 45% with co-workers and only 3% with family. 

However, Baby Boomers responded that 60% travel for business alone or 40% with co-workers. 

It is interesting to note that Millennials are the only generation that selected to travel on business 
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with both their family and significant others. Relative to length of stay, 83% of Millennials, 82% 

of GenXers, and 83% of Baby Boomers average length of stay hotel on business is between 1-2 

nights.  The top 5 hotel areas chosen by millennials for business are illustrated in Figure 4.2.  For 

comparison, two smaller pie charts are also shown, one for GenXers and one for Baby Boomers 

showing the corresponding usage rates. As shown, there is a heavy use on food and beverage 

areas with over 50% of respondents from all generations selecting these areas.  

 

  

 

 

 

 

 

 

 

Figure 4.2 Most used hotel areas for business travel 
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4.4.2.2 Leisure Travel. Survey questions #17 through #21 asked respondents to reflect 

on their general experiences and preferences when traveling for leisure. Questions were formed 

to elicit responses that identified key wants, needs, and values experienced during leisure travel. 

These questions are as follows: 

#17. “Which hotel segment do you frequent when traveling for leisure?” 

#18. “How often do you travel for leisure?” 

#19. “When traveling for leisure, whom do you travel with?” 

#20. “When traveling for leisure, approximately how many nights do you book at a 

hotel?” 

#21. “Select what hotel areas you use when traveling for leisure.” 

The upper-midscale hotel segment is most frequented during leisure travel among the 

Millennial generation (39%) and the GenX generation (30%). However, 33% of Baby Boomers 

most frequented upscale hotel segments, which is a segment higher than what the other 

generations preferred. The largest response to the amount of leisure travel per year is “only a few 

times.” Millennials poll at 92% with the other 8% traveling “a few times per month”. The GenX 

generation and Baby Boomer generation have a 100% response rate with their answer being 

“only a few times per year”.  

When traveling for leisure, Millennials had a diverse range of responses when asked 

about their leisure travel partners. Only 4% indicated that they travel alone, 34% with family, 

27% with their significant other and 35% with friends. GenXers on the other hand, travel 50% of 

the time with family, 25% with their significant other, 18% with friends and 7% alone. Baby 

Boomers responded with 40% traveling mostly with their significant other, 33% with family, and 

27% with friends. Relative to length of stay, 57% of Millennials, 59% of GenXers, and 36% of 
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Baby Boomers average length of stay for leisure is between 3-4 nights.  The top 5 hotel areas 

chosen by Millennials for leisure are illustrated in Figure 4.3. For comparison, two smaller pie 

charts are also shown, one for GenXers and one for Baby Boomers shows the corresponding 

usage rates. As shown, there is a heavy use of food and beverage areas with over 50% of 

respondents from all generations selecting these areas. Referring to Figure 4.2 above, the main 

difference noticed when comparing business and leisure travel areas is that the spa and pool area 

replace the meeting room and business lounge areas when traveling for leisure by all generations.  

 

Figure 4.3 Most used hotel areas for leisure travel 
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4.4.2.3 Bleisure Travel. Survey questions #22 through #26 asked respondents to reflect 

on their general experiences and preferences when traveling for bleisure. Questions were formed 

to elicit responses that identified key wants, needs, and values experienced during bleisure travel. 

These questions are as follows: 

#22. “How likely would you be to travel for bleisure?” 

#23. “Which hotel segment do you frequent when traveling for bleisure?” 

#24. “How often do you travel for bleisure?” 

#25.  “When traveling for bleisure, whom do you travel with?” 

#26. “When traveling for bleisure, approximately how many nights do you book at a hotel?” 

#27. “What areas do you use the most when traveling for bleisure?” 

#28. “Removed from study” 

  

Figure 4.4 Likelihood of bleisure travel 

Shown in Figure 4.4 above, the author asked participants to rate their likelihood of 
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bleisure travel. Over half of Millennial and GenX respondents were either “extremely likely” or 

“somewhat likely” to travel for bleisure. Baby Boomers selected “somewhat likely” at 45% and 

“extremely unlikely” at 27%. It is assumed that these ratings relate back to each generation’s 

travel frequency discussed in section 4.3.1.1. It is anticipated that the Millennial generation’s 

likelihood rating will increase as they begin to travel more for business.  

The upper-midscale hotel segment is most frequented during bleisure travel among the 

Millennial generation with 46% and the GenX generation with 30%. However, 43% of Baby 

Boomers most frequented upscale hotel segments, which is a hotel segment higher than what 

other generations prefer. In response to the amount of bleisure travel per year, 63% of 

Millennials rate “never” as their top choice. In contrast “a few times per year” was ranked the 

highest choice among GenXers (57%) and Baby Boomers (70%).  It appears that the high 

number of Millennials selecting “never” as their choice could be to their lack amount of business 

travel and professional career status. As Millennials begin to further their career objectives, it is 

anticipated that more bleisure travel with occur with this generation.  

When traveling for bleisure, Millennials expressed a diverse range of preferences when 

asked about their bleisure traveling partners. Thirty-five percent indicated that they travel alone, 

21% travel with co-workers, 7% with family, 17% with their significant other, and 20% with 

friends. GenXers on the other hand travel alone 36% of the time, 32% with family, 20% with 

their significant other, and 12% with friends. Baby Boomers responded that 44% of their bleisure 

travel is spent with their significant other, 22% with family, and 11% with co-workers, friends, 

or alone. Relative to length of stay, 40% of Millennials, 32% of GenXers, and 38% of Baby 

Boomers average length of stay for bleisure travel is between 1-2 nights.  

The Millennial generation ranks king room (49%) as the most booked hotel room when 



 50 

traveling for bleisure followed by double queen (29%), king suite (12%), and double queen suite 

(10%). GenXers also ranks king room (58%) as the most booked followed by king suite (26%), 

double queen suite (26%), double queen (5%). Baby Boomers as well ranked the king room 

(56%) as the most booked hotel room followed by king suit (22%), double queen (11%), and 

double queen suit (11%). It is clear that the overall most booked hotel room for bleisure for all 

generations is the king room.  

4.4.3 Hotel Experience  

 This section of the survey asked participants to identify and describe key attributes of 

their hotel stay experiences. By identifying common characteristics and research trends of the 

Millennial generation, a solution can be developed to help inform the design solution.   

4.4.3.1 Favorite Part of Hotel Stay. The data analyzed in this section is used to 

understand the Millennial user’s favorite part of a hotel stay. Data from GenXers and Baby 

Boomers were used to compare with the top answers of Millennial participants. By comparing 

data from different generations, the goal was to see if either generation had similar qualities that 

identified as a Millennial.   

Survey question #29 asked, “What is your favorite part of staying at a hotel when 

traveling for business, leisure, and bleisure?” As shown in Figure 4.5, 28% of Millennials say 

their favorite part of staying at a hotel is its location to nearby attractions, followed by 17% 

design style, 17% comfort, 17% amenities and 14% memorable experiences. One Millennial 

participant describes their favorite part as, “To check out new design trends. For business, I want 

a good night’s sleep. I want places where friends can hang out whether inside or outside of the 

room. I also want the location to be close to districts so we have things do and see.” As 

compared to GenXers only 17% chose location, 13% chose design style, 25% chose comfort, 
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21% chose amenities, and 12% chose memorable experiences. It is interesting to note that this 

generation highly value comfort as their favorite part versus the Millennials who seek location. 

When comparing Baby Boomers, overwhelmingly (50%) chose hotel amenities as their favorite 

part of their hotel stay, followed by location to nearby attraction with 37%, and design style with 

13%.  Like Millennials, location is more favored quality of Baby Boomers. However, two 

categories (comfort and memorable experiences) were not mentioned by this group as being a 

top-rated category compared to Millennials.  

Figure 4.5 Favorite part of hotel stay 

 4.4.3.2 Least Favorite Part of Hotel Stay. The data analyzed in this section is used to 

understand the Millennial user’s least favorite part of a hotel stay. Data from the generations of 

Genx and Baby Boomers were used to compare with the top answers of Millennial participants. 

By comparing data from different generations, the goal is to see if either generation has similar 

qualities that identify as a Millennial.   
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Survey question #30 asked, “What is your least favorite part of staying at a hotel for 

Business? Leisure? Bleisure? As shown in Figure 4.6 38% of millennials said their least favorite 

part of staying at a hotel is noise, followed by 29% with lack of amenities, 23% poor cleanliness, 

and 15% uncomfortable beds. One Millennial participant described their least favorite part as, 

“Dirty, dim rooms, unfriendly staff, less than desirable lobby/ overall experience.” and “When I 

can hear noise from outside or other rooms; finding things left behind by pervious guests (hair 

on the floor, and so forth); early check-out hours.” Thirty-three percent of GenXers said that 

their least favorite part is noise, 33% uncomfortable beds, and 33% poor design. This generation 

in comparison to the Millennials only had 3 main areas of complaint and was surprisingly not 

concerned about cleanliness according to the survey response. When comparing Baby Boomers, 

their overwhelmingly least favorite part is a lack of amenities (43%), followed by lack of 

cleanliness with 29%, uncomfortable beds with 14% and poor design with 14%.  It’s interesting  

 

Figure 4.6 Least favorite part of hotel stay 

to note that Baby Boomers show high attachment to their amenities, as noted in Section 4.3.2.1. 
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Amenities appear to be a favorite part of their hotel stay and it is noticed when they are lacking. 

Similarly, the Millennial generation also notices when there is a lack of amenities, which they 

highly rank in Figure 4.6 above. However, when compared to the favorite part of their stay 

(location) in Figure 4.5, amenities are not as highly rated.  

 4.4.3.3 Activities in Public Space. The data analyzed in this section is used to 

understand the type of activities Millennials partake in when using the hotel’s public spaces. 

Data from GenXers and Baby Boomers has been used to compare with the top answers of 

Millennial participants. By comparing data from different generations, the goal is to see if either 

generation had similar qualities that identified as a Millennial.  

 

Figure 4.7 Ideal hotel public space experience 
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Question #36 asked participants to describe, “What activities do you commonly find 

yourself doing in the hotel’s public spaces?” As shown in Figure 4.7, 21% of Millennials are 

working, 21% drinking cocktails, 11% exercising, 9% socializing, 9% relaxing, and 7% waiting. 

Millennial participants additionally described their activities as, “Using WIFI, working, 

socializing, having a drink with co-worker, friends, clients, friends, or meeting people.” and 

“Drinking a cocktail if available and reading. Watching TV in the lounge while waiting for 

someone, drinking coffee, watching activity inside and outside.” GenXers activities in a hotel’s 

public space include: working (18%), drinking cocktails (15%), exercising (18%), socializing 

(3%), and waiting (6%). GenXers tend to work in the public space just as much as Millennials, 

except GenXers find themselves focusing on using the exercise facilities more than drinking 

cocktails and are less apt to socialize. In contrast, Baby Boomer’s common public space 

activities include: drinking cocktails (22%), working (11%), exercising (11%), socializing (6%), 

and waiting (11%). Both Millennials and Baby Boomers spend most of their time in the public 

space drinking cocktails where provided in the hotel.  

4.4.4 Hotel Environments 

This section of the survey asked survey participants to identify their ideal hotel 

environments. Respondents commented on their desired working spaces, relaxation areas, public 

spaces, and guestroom environments in order for the researcher to understand what Millennial 

guests value in a hotel environment.  

 4.4.4.1 Ideal Working Environment. The data analyzed in this section is used to 

understand the environment in which Millennials work best. Data from GenXers and Baby 

Boomers were used as a comparison with the top answers of Millennial participants. By 

comparing data from different generations, the goal was to see if either generation had similar 
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qualities that identified as a Millennial. 

Figure 4.8 Ideal working environment 

Survey question #37 asked participants to, “Describe what environment helps you work 

the best” As shown in Figure 5.8 the top qualities identified by Millennial’s include: peaceful 

(27%), public (24%), private (20%), surrounded by moderate activity (14%), and near 

food/drinks (9%). As described by one Millennial, “I work best in large, clean, and active 

spaces where my presence is not noticed. I like blending into an active environment, but feel 

confident that I am not in the way or using a space where I will have to move.” In comparison, 

GenXers describe their ideal working environment as: peaceful (28%), public (28%), surrounded 

by moderate activity (22%), and private (22%). Both GenX and Millennials highly rate peaceful 
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places to work that are in public areas. Baby Boomers responded with almost equal parts of a 

peaceful environment (41%) and private working space (42%) that is also surrounded by 

moderate activity (17%). It is interesting to note that all generations chose “peaceful” as their 

overall most sought after quality when describing their ideal work environment, but only 

Millennials requested an area that is located by food and drinks.  

4.4.4.2 Ideal Relaxing Environment. The data analyzed in this section is used to 

understand the environment in which Millennials relax best. Data from the GenX and Baby 

Boomer generations has been used as a comparison with the top answers of Millennial 

participants. By comparing data from different generations, the goal is to see if either generation 

have similar qualities that identified as Millennial.  

Figure 4.9 Ideal leisure environment 
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Survey question #38 asked participants to, “Describe what environment helps you relax 

the best?” Shown in Figure 4.9 are the top qualities identified by Millennials which include: 

quiet (26%), with music (21%), outdoors (16%), at a bar/lounge space (16%), and comfortable 

(10%). One Millennial extended their thoughts by stating, “My favorite relaxing environment is 

a quiet guest room with a TV.” and “Soothing and natural lighting, good acoustic quality so the 

space is not too loud, and comfortable seating.” For comparison GenXers , describes their ideal 

relaxing environment as: peaceful (33%), with music (19%), at a bar and lounge (19%), and 

watching TV (14%). Baby Boomers responded with: quiet (33%), watching T.V (33%), at a 

bar/lounge (17%), with music (8%), and comfortable (8%).   It is interesting to note that all 

generations prefer a “quiet” or “peaceful” place as their overall most sought after quality for a 

relaxing space.   

4.4.4.3 Ideal Guestroom Environment. The data analyzed in this section is used to 

understand the ideal guestroom environment of Millennials. This survey question gave 

participants multiple options to select when answering questions stating preferences. The most 

prevalent answers are highlighted. Refer to Appendix C for a complete list of survey questions.   

Data from GenXers and Baby Boomers were used to compare with the top answers of Millennial 

participants. By comparing data from different generations, the goal is to see if either generation 

has similar qualities that identify as Millennial. 

Survey question #32 asked participants to, “To identify which words would describe your 

ideal guestroom environment” The data analyzed and shown in Figure 4.10 illustrates that the 

top words that Millennials identified were: relaxed (12%), private (10%), peaceful (10%), 

comfortable (10%), modern (8%) and safe (8%). By comparison the GenXers identified their 

ideal guestroom environment to be: private (16%), quiet (13%), peaceful (11%), comfortable 
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(10%), and tranquil (9%). Baby Boomers’ ideal guestroom environment is: comfortable (13%), 

quiet (13%), safe (12%), private (12%), and peaceful (11%). What is interesting to observe is 

that all generations identified with the words “comfortable, “private, and “peaceful, however a 

top word that resonated with Millennials and no other generation is that the room should feel 

“modern”.  

Figure 4.10 Ideal guestroom environment 

4.4.4.4 Ideal Public Space Environment. The data analyzed in this section is used to 

understand the ideal public space environments of Millennials. This survey question gave 

participants multiple options to select when answering questions stating preferences. The most 

prevalent answers are highlighted (refer to Appendix C for a complete list of survey questions).  

Data from the GenX and Baby Boomer generations has been used as a comparison with the top 

answers of Millennial participants. By comparing data from different generations, the goal is to 

see if either generation has similar qualities that identify as Millennial.   

Survey question #33 asked participants to, “To identify which words would describe your 

ideal public space environment?”. Figure 4.11 indicates the top words that Millennials 
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identified: excited (28%), welcomed (18%), relaxed (18%), comfortable (15%), and safe (13%). 

However, compared to GenXers, this generation identified their ideal public space environments 

to be: social (13%), vibrant (10%), trendy (10%), bright (10%), and safe (9%). In contrast, Baby 

Boomers identified with: vibrant (11%), social (11%), fun (11%), bright (11%), and exciting 

(9%). It is clear that each generation has a very different view on what their ideal public space 

environment should feel like. Millennials overwhelmingly identified with “excited” with only the 

Baby Boomers identifying with that word as well. GenXers and Baby Boomers, on the other 

hand, want the public space to feel predominantly social.  

 

Figure 4.11 Ideal public space environment 

4.4.4.5 Preferred Eating Environment. The data analyzed in this section is used to understand 

the preferred restaurant choice of Millennials. Data from the GenX and Baby Boomer 

generations has been combined with data from the Millennial participants due to their similar 

rankings.  
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Question #35 asked participants to, “Rank in order where you find themselves eating 

when traveling.” Due to similarities in data from all generations, the data analyzed and shown in 

Figure 4.12 has been aggregated. The top answers for restaurant choices are local (#1), hotel 

(#2), chain (#3), and fast food (#4).  

 

Figure 4.12 Preferred restaurant choice 

4.4.4.6 Preferred Workout Environment. The data analyzed in this section is used to 

understand the ideal workout environment of Millennials. Data from the GenX and Baby 

Boomer generations has been combined with data from the Millennial participants due to their 

similar rankings. 

Question #39 asked participants to, “Describe your ideal fitness environment?”. Due to 

similarities in data from all generations, the data analyzed and shown in Figure 4.13 has been 

aggregated. The top answers for a workout environment include cardio (#1), weights (#2), 

machines (#3), and yoga (#4). 
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Figure 4.13 Preferred workout environment 

4.4.5 Summary 

The research findings discussed in this chapter describe a measure of Millennial 

travelers’ values and needs when staying at a hotel for business, leisure, and bleisure. The 

findings suggest that Millennials want spaces where they can easily transition from one activity 

to the next and have accessibly to a range of different environments (relaxing to social) at their 

convenience. It also appears that Millennials want the public spaces to entice and excite them 

and guestrooms function as their space to relax and focus on work privately. Results from 

GenXers and Baby Boomers were also used as comparative data. It is clear that each generation 

has different preferences and characteristics due to their contrast in their respective stages of life, 

but they also share many similarities. 

4.5 Guest Personas 

As discussed in Chapter 2, personas help designers determine what a product or service 

should do, how it should behave, build consensus to the design, communicate ideas to others, 

measure the design’s effectiveness, and contribute to other product related efforts that will help 
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increase consumer engagement (Cooper, Reimann, & Cronin, 2007). From the analyzed data, the 

author determined that by creating two millennial guest personas shown in Figures 4.14 and 4.15 

(Samantha and Ethan) the wants, desires, and needs of the target guest can be more easily 

identified.  

The creation of the guest personas Samantha and Ethan were produced by following the 

guidelines discussed in Section 2.6.1. The author analyzed the survey findings to determined 

common trends and characteristics of the Millennial population. Taking the top-ranking 

attributes of this generation, the author implemented these results into a hypothetical guest 

persona (Samantha and Ethan). Using the guest persona template as a reference from Section 

2.6.2, the author applied the synthesized data into a narrative format and interpreted both guest 

personas personal demographics and psychographics to suit the data results.  

Referring to guest persona Samantha, she takes on the attributes of Millennials who travel 

frequently for work, enjoys exploring new cities and appreciates her time to relax. She enjoys  

Figure 4.14 Guest persona: Samantha 

Name: Samantha

Age: 25

Status: Single

Location: New York, NY

Occupation: Retail Buyer

Tier: Professional

Samantha is a passionate individual  who spends a few 
days out the month traveling for business as a retail 
buyer. She seeks meaningful relationships, enjoys 
exploring new cities and relaxing with a nice glass of 
wine

BIO

Respect, relationships, privacy, friends, and a safe 
atmosphere

Lack of service, poor design style, uncomfortable 
spaces

VALUES

FRUSTRATIONS
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spending time with friends and strongly respects and values her relationships, privacy, and 

safety. Her biggest frustrations are when services are lacking, and when she is poor design which 

leaves her feeling uncomfortable.   

Referring to guest persona Ethan, he takes on the attributes of Millennials who travel 

occasionally for work, enjoys meeting new people, being up to date on the latest trends, and is 

always up for something new. He takes pride on personal autonomy, enjoys spending time with 

family and loves to feel entertained yet comfortable. His biggest frustrations are when amenities 

are underwhelming, cleanliness is poor and there is a lack of noise control.  

Figure 4.15 Guest persona: Ethan 

4.6 Summary 

 The research findings discussed in this chapter describe a measure of Millennial 

travelers’ values and needs when staying at a hotel for business, leisure, and bleisure. The 

findings suggest that Millennials want spaces where they can easily transition from one activity 

Name: Ethan

Age: 31

Status: Single

Location: Dallas, TX

Occupation: Event Coor. 

Tier: Professional

Ethan is a motivated individual who travels a few times 
per year as an event coordinator. He enjoys meeting 
new people, being up to date on the latest trends, 
and is always wanting to try something new 

BIO

Autonomy, family, comfort, excitement, and genuine 
conversation

VALUES

Lack of quality amenities, poor cleanliness, and noise

FRUSTRATIONS
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to the next and have accessibly to a range of different environments (relaxing to social) at their 

convenience. It also appears that Millennials want the public spaces to entice and excite them 

and for guestrooms to function as their space to relax and focus on work privately. Results from 

GenXers and Baby Boomers were also used as comparative data. It is clear that each generation 

has different preferences and characteristics due to their contrast in their respective stages of life, 

but they also share many similarities. The Millennial generation results also helped generate two 

guest personas in order to better capture the top values and needs of this generation and to assist 

with the design decisions discussed in Chapter 6. Overall, the results of this study will inform 

form the basis for a design solution for a bleisure style hotel designed to increase engagement 

levels with Millennial travelers.  
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CHAPTER FIVE 

 

DESIGN PROGRAM 

 
 

5.1 Introduction 

 

This chapter explores the design of a hypothetical bleisure style hotel and its associated 

hotel brand guidelines. It is informed by the findings and research obtained from the literature 

review and an original research component. Additionally, created by the author is a 

Programming Document (PD) separate from this research thesis. The (PD) contains thirty-one 

precedent studies of hotels, restaurants, bars, and lounges to understand the hotel’s overall needs 

and space requirements explored by the author. This chapter outlines the design program for the 

proposed design solution.  

5.2 Project Description 

 

This thesis project focuses on creating a bleisure style hotel that will engage the 

Millennial consumer and other users who identify with one or more aspects of the Millennial 

generation. The proposed design solution seeks to increase engagement levels among these 

groups by incorporating elements of authenticity, shared spaces, and digital integration through 

the hotel’s design, services, and amenities. The proposed project will be branded as The 

Voyageur Hotel in Baton Rouge, Louisiana.   

5.3 Owner and Client Profile 

 

 For this project thesis, the hypothetical owner and client has been designated as a hotel 

development group. The development group’s overall company mission is to develop and design 

high-quality hotel properties while maintaining impeccable hotel management services. The 

development group’s goal for this property is to develop and design a prototypical bleisure style 

hotel capable of being franchised as a chain brand hotel.  
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5.4 Location 

  

 The proposed location for this hotel is in Louisiana’s capital, Baton Rouge, seen in Figure 

5.1. Baton Rouge is the second largest city in Louisiana with an estimated population of 228,600 

people and geographically covers 76 square miles (U.S. Census Bureau, 2015).  The author has 

chosen this site based on information gathered from the literature review, an original research 

component, and precedent studies. Elements such as this site’s history within the community, 

proximity to local attractions, and frequency of business and leisure travel were taken into 

consideration. This location was also chosen due to its proximity to Louisiana State University 

(LSU). This is an attractive location for Millennials and generations alike that want to be near the 

University for attending sporting events or work functions, but still have the convenience of 

being in central location to Baton Rouge’s downtown. 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5.1 Louisiana state map 
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5.5 Existing Site and Conditions 

 

 The existing site and structure for this project is located at 150 3rd St. Baton Rouge, 

Louisiana 70801, shown in Figures 5.2. This site is home to Baton Rouge’s first “skyscraper”, 

headquarters of the Louisiana Trust and Saving Bank. Originally completed in 1927 (Watermark, 

n.d.), this building served as a banking institution for over 50 years. (Watermark, n.d.); 

(Schneider, 2015). An attractive feature about this site is that it is in walking distance to major 

local attractions such as the Shaw Center for the Arts and Manship Theatre, the Old Governor’s 

Mansion, Baton Rouge Zoo, and lively downtown entertainment and dining. As discussed in 

Chapter 4, the Millennial generation highly values a hotels’ location in relation to the local area. 

This site is located only 8.1 miles away from the nearest regional airport and 300 feet to the 

nearest public transit to travel to nearby attractions.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5.2 Site location 
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Figure 5.3 North & West façade             Figure 5.4 South & East façade 
 

5.5.1 Orientation and Views 

 

 The existing windows are primarily located on the north, south, and west sides of the 

building (see Figure 5.3 and 5.4). The views from the north and west façade are of 3rd Street, 

with upper level floors overlooking the Mississippi River. Views to the south provide sightlines 

overlooking downtown Baton Rouge. The windows themselves are spaced evenly horizontally 

and vertically throughout every floor offering the potential to maximize daylight and outside 

views.  

5.5.2 Existing Layout 

  

 The existing layout of the space has changed multiple times since its original completion 

in 1927. The initial use of the building was dedicated to the Louisiana Trust and Savings Bank. 

Elements such as record vaults, trunk vaults, fund vaults, and safety deposit vaults were 

implemented into the building along with specialized rooms that ranged from barber shops to 
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private offices. Information from previous construction documents indicate the building had been 

renovated to meet changes in use during 1961, 1984, and most currently in 2015. During the 

1961 renovation, a building addition that spanned the length of the structure and up to the third 

level had been added on to the east side of the building. This addition housed spaces such as 

conference rooms, open office space and additional offices. In 1984, a more in-depth renovation 

was performed. The basement vault area that once housed a multitude of different spaces was 

turned into storage and equipment rooms. Entrances, exits, windows and stairwells on the main 

level were removed and relocated, small offices on the upper floors were replaced with open 

work spaces and large conference areas. Restroom expansions also took place throughout the 

building. In 2017, the most current renovation for the structure was completed. This renovation 

reorganized the function and layout of the structure as a 148-guestroom hotel under the flag of a 

major hotel company.  

5.5.3 Anticipated Changes 

 

 Considering the building’s original purpose and function as a bank and its current use as 

a hotel, the author intends to blend old and new, 1927 and 2017, to function as a bleisure style 

hotel. Interior space will be allocated and organized based on information obtained from the 

literature review and data provided by the original research component. Major considerations 

include incorporating elements of authenticity, sharing spaces, and digital integration into the 

proposed design.  

 The author intends to connect guests to the building’s history, focusing on implementing 

historical elements from the 1920s and 1930s.  The basement level will be planned as a highly 

social area with plans to renovate this space into a jazz club with a bar/cocktail area and a 

modern-day speakeasy. The main level of the building will function as the hotel’s front desk area 
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and include a main restaurant that is open to guests and the general public. This level will have 

plenty of areas for users to lounge and mingle. The second level of the building will house the 

hotel’s meeting facilities, fitness room, and hotel staff offices. The third through twelfth levels 

will accommodate a variety of guestroom types.  

5.6 General Spaces Analysis 

 

 To inform the design program of this study, information was summarized in Chapters 2, 

3, and 4, to guide the design program of this project thesis. Separate from this study, a 

Programming Document (PD) was developed by the author. The PD helped establish goals as to 

what the project wanted to achieve by analyzing data such as occupancy load, space adjacencies, 

and commonly used amenities. This document also helped uncover existing brands and design 

concepts that are used in determining user needs that are implemented into this thesis project. A 

series of twelve hotels were evaluated as precedent studies based on their similarity to this thesis’ 

goals and objectives. From that study, a list of design considerations has been developed to guide 

the programming of this project thesis.   

5.6.1 Design Considerations  

 

 A list of design considerations has been developed to guide the overall design direction of 

the general spaces of this project thesis. The design considerations are as follows: 

•  Provide an immersive guest experience by allowing guests to connect deeper with each 

detail (Gensler, 2016a, p.24).  

• Provide social, shared spaces (Gensler, 2016b, p. 7).  

• Create spaces that allow for people to shift easily from work mode to leisure-focused 

activities (Gensler, 2016b).  
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• Address advances in technology that are driving consumers to look for ease of control 

over their stay (Gensler, 2016a).  

• Create a brand that provides a likeable and desirable self-image that consumers can relate 

to. (Floor, 2006).  

• Design wayfinding that will be able to direct people through a primary circulation path, 

such as aisles and corridors, that leads to a variety of destinations. (Nussbaumer, L., 

2009).  

• Develop well-designed space plan which will direct guests to discover and make sense of 

the hotels public and private areas (West & Purvis, 1992).  

5.6.2 Square Footage and Adjacencies – General Spaces 

 

The Programming Document includes estimated square footages and adjacencies for the  

 

Table 5.1 Estimated hotel square footages 

MAJOR SPACES QTY. SF PER EACH SUBTOTAL

Lobby 1 1000 1,000

Restaurant 1 1000 1,000

Bar/Lounge 3 500 1,500

Guestroom 35 200 70,000

MINOR SPACES

Ballroom 1 100 100

Board Room 1 500 500

Business Center 1 500 500

Concierge 1 100 100

Corridor 6 166 1000

Employee Break 1 500 500

Fitness Room 1 100 100

Front Desk 1 800 800

Gift Shop/Market 1 3200 3,200

Housekeeping 1 200 200

Laundry 6 100 600

Mech. 6 100 600

Offices 6 100 600

Pool 1 1000 1,000

Restroom 5 200 1,000

Spa 1 1000 1000

Storage 6 333 2,000

Terrace 1 500 500

Vending / Ice 6 50 300

TOTAL

88,100
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major and minor spaces of a hotel. These square footages and adjacencies have been used as a 

benchmark for this project’s space planning efforts. The square footages and placement of 

adjacencies have been modified to address the size and structure of the building and the activities 

taking place within the building. 

Developed from the PD are estimated square footages used when programming a hotel. 

Displayed in Table 5.1 above describes approximately how much space should be allotted per 

area. Using this table as a guide, the author applied these square footages to the design of the 

hypothetical hotel brand further discussed in Chapter 6.  

 Illustrated in Figure 5.5, and based on precedent studies analyzed in the PD, are the 

desired adjacencies between spaces found in a hotel. Adjacencies directly impact the guest  

 

Figure 5.5 Desired hotel adjacencies 
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experience (Piotrowski, C., & Rogers, E., 2007). Representing how guests are likely to travel 

through a space is described by major and minor circulation paths in the bubble diagram below. 

Direct paths of egress to major hotel areas such as the front desk, lobby, elevators, restaurant, 

and fitness center are preferred. Minor travel paths extend from these areas as a secondary source 

of travel. It is important to understand the most efficient and direct way for guests to travel 

throughout the hotel. The bubble diagram also describes how each area interacts with one 

another. As displayed below are common spatial relationships used when programming a hotel. 

5.7 Analysis of Major Spaces 

 

 In this section, the four most prevalent major hotel spaces resulting from the data analysis 

during the programming phase will be discussed. Based on the literature review, original 

research component, and precedent studies, the hotel lobby, restaurant, bar/lounge, and 

guestroom have been chosen for further analysis due to the potential impact they have on 

increasing brand engagement with hotel guests. The following design considerations for each 

major space have been developed to help guide the design of this project thesis.  

5.7.1 Lobby 

 

 5.7.1.1 Design Considerations. The following design considerations are taken from 

design criteria to be used throughout the design of the lobby: 

 

• Help define a space by using furniture and fixtures (Piotrowski, C., & Rogers, E., 2007).  

• Determine the overall size of the lobby and seating by the type and segment of the facility 

(Piotrowski, C., & Rogers, E., 2007).   

• Promote social activity and function in the lobby (American Planning Association, n.d).  

5.7.1.2 Square Footages and Adjacencies. Table 5.2 illustrates recommendations for square 

footages and space planning adjacencies in the lobby.  The square footages and placement of 
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adjacencies have been subject to change depending on the size and structure of the building and 

activities taking place within the lobby.  

Supporting the data results discussed in Chapter 4, the lobby needs to accommodate enough 

space to comfortably host a check-in/check-out and concierge space for guests and staff to 

communicate, a lounge area that promotes a social, working, and relaxing atmosphere, along 

with an area for guests to purchase additional gifts or products during their stay.  

 

Table 5.2 Estimated lobby square footages 

 

Illustrated in Figure 5.6 below is the desired adjacencies for the lobby area of the hotel. 

The major pathway in the lobby is the relationship between the front desk and lounge, as this is 

where most guests will travel as determined by the PD. The front desk is central to all other areas 

for staff to observe hotel activity and immediately greet guests upon arrival and checkout. The 

MAJOR SPACES QTY. SF PER EACH SUBTOTAL

Front Desk 1 1000 1,000

Concierge 1 50 50

Lounge 3 500 1,500

Market/ Gift Shop 1 100 100

Business Lounge 1 200 200

TOTAL

2,850
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lounge and business lounge relationship overlaps due to the nature of a bleisure guest who will 

be either working or relaxing in these spaces.  

  

 
Figure 5.6 Desired lobby adjacencies 

 

5.7.2 Restaurant 

 

5.7.2.1 Design Considerations. The following design considerations are used as design 

criteria to be used throughout the design of the restaurant:  

• Color will be considered to help promote guest appetite (Piotrowski, C., & Rogers, E., 

2007).  

• Seating arrangements need to be flexible to adjust from one or two persons to a large 

group seating to provide maximum privacy or socialization (Nussbaumer, L., 2009).  

•  Lighting must provide sufficient light for safety while helping set the appropriate mood 

(Piotrowski, C., & Rogers, E., 2007).  
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5.7.2.2 Square Footages and Adjacencies. Table 5.5 illustrates recommendations for 

square footages and space planning adjacencies in Figure 5.7.  The square footages and 

placement of adjacencies are subject to change depending on the size and structure of the 

building and activities taking place within the restaurant.  

Supporting the data results discussed in Chapter 4, the restaurant needs to 

accommodate enough tables to fit multiple party sizes in various arrangements, and 

provide adequate circulation space for staff and guests to move through the space with 

ease. Table 5.3 displays the minimum in estimated square feet to be applied to the design 

solution discussed in Chapter 6 of this project thesis.  

 

Table 5.3 Estimated restaurant square footages 

 

Illustrated in Figure 5.7 is the desired adjacencies for the restaurant area of the hotel. 

Major pathways stem from general seating area with guests and staff showing high activity from 

the hostess area, wait area, kitchen, and server stations as pre-determined by the PD. Minor 

circulation paths and relationships are also displayed in the bubble diagram below to represent 

the most desired space plan in a restaurant.  

 

MAJOR SPACES QTY. SF PER EACH SUBTOTAL

Hostess Stand 1 40 40

Wait Area 1 200 200

Server Stations 2 30 60

General Seating 1 1000 1,000

TOTAL

1,300
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Figure 5.7 Desired restaurant adjacencies 

 

5.7.3 Bar/Lounge 

 

5.7.3.1 Design Considerations. The following design considerations are used as design 

criteria to be used throughout the design of the bar/lounge:  

• Lounges should use soft seating groups of loveseats and comfortable club chairs 

(Piotrowski, C., & Rogers, E., 2007).   

• Provide a comfortable space for the bartender, you should provide at least 30-36 inches to 

work between the bar and back bar (Piotrowski, C., & Rogers, E., 2007).  

• Travelers prefer lounges that have the option to be more private so they are not secluded 

to staying in their own rooms (Mohn, 2011).  

5.7.3.2 Square Footages and Adjacencies. Table 5.5 are recommendations for square 

footages and space planning adjacencies in Figure 5.8.  The square footages and placement of 

adjacencies are subject to change depending on the size and structure of the building and 

activities taking place within bar/lounge.  
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Supporting the data results discussed in Chapter 4, the bar/lounge area needs to accommodate 

the needs and values of the millennial generation. A large percentage of millennials use the bar 

area as a place to work, relax, and socialize. From the PD, estimated square footages shown in 

Table 5.4 were determined by the author to provide guests with a successful use of space to 

accommodate the bleisure traveling preferences.  

 

Table 5.4 Estimated bar/lounge square footages 

 

 

 

 

 

 

 

 

 

 

Illustrated in Figure 5.8 is the desired adjacency for the bar/lounge area of the hotel. 

Major pathways stem from the lounge area with guests showing high activity to and from the bar 

and activity area (game area) as pre-determined by the PD. Minor circulation paths and  

 

Figure 5.8 Desired bar/lounge adjacencies 

MAJOR SPACES QTY. SF PER EACH SUBTOTAL

Communal Seating 1 50 50

Lounge 1 500 500

Bar 1 350 350

Activity Area 1 100 100

TOTAL

1,000
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relationships are also displayed in the bubble diagram below to represent the most desired space 

plan in the bar/lounge.  

5.7.4 Guestrooms 

 

5.7.4.1 Design Considerations. The following design considerations are used as design 

criteria to be used throughout the design of the guestroom: 

• A guestroom should be multi-functional (Dingle, 2013).  

• Guestrooms should have designated zones that include sleeping, lounging, working, 

and bathroom/dressing (Piotrowski, C., & Rogers, E., 2007).  

• Consider designing bathrooms that go beyond just placing three-fixtures inside a 

room, guests want more of a spa-like experience (Piotrowski, C., & Rogers, E., 

2007).   

5.7.4.2 Square Footages and Adjacencies. Table 5.5 are recommendations for square 

footages and space planning adjacencies in Figure 5.9.  The square footages and placement of 

adjacencies are subject to change depending on the size and structure of the building and 

activities taking place within the guestroom.  

Supporting the data results discussed in Chapter 4, the guestroom area needs to 

accommodate the needs and values of the millennial generation. The guestroom needs to 

function as a place that the guest feels comfortable working in and can easily transition into a 

relaxing atmosphere. From the PD, estimated square footages shown in Table 5.5 were 

determined by the author to provide guests with a successful use of space to accommodate the 

bleisure traveling preferences.  
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Table 5.5 Estimated guestroom square footages 

 

 

 

 

 
 

 

Illustrated in Figure 5.9 is the desired adjacencies for the guestrooms. Major pathways 

stem from the lounge area with guests showing high activity to and from the sleeping area and 

bathroom as pre-determined by the PD. Minor circulation paths and relationships are also 

displayed in the bubble diagram below to represent the most desired space plan in a guestroom.   

 

Figure 5.9 Desired guestroom adjacencies 

MAJOR SPACES QTY. SF PER EACH SUBTOTAL

Sleep 1 100 100

Lounge & Work 1 50 50

Storage 1 10 10

Bathroom 1 40 40

TOTAL

200
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In summary, the previous sections outlined the space planning and programming proposal 

for a hypothetical bleisure style hotel. Information describing the major and minor spaces of a 

hotel, square footages and adjacencies were influenced by the Programming Document (PD), 

literature review discussed in Chapter 2, and data from the original research component 

summarized in Chapter 3 and 4.  

 

5.8 Codes and Regulations 

 

In addition to existing and original research, a general review of applicable codes and 

regulations was conducted to identify the code requirements that pertain specifically to this 

project thesis. Building codes impact the size and shape of spaces and help insure the safety, 

health, and welfare of a buildings’ users. Building codes are implemented into the building’s 

construction, structural, plumbing, electrical, and mechanical elements (ICC, n.d.).  The project 

proposal for Voyageur Hotels in Baton Rouge, Louisiana, is covered by the International 

Building Codes (IBC) and Louisiana State Plumbing Code (LSPC).  The following sections 

outline relevant codes that have the potential for the greatest impact on the proposed designs.  

5.8.1 General Construction Type 

 According to section 602.2 of IBC, the construction type for this project is Type II. Type 

II construction includes those types of construction in which the building elements listed are of 

noncombustible materials. Based on available information, the existing building is twelve stories 

tall, plus a rooftop and basement constructed of steel and concrete with a variety of applied 

finishes.  
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5.8.2 Occupancy Classification 

 Based on the IBC’s standards for use and classification, the author has determining the 

occupancy groups Assembly, Business, and Residential apply to this project thesis and are 

further defined below: 

• [IBC] Section 303 Assembly Group A: Assembly Group A occupancy includes, among 

others, the use of a building or structure, or a portion thereof, for the gathering of persons 

for purposes such as civic, social, or religious functions; recreated, food or drink 

consumption or awaiting transportation.  

o The proposed design solution discussed in Chapter 6 consists of the following 

spaces categorized for Assembly A and are shown below in Table 5.6: Speakeasy, 

Cocktail Lounge, Lobby/Lounge, Meeting/Conference, Restaurant, Bar, and 

Fitness area.  

• [IBC] Section 303.3 Assembly Group A-2: Includes assembly uses untended for food 

and/or drink consumption including, but not limited to: nightclubs, restaurants, cafeterias 

and similar dining facilities (including associated commercial kitchens), banquet halls, 

taverns and bars.  

o Discussed further in Chapter 6, the following spaces are categorized as Assembly 

A-2 space and are shown below in Table 5.6: Speakeasy, Cocktail Lounge, 

Restaurant, and Bar 

• [IBC] 303.4 Assembly Group A-3: Assembly uses intended for worship, recreation or 

amusement and other assembly uses no classified elsewhere in Group A including: Art 

galleries, waiting areas in transportation terminals  

o Spaces that fall under occupancy classification A-3 include the 
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Lobby/Lounge, Meeting/Conference and Fitness area located throughout 

the building.  

• [IBC] Section 305.1 - Business Group B: Business Group B occupancy includes, among 

others, the use of a building or structure, or a portion thereof, for office, professional or 

service type transactions, including storage of records and accounts. Business 

occupancies shall include, but not be limited to, the following: professional services.  

o Spaces that fall under occupancy classification Business Group B includes 

the Reception and Offices.  

• [IBC] Section 310.1 Residential Group R-1: Occupancies containing sleeping units 

where the occupants are primarily transient by nature, including: boarding houses 

(transient) with more than 10 occupants, congregate living facilities (transient) with 

more than 10 occupants, hotel (transient), and motels (transient).  

o Spaces that fall under occupancy classification Business Group R-1 includes 

the hotel’s Guestrooms.  

5.8.3 Occupancy Loads 

• [IBC] 1004.1 Design Occupant Load is used when determining means of egress 

requirements based on the number of occupants for whom means of egress facilities shall 

be provided. Refer to Table 5.6 below for Occupancy Categories and Occupancy Loads.  

• [IBC] 1004.6 Multiple Occupancies: when a building contains two or more occupancies, 

the means of egress requirements shall apply to the portion of the building based on the 

occupancy of that space. When two or more occupancies utilize portions of the same 

means of egress system, those egress components shall meet the more stringent 

requirements of all occupancies that are served.  
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Table 5.6 Occupancy category, classification, load [IBC] 1004.1 Design Occupant Load 

 

 

 

 

 

 

 

 

 

 

5.8.4 Exits and Egress 

• [IBC] 1006.3.1 Egress based on occupancy load: each story and occupied roof shall have 

the minimum number of independent exits, or access to exits specified in [IBC] Table 

1006.3.1 and shown below as Table 5.7. A single exit or access to a single exit shall be 

permitted in accordance with [IBC] Section 1006.3.2. The required number of exits, or 

exit access stairways or ramps providing access to exits from any story or occupied roof 

shall be maintained until arrival at the exit discharge or public way.  

 
Table 5.7 Minimum number of exits or access to exits per story [IBC] Table 1006.3.1 

OCCUPANT LOAD (per story) MINIMUM NUMBER OF EXITS (per story) 

1-500 2 

501-1,000 3 

More than 1,000 4 

 

 

 

AREA LEVEL
OCCUPANCY 

CATEGORY
CLASS.

EST. SQ. 

FT

Bar 1 assembly - A A-2 800

Cocktail Lounge 0 assembly - A A-2 300

Fitness 2 assembly - A A-3 800

Guestroom 3 - 12 assembly - A R-1 65,000

Lobby/Lounge 1 assembly - A A-3 1,500

Meeting/Conference 2 assembly - A A-3 3,000

Office 2 assembly - B B 1,000

Reception 1 assembly - B B 300

Restaurant 1 assembly - A A-2 1,500

Speakeasy 0 assembly - A A-2 600
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5.8.5 Floor Level Change 

• [IBC]1006.3.2.1 Mixed Occupancies: Where one exit, or exit access stairway or ramp 

providing access to exits or at other stories, is permitted to serve individual stories, mixed 

occupancies shall be permitted to be served by single exits provided each individual 

occupancy complies with the applicable requirements for that occupancy.  

o Elevators are minimum of 80” wide x 54” deep. 

o Ramps: 

o Minimum width: 36” 

o Slope & Rise Ratio: 1:12 

o Landings minimum clearance of 60” at top and bottom 

o Landings are a minimum of 60” x 60” at a direction change 

o Handrails must extend a minimum of 12” beyond stair or ramp end 

o Handrails must be between 34” and 38” AFF 

5.8.6 Stairs 

• [IBC] 1005.3.1 Stairways: The capacity, in inches, of means of egress stairways shall be 

calculated by multiplying the occupant load served by such stairways by a means of 

egress capacity factor of .3” per occupancy. Where stairways serve more than one story, 

only the occupancy load of each story considered individually shall be used in calculating 

the required capacity of the stairways serving that story.  

• [IBC] 1019.1 General: Exit access stairways and ramps serving as an exit access 

component in a means of egress system shall comply with the requirements of this 

section. The number of stories connected by exit access stairways and ramps shall include 

basements, but not mezzanines.  
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• [IBC] 1023.1 General: Interior exits and ramps serving as an exit component in a means 

of egress system must comply with the requirements of this section. Interior exit 

stairways and ramps shall be enclosed and lead directly to the exterior of the building or 

shall be extended to the exterior of the building with an exit passage conforming to the 

requirements of [IBC] Section 1024. An interior exit stairway or ramp shall not be used 

for any purpose other than as a means of egress and a circulation path.  

o Minimum riser: 4” 

o Maximum riser: 7” 

o Minimum tread depth: 11” 

o Minimum headroom within stairwell: 80” 

5.8.7 Corridors 

• [IBC] 1020.1 Construction: Corridors shall be fire-resistance rated in accordance with 

Table 5.8. The corridor walls required to be fire-resistance rated shall comply with [IBC] 

Section 708 for fire partitions.  

 

Table 5.8 Corridor fire-resistance rating [IBC] Table 1020.1 
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• [IBC] 1020.2 Width and capacity: The required capacity of corridors shall be no less than 

the width specified in Table 5.9.  

 

Table 5.9 Minimum corridor width [IBC] Table 1020.2 

 

• [IBC] 1020.4 Dead Ends: Where more than one exit or exit access doorway is required, 

the exit access shall be arranged such that there are no dead ends in corridors more than 

20 feet in length.    

5.8.8 Travel Distance 

• [IBC] Section 1017.1 General: Travel distance within the exit access portion of the 

means of egress system shall in accordance with this section. Exit access travel distance 

shall not exceed the values shown in Table 5.10.  
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Table 5.10 Exit access travel distance [IBC] Table 1017.2 

 

• [IBC] Section 1017.3 Measurement: Exit access travel distance shall be measured from 

the most remote point within a story along the natural and unobstructed path of horizontal 

and vertical egress travel to the entrance to an exit.  

5.8.9 Exit Discharge 

• [IBC] Section 1028.1 General: Exits shall discharge directly to the exterior of the 

building. The exit discharge shall be at grade or shall provide a direct path of egress 

travel to grade. The exit discharge shall not reenter a building.  

• [IBC] Section 1028.2 Exit discharge width or capacity: The minimum width or required 

capacity of the exit discharge shall not be less than the minimum width or required capacity 

of the exits being served.  
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5.8.10 Plumbing 

• [LSPC] Table 411 Minimum number of fixtures: plumbing fixtures shall be provided in 

the minimum number as shown in the table below, based on the actual use of the building 

or space.  

See Table 5.11 for detailed information on this project’s plumbing classifications.  

 

Table 5.11 Minimum plumbing fixtures [LSPC] Table 411 

 

 

5.8.11 Accessibility  

[IBC] Section 1107.6.1.1 Accessible units: Accessible dwelling units and sleeing units shall be 

provided in accoradane with Table 5.12. Where buildings contain more than 50 dwelling or 

sleeping units, the number of accessible units shall be determined per building. Where buildings 

contain 50 or fewer units, all units on a site shall be considered to determine the total number of 

Accessible units. 
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Table 5.12 Accessible dwelling units and sleeping units [IBC]  

o Minimum corridor width for 2 passing wheelchairs per ADA: 60” 

o Minimum door opening width per ADA: 32” 

o No object protrudes from vertical plane more than 4” and 80” AFF. 

o Wheelchair turning radius: 60” 

o Corridors associated with other areas and secondary corridors are ADA minimum 

are 60” x 60” 

 

5.8.12 Additional Code References 

o Means of egress doors must swing in direction of exit travel. Exceptions: doors 

leading to area of occupancy for 50 or less persons. 

o Major corridor minimum width: 44” 

o Doors have push/pull flat, unobstructed wall space next to the latch side of a 

minimum of 24” 

o Doors, when fully open, will not protrude into the required corridor width more 

than: 7” 
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5.9 Conclusion 

 

This chapter is the synthesis of the literature review in Chapter 2, the original research 

component in Chapter 3, the results of the research component discussed in Chapter 4, and 

identifies the programmatic elements that include space allocations and adjacencies. A codes 

search was also conducted to insure that the interior architecture and design of the building meets 

the standards for user safety, health, and welfare. This design program has been formed in 

response to understand which key elements should be further explored and applied to a design 

solution to help increase brand engagement with the millennial generation.  
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CHAPTER SIX 

 

DESIGN SOLUTION 

 
6.1 Introduction 

 
 Due to the low percentage of fully engaged Millennial consumers to hotel brands, the 

purpose of this study is to understand the values and needs of the Millennial bleisure traveler to 

determine what amenities could be eliminated, added, or upgraded to express attributes of 

authenticity, shared spaces, and digital integration. Based on the preliminary Programming 

Document that preceded this thesis and the literature review developed in Chapter. 2, data 

analyzed from the original research in Chapter 4, and the design program in Chapter 5, a 

proposed design solution has been developed. This chapter will discuss how the author has 

implemented a design solution in an existing building by designing a hypothetical hotel that will 

engage Millennial travelers.  

6.2 Design Goals 

 

 As discussed in Chapter 5, the goal for this project thesis has been to create a hotel brand 

that would increase engagement levels amongst the Millennial generation. By creating a 

hypothetical hotel brand, Voyageur Hotels, it is hoped that a more thoughtful design solution that 

encompasses the overall needs and values of Millennial bleisure travelers can be achieved.  

6.2.1 The Voyageur Hotel Brand 

 

 The design concept for Voyageur Hotels (example logo shown in Figure 6.1) draws 

influences from the original research component and literature review. The author used the 

French translation of the English word for “voyager” (translated as voyageur) as the main 

influence for the brand name. “Traveler” is also another term for adventurer or explorer. The 

author has created Voyageur Hotels as a hypothetical franchised brand that takes inspiration from 
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the local culture to appeal to its target audience of Millennial bleisure travelers. Voyageur Hotels 

seeks to become a brand that is recognized for their unique properties, forward thinking digital 

technologies, and its appeal to accommodate guests looking for a hotel that has everything in one 

place. Gathering together the various definitions of travelers, Voyageur Hotel’s brand philosophy 

is as follows: 

 “Vo·ya·geur” – is a traveler that considers themself an explorer. 

 Voyageur Hotel’s mission is to curate the guest experience as an authentic, fresh, and 

unique expression of the local community. The brand takes pride in bringing people 

together, providing the premium in comforts, and inventing one-of-a-kind hotels to 

connect with the guests’ inner explorer.  

 

Voyageur Hotel intends to meet the expectations, wants, and needs of the current and 

future generation of travelers.  

 

Figure 6.1 Voyageur Hotels logo 

 

6.2.2 Design Concept 

 

 The design concept for Voyageur Hotel’s Baton Rouge location has been inspired by the 

original purpose of the site’s building. As discussed in Chapter 5, this building was home to 

Baton Rouge’s first “skyscraper”, originally completed in 1927 (Watermark, n.d.). This building 

was initially used as the headquarters of the Louisiana Trust and Savings Bank, and served as a 

banking institution for over 50 years. (Watermark, n.d.); (Schneider, 2015). Influenced by the 

VOYAGEUR HOTELS
BATON  ROUGE, LA
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architectural details, specifically the bank vaults from the original bank built in the 1920s and 

1930s era, the author intends to connect guests to that part of the building’s historical roots. 

Figure 6.2 illustrates the concept of a Voyageur Hotel.  Wherever a Voyageur Hotel is 

franchised, the intent is to select a building and site that are historically significant relative to the 

city’s local heritage. The goal is for this to drive the design concept.  

Figure 6.2 Design concept 

 

6.2.3 Design Mood 

  

Illustrated in Figure 6.3 is the overall design mood for Voyageur Hotels, Baton Rouge. 

Taking into consideration the selected building’s historical past, the design will integrate 

patterns, textures, and elements that are reflective of the 1920s and 1930s eras. Drawing 

inspiration from Art Deco style architecture, luxurious fabrics and fashion trends relative of the 
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era, the sleek industrial look of bank vaults, and a sense of risk and mystery that pervaded the 

Prohibition, is what Voyageur Hotels seeks to reaffirm.  

Figure 6.3 Mood board – inspiration from the 1920s and 1930s 

 

6.3 Proposed Design Solution 

 

 The proposed design solution will span across 12 levels of the hotel; approximately 

100,000 total square feet. Figure 6.4 displays how each level is divided and their relationship to 

one another. The design solution will focus on the major hotel spaces outlined in Chapter 5: (1) 

Lobby, (2) Restaurant, (3) Bar/Lounge, (4) Guestroom, and (5) Meeting Spaces.  

In the following sections, the design solution will be discussed level by level, starting at 

the basement (level 0) and moving to the top most floor (level 12). Each level incorporates key 
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design features influenced by the literature review, original research findings, and design 

program. These features will be discussed relative to their impact on the final design.  

Additionally, the key design decisions that address authenticity, a sharing economy, and 

digital integration will be discussed.  

Figure 6.4 Building space allocations 
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6.3.1 Major Design Features – Basement (Level 0) 

 

After entering the lobby, guests will descend the existing and original carved marble 

staircase into the dimly lit basement, an area that once was the Savings & Safe Deposit 

Departments. One of the main goals for the overall design of the basement is to create a space  

Figure 6.5 Basement (level 0) floor plan 

that can function during the day and night, be able to accommodate the different emotions of a 

Millennial guest, be a place that reflects the 1920s and 1930s era, and be a great local and guest 

hangout (Figure 6.5). Driving the design of this floor is the original safety deposit bank vaults 

and the overall concept of the hotel (connecting to history, specifically the 1920s and 1930s.). 

6.3.1.1 Cocktail Lounge. A major area of the basement is the hotel’s cocktail lounge. As 

guests descend the original marble staircase, they are immediately greeted by the grand historic 
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bank vault and are ushered into the cocktail bar and lounge area. The overall feel of this space is 

inspired by the Prohibition era, where people would frequently throw basement parties to conceal 

the fact that they were brewing/drinking alcohol or moonshine, which was outlawed during that 

time. The author wanted to capture this risk and secrecy by creating a sense that the guest was in 

a basement during that era. The original brick façade is painted with an old distressed bar logo to 

enhance the space’s authenticity. Plumbing pipes transformed into light fixtures help set the 

mood of the room and reinforce the idea of a basement (Figures 6.6 & 6.7).  

To lengthen the experience, guests will be greeted and served by staff in attire authentic 

to that era along with a list of specialized drinks and small plates inspired from that time. 

Responding to the data results in Chapter 4, this space provides guests with an area that they can 

enjoy mingling with friends or strangers, a social environment where they can relax, have fun, 

drink, enjoy a quick bite to eat, all while listening to live jazz music performed by local artists 

(Figure 6.8).   

Figure 6.6 Cocktail lounge perspective 

Lastly, to avoid waiting to pay a bar tab at the end of the night, integrated into the 

Voyageur Hotel’s app is a service which allows users to cash out digitally on their electronic 



 99 

device. Connecting with the bartender’s check-out system, users can search for their last name to 

pull up their tab to link to their credit card as an option to pay. User’s will also find the option to 

browse the menu and order food/drinks to their table displaying an approximate wait time of 

when their order will arrive. Users can also leave special requests or notes to the staff if needed.  

Figure 6.7 Cocktail lounge perspective 

Figure 6.8 Stage perspective 
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 6.3.1.2 Lounge Areas. To accommodate how a guest wishes to interact with this space, 

the design utilizes zones in multiple lounge areas that correspond to different activity levels. 

Guests looking to have a more intimate and secluded area can use this space lounge.   

Figure 6.9 Tub lounge perspective – low activity zone 

6.3.1.3 Speakeasy. One of the most unique features of this hotel is the mysterious and 

secluded speakeasy. Using the bank vault door to obscure where the speakeasy is located, LED 

lights with intriguing messages guide the guest to explore a secret hallway. At the end of the 

journey, guests that choose to explore this route will find that it leads to another smaller 

authentic vault door which is the entrance to the hotel’s speakeasy. Channeling the mystery of a 

speakeasy with the privacy of the bank vault, the original brass safety deposit vaults and 

architectural features are kept intact, with the addition of a bar and lounge area (Figures 6.10 and 

6.11). When not in use as a bar, the large vault door is kept open so guests can enjoy this space 
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as a bartender led mixology class to learn how to make unique drink recipes from the 1920’s. 

Using this area as a dual-purpose space reflects the values of a shared economy space as 

described in Chapter 2.  

Figure 6.10 Speakeasy perspective A 

 

Figure 6.11 Speakeasy perspective B 
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6.3.2 Major Design Features – Level 1 

 Level 1 serves as the main entry point into the hotel. The goal for this level has been to 

implement a design solution that accommodates the different areas Millennial’s identified as 

necessary for bleisure travel, as discussed in Chapter 4. Using Figure 6.12 as a guide, guests 

enter through the main entrance from 3rd Street, and can enjoy the lobby’s 1920s design elements 

and admire the mural placed on the ceiling, inspired from the building’s original artwork. From 

the entry point, guests will have direct sightlines to all areas of the hotel, with reception 

immediately to the left, elevators immediately to the right, and the bar and restaurant area 

directly in front, as well as the option to head down to the basement level.  

Figure 6.12 Level 1 floor plan 
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 6.3.2.1 Lobby. The design of the lobby is inspired by the era in which the building was 

constructed, the 1920s. A goal of the design has been to create a measure of authenticity by 

connecting guests to the historical roots of the building. Architectural elements inspired by the 

style of that time is integrated in the design throughout the lobby. Wayfinding has been 

simplified to increase circulation, comfort, and security. Guests can gaze upon the spanning 

ceiling mural which depicts a modern recreation of the local culture’s history, eye-catching brass 

room divider with patterns influenced from the 1920s in the distance under the spanning coffered 

ceiling and light feature, or descend down the original carved marble staircase into the basement 

level. The lobby area encompasses a range of multiple areas for the guest to interact with, and 

are further elaborated upon in the next sections (Figure 6.13).   

Figure 6.13 Lobby perspective 
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 6.3.2.2 Reception. The reception area is immediately to the left when entering through 

the main entrance of the hotel lobby (Figure 6.14). Staff can easily assist guests when needed and 

can observe the activity happening throughout this level. Property access will be digitally 

integrated into the guest’s mobile device via the hotel’s mobile app, allowing guests to have 

control over their stay. Key-cards will be distributed through the hotel’s app as well as the 

function to communicate for room requests through a messaging system similar to how texting 

operates.  

Figure 6.14 Reception perspective   

6.3.2.3 Front Lounge. Separated from the rest of the hotel by intricately designed brass panels 

with a repeating art deco pattern is a retreat for guests seeking an area with low activity levels. 

Multiple seating arrangements allow guests the flexibility to choose where they would like to 



 105 

work, relax, watch TV, or wait for transportation (Figure 6.15). This design allows guests who 

prefer to be away from the louder and more active areas a public place to stay rather than being 

secluded in their guestroom.   

Figure 6.15 Front lounge perspective 

 6.3.2.4 Game Lounge. Research indicated Millennial prefer areas that promote social 

activity. One space gaining popularity is the game lounge. Indoor shuffle board games along 

with shelves full of traditional board games (such as Connect Four, Guess Who, Trouble) are 

made available for guests to take back to their table to enjoy playing with friends, family, or new 

acquaintances. 

 6.3.2.5 Lobby Bar. As discussed in Chapter 4, Millennial guests highly value and use the 

hotel bar when traveling for bleisure. Framed by ornate brass panels and under the main coffered 

ceiling feature is the highly visible lobby bar. Seating is arranged in a square, optimizing the 

allocated space and allowing for efficient circulation and standing room around the bar. Guests 

can easily enjoy a drink, order food, or grab a seat until their table is ready at the restaurant. 
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(Figure 6.16). Taking advantage of the digital technology throughout the hotel, guests can avoid 

waiting to pay a bar tab at the end of the night through a service which is integrated into the 

Voyageurs Hotel’s app. User’s will also find the option to browse the menu and order 

food/drinks for delivery to their seat.  

Figure 6.16 Lobby bar perspective 

 6.3.2.6 Breakfast Buffet. Data results indicated a high demand for a breakfast buffet in 

bleisure travel. As such, a separate room has been created to be open during breakfast hours and 

concealed when the restaurant is open. The buffet is in close proximity to the kitchen for food 

replenishing and ease of access for guests to travel back and forth to their seats. The circulation 

of this area will wind guests through an assortment of breakfast options in a clockwise flow to 

insure an efficient movement of traffic.  
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6.3.2.7 Restaurant. Data results suggest that most guests will travel to a local restaurant.  

The goal of the hotel’s restaurant is to become that local venue which resonates with the local 

culture, driving visiting guests to engage with the hotel’s restaurant versus a restaurant down the 

road.  Behind the featured brass panels is the hotel’s restaurant (Figure 6.17). The cuisine 

featured will be locally sourced and inspired from the Baton Rouge, Louisiana culture.  Multiple 

seating arrangements are placed to accommodate the needs of the hotel guest with 1920s design 

embellishments.   

 

Figure 6.17 Restaurant perspective 
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6.3.3 Major Design Features – Level 2 

 

 The second level is home to the hotel’s meeting facility, fitness, and administration areas 

(Figure 6.18). The goal for this level has been to give guests or locals the option of renting a 

meeting facility that fits the needs of their event, providing a fitness space that guests feel 

comfortable using, and lastly an administrative area from which staff can easily access public 

spaces and have enough room to work successfully.  

Figure 6.18 Level 2 floor plan 

 

 6.3.3.1 Boardroom. Entering the boardroom, guests will encounter a design that is 

inspired by the common building materials used during the 1920s. Large horizontal steel beams 

spanning the length of the room coupled with exposed brick along the exterior wall give a sense 
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of structural authenticity. The boardroom fits the need of guests wanting to hold an event that 

can accommodate up to 12 people. Technology such as TV’s, tablets, webcam, conference 

phones, and catering will be made readily available to guests. Taking into consideration the 

importance of the invisibility of staff members entering and exiting this space (for example, a 

meal set-up), a staff corridor is provided adjacent to the room with access to the catering kitchen 

(Figure 6.19).  

Figure 6.19 Boardroom perspective 

 6.3.3.2 Meeting Room. Stepping into the meeting facilities (Figure 6.20), one will see an 

interior that encompasses a luxurious and grand design. Each meeting room features a coved, 

coffered ceiling with wood paneled walls and decorative sconces inspired by the art deco era. 

The meeting room can be used as one open and large room or separated into two smaller spaces 
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depending on the guests’ needs. The space divides into equal parts and are divided by a frosted 

glass partition wall. The meeting rooms have a maximum capacity of 216 people. These rooms 

have been designed for staff to easily enter and exit the space without disrupting the event and 

have quick access to the banquet kitchen for food and drink service.  

 

Figure 6.20 Meeting room perspective 

 6.3.3.3 Fitness Room. Responding to Millennial preferences for their ideal fitness 

environment, a well-equipped and easily accessible fitness room has been included on this floor. 

Fitness equipment ranging from free weights to cardio machines and a meditation room has been 

implemented into the design. The fitness room incorporates the original rounded front exterior 

window into its design to reaffirm the authenticity of the building.  
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6.3.4 Major Design Features – Guestroom (Levels 3-12) 

 

 Inspired by the brand philosophy of Voyageur Hotels, guests can choose to explore a 

guestroom that fits their needs. Levels 3-12 accommodate 132 guestrooms. There are 55 king 

rooms, 33 double queens, 11 king suites, 11 one bedroom suites, and 11 executive king suites.  

  

Figure 6.21 Levels 3-12 floor plan 

 6.3.4.1 Guestroom.  Keeping in mind that the guestroom needs to be flexible for both the 

working guest and leisure guest, the design of the room addresses both purposes. The guestroom 

UP
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has been divided into sleeping areas, a working area that can double as a lounge or eating space, 

and a bath and dressing space (Figures 6.22 & 6.23). The overall mood of the guestrooms 

reflects a peaceful environment as research indicated this was most desired quality by the 

Millennials. A neutral color pallet with subtle textures and patterns inspired by the 1920s era has 

been selected to further create a peaceful space and align with the rest of the hotel’s overarching 

design.  

 

 

Figure 6.22 King guestroom perspective 
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Figure 6.23 King guestroom lounge perspective 

Figure 6.24 King guestroom vanity perspective 
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6.4 Additional Design Decisions  

 

 Additional design decisions have been made to enhance the overall guest experience. 

Taking into consideration the hotel’s concept, overall mood, and ability to reinforce the applied 

design solutions discussed earlier in this chapter, products such as furniture, fixtures, and 

equipment (FF&E) have been selected and implemented into the hotel’s design. Common 

materials used during that time along with patterns, textures, and furniture profiles are evident 

throughout the overall design solution. Artwork has also been selected to be reminiscent of the 

1920s and 1930s era. Modern design elements have been incorporated into the selection of the 

plumbing fixtures and accessories to keep the design of the hotel up with current industry trends.  

 

6.5 Summary  

 

In summary, this chapter discusses how Voyageur Hotels implements a researched design 

solution to help Millennial travelers engage with bleisure style hotel brands. Using the selected 

building’s historical roots which date to the 1920s, its design concept intends to connect users to 

the building’s local history. Data gleaned from the review of literature, original research results, 

and design program have helped shape and guide the design solution for this thesis project. 

Implementing notions of authenticity, shared spaces, and digital integration throughout the 

design of Voyageur Hotels, allows for a connection that the Millennial guest in response to 

hotel’s needs to increase brand engagement.   
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CHAPTER SEVEN 

 

CONCLUSION 
 

 

7.1 Introduction 

 

Using the data gleaned from the literature review and original research component, this 

thesis’ proposed design solution provides hotel brands with a body of knowledge that identifies 

what amenities could be eliminated, added, or upgraded to align with the needs and values of the 

Millennial guest. The goal of this study and its application as a proposed renovation to an 

existing hotel is to provide a solution that will attract and retain the traveling Millennial 

consumer as a loyal and fully engaged brand follower.  

7.2 Response to Research Questions 

 

The original research portion of this thesis sought to determine what amenities could be 

provided by a hotel brand to increase brand engagement among the Millennial bleisure guest. 

Guiding the research study included one primary question and one secondary question.  

The primary research question that has guided this study and design solution is:  

1. What amenities does the Millennial generation value and need that will increase hotel 

brand engagement?   

The findings reported in Chapter 4 discussed the values and needs of Millennials 

traveling for bleisure. Key values such as authenticity, shared spaces, and digital 

integration provided a framework for design decisions to be based. These were also 

identified and discussed in the Chapter 2 literature review. The survey results suggest that 

Millennials value spaces where they can easily transition from one activity to the next 

and have accessibility to a range of different environments (relaxing to social) at their 

convenience. It also appears that Millennials want the public spaces to entice and excite 
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them and guestroom spaces to become their space to relax and focus on work privately. 

Synthesizing the results of the literature review and survey, two guest personas were 

developed that captured the top values and needs of this generation in order to inform the 

design solution in Chapter 6.   

The secondary research question further refines the primary question and guide the 

design of a bleisure-styled, Millennial targeted hotel:  

2.    How can interior design enhance hotel amenities for the Millennial generation? 

The design solution discussed in Chapter 6 explored how amenities can be expressed 

through the attributes of authenticity, shared spaces, and digital integration to meet the 

values and needs of Millennial bleisure travelers. Amenities were designed to 

accommodate the top-most polled results from the data collection discussed in Chapter 4. 

Amenities which promoted social activity, relaxation, comfort, working, excitement, and 

peace were highly valued along with areas which provided food and drink. It is intended 

that through this solution that Millennial engagement levels with hotel brands would 

increase.   

7.3 Emergent Themes and Solutions 

7.3.1 Site Selection 

Survey results suggest that the top most valued attribute of Millennial travelers when 

staying at a hotel is its “location”. Based on this statistic, the author chose the hotel’s site situated 

in downtown Baton Rouge, Louisiana. As described in Chapter 5, this site was chosen due to its 

walkability to local attractions, dining, entertainment, proximity to public transportation, and 

historical significance within the local community. This location has also been chosen for its 

proximity to Louisiana State University (LSU). It was anticipated that this location would be 
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attractive for bleisure travelers for its proximity to the university relative to attending sporting 

events or work functions, but still have the convenience of being centrally located in Baton 

Rouge’s downtown. 

The design solution proposes that the building selection be historically significant and 

authentic to the local community. Millennials want to engage with the property they are staying 

at and find out the story behind its history (Habeeb, n.d., ¶ 1). By selecting a building of this 

background, designers have the opportunity to enhance the building’s historical roots by making 

design decisions that connect with guests. Specific to this project thesis, the author used the 

selected site’s building, which previously housed the headquarters of the Louisiana Trust and 

Saving Bank in 1927. The author determined that due to this site’s original architectural elements 

and historical significance within the local community that a design solution could be 

implemented which would communicate a measure of authenticity in its design style.  

7.3.2 Concept and Mood 

 One of the goals for this design solution is to incorporate a sense of authenticity that 

connects with Millennial guests. Robert Habeeb, President and Chief Operating Officer of First 

Hospitality Group Inc. states, “They want to know who originally built it and why, what is it 

made of; they want the story” (Habeeb, n.d., ¶ 1). Taking inspiration from the building’s original 

1920s architectural details, bank vaults, and murals, the author intends to connect guests to the 

history of the building from that era by retaining and celebrating its Art Deco style architecture, 

playing on the sleek industrial look of bank vaults and employing luxurious fabrics and fashion 

trends of the era in the FF&E. A sense of risk and mystery that pervaded the Prohibition winds 

its way throughout the building via the use of varying lighting levels, secret passageways and 
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indirect space access, “hidden” rooms, and carefully placed art and graphics that hint of another 

time.  

7.3.3 Design Solution 

In the following sections, the design solution will be discussed level by level, starting at 

the basement (Level 0) and moving to the top most floor (Level 12). Each level incorporates key 

design features influenced by the literature review, original research findings, and design 

program. These features will be discussed relative to their impact on the final design. 

Additionally, the key design decisions that address authenticity, shared spaces, and digital 

integration will be discussed. Regarding space allocation and usage, features most cited by 

Millennials include: live music, authentic elements, shared spaces, food/snack, low activity, 

moderate activity, and high activity areas.  

7.3.3.1 Basement Level 0. The overall design style of this level seeks to provide guests 

with an authentic experience that relates back to the era in which the building was built. A 

historical event which took place during the 1930s was the Prohibition, where people would 

frequently throw basement parties to conceal the fact that they were brewing/drinking alcohol or 

moonshine, which was outlawed during that time. The author wanted to capture this risk and 

secrecy by creating a sense that the guest was in a basement, literally and figuratively, during 

that time. Keeping the original bank vault doors, safety deposit boxes, and architectural details 

provided the framework for connecting guests to this authentic inspired experience with the 

addition of supporting design details such as plumbing pipe light fixtures, antiqued mirrors and 

FF&E that is reflective of that era. Figure 7.1 illustrates designated activity zones of how this 

level is intended to be used. Zones representing live music, authentic elements, shared spaces, 
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food/snack, low activity, moderate activity, and high activity areas are located throughout this 

level and respond to Millennials’ needs and values.  

Figure 7.1 Basement level 0 – activity map 

 Survey results suggest that a large percentage of Millennials value spaces where they can 

socialize, feel excited, and can grab food or a drink while doing so. As such, two high activity 

zones where guests can interact, the cocktail lounge and speakeasy, have been located here and 

are designed for guests seeking this type of experience. There are multiple seating arrangements 
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provided for parties of all sizes. Survey participants were also asked which elements help them 

relax best and “music” was one of their top choices. Situated in the center of the basement level 

is a stage to host local jazz performers. The stage is in viewing and hearing range of the majority 

of this level and also provides a natural dividing line between the high activity zone and 

moderate activity zone. The moderate activity zone provides a lounge area for guests that value a 

relaxed space that is in close proximity to the action. Lastly, situated in a secluded area of this 

level is the low activity zone.  This area was designed for guests that valued privacy. Seating 

arrangements were designed to host small groups of people while still being close enough to 

order food and drinks.  

 The literature review highlights that Millennials value spaces that are a part of a “shared 

economy.” Millennials want to reduce their personal footprint and combine areas into a shared 

social amenity space (Gensler, 2016b). The intent of this level is for guests and locals to feel 

comfortable using this area for both business and leisure style activities. The goal is to maximize 

the spaces on this level for a variety of affairs and activities. To that end, the Speakeasy will 

function as a bar during the evening with the vault door concealing its location. During the day, 

it will remain open as an area to work and relax, to be rented out for events, or become an area 

for hosting mixology classes that teach guests how to make specialty cocktails from the 1920s-

1930s era.  

 7.3.3.2 Level 1. This level is the main entry point for the hotel. It includes the hotel’s 

main public space entry, reception, concierge, and dining areas as well as waiting lounges. 

Figure 7.2 illustrates designated activity zones of how this level is intended to be used. Zones 

representing live music, authentic elements, shared spaces, food/snack, low activity, moderate 

activity, and high activity areas are located throughout this level. 
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Figure 7.2 Level 1- activity map 

Data indicates Millennials highly value food and beverage areas when traveling for 

bleisure. The inclusion of a restaurant and bar on this level was designed for guests looking for 

these amenities. Functioning as a high activity area, the bar provides plenty of seating for guests 

along with standing height tables around the perimeter for guests to socialize. Guests are able to 

order food while at the bar area via the hotel’s proprietary app on their electronic device or they 

can be seated at the hotel’s restaurant. The onsite restaurant will feature dishes complimentary of 

the local cuisine which aligns with the values of the Millennial guest as supported by their 

choosing “local” in the survey questionnaire when it came to restaurant preferences.  
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The buffet area was also highly sought after by Millennial bleisure travelers. This 

amenity was incorporated into the design solution as a way to maximize space utilization, a 

major component of a sharing economy, albeit on a smaller scale within space planning and 

design. When the restaurant is not being used for lunch and dinner, the buffet is open for 

afternoon snacks and light hors d’oeuvres and utilizes the restaurant’s seating space.  

 A unique feature on this level aimed at promoting social activity is the game lounge. 

Indoor shuffle board games along with shelves full of traditional board games (such as Connect 

Four, Guess Who, Trouble) are available for guests to take back to their table to enjoy playing 

with friends, family, or new acquaintances. 

Survey results suggest that Millennial guests value peaceful, private, work related, and 

relaxing areas that are located in public spaces. The front lounge has been designed to 

accommodate this need. Separated from the rest of the hotel, this lounge is a retreat for guests 

seeking an area with low activity levels. Multiple seating arrangements allow guests the 

flexibility to choose where they would like to work, relax, watch TV, or wait for transportation. 

Across from this area are the moderate activity zones. These areas are located in close proximity 

to the high activity zone for easing the transition to a more relaxed space. The moderate activity 

zones share social amenity spaces with the rest of the lobby allowing for guests to either use this 

zone for working or leisure activities. Guests are also able to pick a seating arrangement which 

best suits their needs.  

Addressing the digital needs of Millennials, hotel staff will be equipped with tablets to 

make the check-in/check-out process a more seamless and personal experience. Similar to the 

sales experience one finds at an Apple store, guests and staff can gather around the reception 

table to discuss details of their stay in a more one-on-one conversation rather than queuing up in 
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a traditional, wait-your-turn process. Guests will scan a QR code from their reservation details 

found in the hotel’s app or reservation confirmation email on a tablet at the front desk area. It is 

here that this information will be shared with the hotel staff and provide a digital queuing system 

that can be viewed on both the staff’s and guest’s mobile device. Property access will be digitally 

integrated into the guest’s mobile device via the hotel’s mobile app, allowing guests to have 

control over their stay. Key-cards will be managed through the hotel’s app and will function as a 

means to communicate room requests through a messaging system similar to how texting 

operates.  

Taking cues from the original architectural details of when the building, which was 

constructed in 1927, the design solution on this level interprets the building with a modernized 

style approach that reflects architectural and design aspects of the 1920’s and 1930’s.  Materials, 

textures, and patterns symbolic of the Art Deco architecture style have been added to enhance the 

authenticity of the building and indirectly connect users to the building’s original purpose.  

7.3.3.3 Level 2. While addressing the needs of hotel operations with offices and support 

spaces for staff and management, Level 2 includes meeting areas as well as a fitness room. 

Figure 7.3 illustrates designated activity zones of this space. These zones contain authentic 

elements, shared spaces, food/snack, low activity, moderate activity, and high activity areas that 

will appeal to the different wants and needs of the guest.  

 When guests travel for bleisure, survey answers indicated that an area for meeting 

facilities was needed. To accommodate this, a solution of one large meeting room capable of 

being divided into two smaller rooms was provided. Working with the hotel’s banquet services, 

guests can choose a layout which best suits their needs. The design style of this room contains 
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FF&E and architectural elements of the Art Deco era supporting a neutral color palette so the 

space can transform to fit the décor of weddings, bar mitzvahs, reunions, or meeting events.   

Research data also suggests spaces for smaller, more private meetings which has driven the 

inclusion of a boardroom. Designed as a low activity level space, guests will encounter a design 

that is inspired by the common building materials used during the 1920s-1930s such as steel, 

copper, brick, and aged wood to heighten the design’s authentic elements. Subtly countering the 

historical references is the inclusion of digital technology such as TV’s, tablets, webcam, and 

conference phones. All meeting spaces as well as the pre-function area are adjacent to food prep 

areas for ease of catering. 

 Figure 7.3 Level 2- activity map 
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This level also hosts the fitness area. Research data indicates guests value gym equipment such 

as cardio and fitness machines, free weights, and yoga space. The design solution provides space 

for all of these desired amenities in a room highlighted by the original rounded front exterior 

window that adds another level of authenticity to the design style.  

7.3.3.4 Levels 3-12. The upper levels of the hotel are devoted solely to guestrooms. 

Responding to the brand philosophy of Voyageur Hotels, a variety of guestroom types, sizes, 

arrangements, and décor are available for guests to choose as it fits their needs. Of the 132 total 

guestrooms on these floors, 55 are arranged as king rooms, 33 are double queens, 11 have been 

provided in a king suite arrangement, 11 one bedroom suites are included, and 11 executive king 

suites are located throughout the floors. Each guestroom provides sleep, lounge, and work spaces 

along with crisply appointed bath areas. Research suggests Millennials value peaceful, private, 

comfortable, and modern guestrooms. As such the design style of each room is created to 

optimize these values through the FF&E and layout of the room. The FF&E is reflective of the 

1920s-1930s era picking up on subtle patterns and textures reflective in the artwork and millwork 

design. It is intended that the guestroom will provide a modern aesthetic to help engage 

Millennial travelers. The color tones of the guestrooms are neutral to create a peaceful 

atmosphere where guests can feel comfortable. The TV is centrally located and swivels out and 

away from the wall. Guests have the comfort of adjusting the TV to be viewed at any angle in the 

room.  Numerous electrical outlets and lighting are integrated into the headboard for powering 

up and charging electronic devices that are conveniently placed for the guest to access. A 

lounging area was designed to accommodate a range of guest activities which can include 

working, eating, or just relaxing. It was important that this area be flexible to connect to the 
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values of a shared space and provide space for Millennial bleisure traveler’s top activities as 

determined by the data collection.  

Guests’ will also experience the richness of the Voyageur brand in the design and 

appointments in the bath area. A spacious vanity and dressing area stands apart from the toilet 

and showering area by a sliding door that resembles a “private” bank door from the 1920s era. 

The dressing area provides a bench to sit on for ease of getting ready as well as clothing folding 

and hanging space, a mini-fridge, and in-room coffee and tea maker for the guest’s convenience. 

The vanity area provides a TV integrated into the mirror for comfortable viewing when getting 

ready and large amount of counter space for guests to unpack their items.  

7.4 Research Applications 

The research and design solution covered by this thesis attempts to address specific needs 

and values of Millennial bleisure travelers. It is anticipated that elements of this thesis could 

inform a variety of hotel brands, hospitality segments, and building uses (new-build, renovation, 

restoration) in their pursuit of attracting and retaining Millennial hotel guests. This research 

study could be used as a template for testing other generations that travel for bleisure to 

understand the values and needs impacting their traveling preferences. This research application 

could also be used as a guide for studying and analyzing business or leisure type travel in and of 

themselves and how a hotel could engage those guests.   

 

7.5 Recommendations for Future Research Opportunities  

 

This research study proposes a design solution for increasing the Millennial generation’s 

engagement levels with hotel brands. Using the results of the original research component, this 

study focuses on integrating authenticity, shared spaces, and digital integration in the amenities, 

design style, and services of a bleisure style hotel as a way to increase customer engagement. If 



 127 

this study were to be repeated or used for further investigation, there are additional methods that 

could be applied to its methodology.  

First, it may be beneficial to increase the sample population to all traveling generations. 

Subsequent to the publication of this thesis, Millennials will represent over half of the traveling 

population, but there are still other generations that need to be considered. It would be helpful for 

hotel brands and developers to learn what engages each traveling generation, and if there are any 

similarities or differences that could be leveraged. Going forward, if this study could survey the 

respondents again, it would be beneficial to ask more free response questions that further define 

each topic. An example would be to define what an authentic experience means to the guest 

when traveling. This would help eliminate unclear or assumptive interpretations of survey data. 

Lastly, it would be beneficial to apply the design solution to a new build vs. adaptive reuse site. 

The building used in this thesis limited the author to making design decisions based on its 

location, size and existing layout. By applying this to new build structure, it is anticipated that a 

different outcome could result based on research findings.  

 

7.6 Conclusion  

 

In conclusion, this thesis study seeks to understand the values and needs of the Millennial 

bleisure traveler by determining what amenities could be added or upgraded to express attributes 

of authenticity, shared spaces, and digital integration. The goal of this study and its application is 

to provide a solution that will attract and retain the traveling Millennial consumer as a loyal and 

fully engaged brand follower. Information gathered from the literature review provided data 

about the Millennial generation while defining the role of amenities in hotels. This analysis has 

been further supported by an original research component that details the values, needs, and 

preferences for hotel amenities by a surveyed population of Millennials. Finally, a proposed 
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design solution has been documented that interprets and applies the research data to a hotel’s 

programming, space planning, architectural and interiors styling, and the selection of appropriate 

FF&E resulting in a design whose fit and feel expresses the richness and authenticity of a 1927 

bank building reinterpreted into a hotel for Millennial bleisure travelers.  
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APPENDIX A 

 

IRB APPROVAL FORM 

 
Office of the Vice President for Research 

Human Subjects Committee 

Tallahassee, Florida 32306-2742 

 (850) 644-8673 · FAX (850) 644-4392 

 

APPROVAL MEMORANDUM 

 

Date:   

 

To: 

 

Address:   

 

Dept.:         

 

From:      Thomas L. Jacobson, Chair 

 

Re: Use of Human Subjects in Research 

          

 

 

The application that you submitted to this office in regard to the use of human subjects in the proposal 

referenced above have been reviewed by the Secretary, the Chair, and two members of the Human Subjects 

Committee. Your project is determined to be                                                                       and has been approved 

by an expedited review process. 

 

The Human Subjects Committee has not evaluated your proposal for scientific merit, except to weigh the risk to 

the human participants and the aspects of the proposal related to potential risk and benefit. This approval does 

not replace any departmental or other approvals, which may be required. 

 

If you submitted a proposed consent form with your application, the approved stamped consent form is attached 

to this approval notice.  Only the stamped version of the consent form may be used in recruiting research 

subjects. 

 

If the project has not been completed by                     you must request a renewal of approval for continuation of 

the project. As a courtesy, a renewal notice will be sent to you prior to your expiration date; however, it is your 

responsibility as the Principal Investigator to timely request renewal of your approval from the Committee. 

 

You are advised that any change in protocol for this project must be reviewed and approved by the Committee 

prior to implementation of the proposed change in the protocol.  A protocol change/amendment form is required 

to be submitted for approval by the Committee.  In addition, federal regulations require that the Principal 

Investigator promptly report, in writing any unanticipated problems or adverse events involving risks to 

research subjects or others.  

 

By copy of this memorandum, the chairman of your department and/or your major professor is reminded that 

he/she is responsible for being informed concerning research projects involving human subjects in the 

department, and should review protocols as often as needed to insure that the project is being conducted in 

compliance with our institution and with DHHS regulations. 

 

This institution has an Assurance on file with the Office for Human Research Protection. The Assurance 

Number is IRB00000446. 

 

Cc:            

HSC No.   

Jennifer Lindner <jal14n@my.fsu.edu>

3550 Esplanade Way APT 8206

INTERIOR DESIGN

Customer Engagement: Retaining the Millennial Generation in Hospitality

Expedited per 45 CFR § 46.110(7)

11/30/2017

2016.19449

12/01/2016

Jim Dawkins <jdawkins@fsu.edu>, Advisor
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APPENDIX B 

 

CONSENT FORM 

 

 

 

FSU BEHAVIORAL CONSENT FORM  

 

Customer Engagement: Retaining the Millennial Generation in Hospitality.  

 

You are invited to be in a research study on the impact of customer engagement and how it affects 

millennials in hospitality design. You were selected as a possible participant because you 

are currently traveling for business or leisure. I ask that you read this form and ask any 

questions you may have before agreeing to be in the study. 

 

This study is being conducted by Jennifer Lindner, Masters Candidate, Department of Interior 

Architecture and Design, Florida State University. 

 

Background Information 

The purpose of this study is collect data that supports customer engagement amongst the millennial 

generation in a hospitality setting. The conclusions drawn from this study will show the wants and 

needs of the millennial generation to increase engagement levels to hotel brands.  

 

Procedures          

You will be asked a series of questions and short answers. The questionnaire consists of 40 questions 

and will take approximately 10 minutes or less. Questions are designed to determine your persona in 

relation to hotels and traveling. This questionnaire will be conducted with an online Qualtrics-created 

survey.       

 

The author will ask a question to participate in an optional, additional telephone interview upon 

completing your survey. If you are not interested in participating, please type the answer NO in question 

number 40. If you are interested in participating in an optional, additional telephone interview with the 

author, please provide your email address in question number 40 for the author to contact you.              

 

Risks/Discomforts          

Risks are minimal for involvement in this study. Although we do not expect any harm to come upon any 

participants relative to ergonomics, vision, or electronic malfunction of the computer, it is possible 

though extremely rare and uncommon.         

 

Compensation          

There is no direct compensation.                  

         

Benefits          

There are no direct benefits for participants.                  

 

Confidentiality          

All data obtained from participants will be kept confidential and will only be reported in an aggregate 

format (by reporting only combined results and never reporting individual ones). All questionnaires will 

be concealed, and no one other than then primary investigator and assistant researchers listed below 
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APPENDIX C 

 

SURVEY QUESTIONS 
 
Q3 Please select your date of birth.  
m 1900-1945 (1) 

m 1946-1964 (2) 

m 1965-1980 (3) 

m 1981-1996 (4) 

m 1997-2016 (5) 

 
Q4 Gender 
m Male (1) 

m Female (2) 

 
Q5 Please indicate your marital status. 
m Married (1) 

m Widowed (2) 

m Divorced (3) 

m Separated (4) 

m Never married (5) 

 
Q6 What is your highest level of education completed? 
m Less than high school (1) 

m High school graduate (2) 

m Some college (3) 

m 2 year degree (4) 

m 4 year degree (5) 

m Professional degree (6) 

m Doctorate (7) 

 
Q7 What is your current employment status/ description? 
m Employed full time (1) 

m Employed part time (2) 

m Unemployed looking for work (3) 

m Unemployed not looking for work (4) 

m Retired (5) 

m Student (6) 

m Disabled (7) 
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Q8 What is your annual salary range? 
m Less than $10,000 (1) 

m $10,000 - $19,999 (2) 

m $20,000 - $29,999 (3) 

m $30,000 - $39,999 (4) 

m $40,000 - $49,999 (5) 

m $50,000 - $59,999 (6) 

m $60,000 - $69,999 (7) 

m $70,000 - $79,999 (8) 

m $80,000 - $89,999 (9) 

m $90,000 - $99,999 (10) 

m $100,000 - $149,999 (11) 

m More than $150,000 (12) 

 
Q9 Do you have any children? 
m Yes (1) 

m No (2) 

 
Q10 Please select which electronic devices you travel with: 
q Mobile Device (such as mobile phone) (1) 

q Tablet (2) 

q Ipad (3) 

q Laptop (4) 

q Nook (or similar) (5) 

q Smart Watch (6) 

q Extra Charger (7) 

q Other (8) ____________________ 

 
Q11 
In order to best answer the next several questions, the following overview is provided.       
 
There are 6 different hotel segments to choose from when traveling, they are defined as:   

 

* Economy Segment: They provide essential, no-frills accommodations. They meet the basic 

requirements pertaining to comfort, cleanliness, and hospitality (AAA, 2008)    

* Midscale Segment-: There are modest enhancements to the overall physical attributes, design 

elements, and amenities of the facility- typically at a moderate price (AAA, 2008)    

* Midscale Segment - Upper-Midscale: Properties are multifaceted with a distinguished style, 

including marked upgrades in the quality of physical attributes, amenities, and level of comfort 

provided (AAA, 2008)”       

* Upscale- Upper Upscale Segment: Accommodations are progressively more refined and 

stylish. The physical attributes reflect an obvious enhanced level of quality throughout. The 
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fundamental hallmarks at this level inside an extensive array of amenities combined with a high 

degree of hospitality, service, and attention to detail (AAA, 2008)”      

* Luxury Segment: Accommodations are first class. The physical attributes are extraordinary in 

every manner. The fundamental hallmarks at this level are to meticulously serve and exceed all 

guest expectations while maintaining an impeccable standard of excellence. Many personalized 

services and amenities enhance an unmatched level of comfort (AAA, 2008)”      

 
Which hotel segment do you most frequently travel with when traveling for business? 
m Economy (1) 

m Midscale (2) 

m Upper Midscale (3) 

m Upscale (4) 

m Upper Upscale (5) 

m Luxury (6) 

 
Q12 Please check what factors affect your booking decisions with hotels for business: 
q Price (1) 

q Location (2) 

q Amenities (3) 

q Other (4) ____________________ 

q Hotel Brand (5) 

 
Q13 How often to do you travel for business? 
m Once a week (1) 

m A few times per month (2) 

m a few times per year (3) 

m never (4) 

 
Q14 When traveling for business, whom do you travel with? 
q Alone (1) 

q With Co-Workers (2) 

q With Friends (3) 

q With Family (4) 

q With your Significant Other (5) 

q Other (6) ____________________ 
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Q15 When traveling for business, approximately how many nights do you book at a hotel for 
each stay? 
m 1-2 nights (1) 

m 3-4 nights (2) 

m 5-6 nights (3) 

m 7 + nights (4) 

m N/A (5) 

 
Q16 Select what hotel areas you use when traveling for business.  
q Meeting/Conference (1) 

q Ballroom (2) 

q Bar (3) 

q Restaurant (4) 

q Buffet (5) 

q Business Lounge (6) 

q Spa (7) 

q Other (8) ____________________ 

q Fitness Room (9) 

q Concierge (10) 

q Pool (11) 

q Laundry (12) 

 
Q17  
In order to best answer the next several questions, the following overview is provided.       
 
There are 6 different hotel segments to choose from when traveling, they are defined as:   

 

* Economy Segment: They provide essential, no-frills accommodations. They meet the basic 

requirements pertaining to comfort, cleanliness, and hospitality (AAA, 2008)    

* Midscale Segment-: There are modest enhancements to the overall physical attributes, design 

elements, and amenities of the facility- typically at a moderate price (AAA, 2008)    

* Midscale Segment - Upper-Midscale: Properties are multifaceted with a distinguished style, 

including marked upgrades in the quality of physical attributes, amenities, and level of comfort 

provided (AAA, 2008)”       

* Upscale- Upper Upscale Segment: Accommodations are progressively more refined and 

stylish. The physical attributes reflect an obvious enhanced level of quality throughout. The 

fundamental hallmarks at this level inside an extensive array of amenities combined with a high 

degree of hospitality, service, and attention to detail (AAA, 2008)”      

* Luxury Segment: Accommodations are first class. The physical attributes are extraordinary in 

every manner. The fundamental hallmarks at this level are to meticulously serve and exceed all 
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guest expectations while maintaining an impeccable standard of excellence. Many personalized 

services and amenities enhance an unmatched level of comfort (AAA, 2008)”      

 
Which hotel segment do you most frequently travel with when traveling for leisure? 
m Economy (2) 

m Midscale (3) 

m Upper-Midscale (4) 

m Upscape (5) 

m Upper-Upscale (6) 

m Luxury (7) 

 
Q18 How often do you travel for leisure? 
m Once a week (1) 

m a few times per month (2) 

m a few times per year (3) 

m never (4) 

 
Q19 When traveling for leisure, whom do you travel with? 
q Alone (1) 

q With Co-Workers (2) 

q With Friends (3) 

q With Family (4) 

q With your Significant Other (5) 

q Other (6) ____________________ 

 
Q20 When traveling for leisure, approximately how many nights do you book at a hotel for each 
stay? 
m 1-2 nights (1) 

m 3-4 nights (2) 

m 4-5 nights (3) 

m 5-6 nights (4) 

m 7 + nights (5) 

m N/A (6) 
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Q21 Select what hotel areas you use when traveling for leisure.  
q Meeting/ Conference Room (1) 

q Ballroom (2) 

q Bar (3) 

q Restaurant (4) 

q Buffet (5) 

q Business Lounge (6) 

q Spa (7) 

q Fitness Room (8) 

q Concierge (9) 

q Pool (10) 

q Laundry (11) 

q Other (12) ____________________ 

 
Q22  
“Bleisure” travel, can be described as a blend of business and leisure travel.      

 
On a scale of 1-5, with 1 being the lowest and 5 being the highest, how likely would you be to 
extend a business trip into a leisure vacation?      

 
Extremely 

unlikely (1) 
Somewhat 
unlikely (2) 

Neither likely 
nor unlikely 

(3) 

Somewhat 
likely (4) 

Extremely 
likely (5) 

Rate your 
likeliness (1) 

m  m  m  m  m  

 
 
Q23  
In order to best answer the next several questions, the following overview is provided.       
 
There are 6 different hotel segments to choose from when traveling, they are defined as:   

 

* Economy Segment: They provide essential, no-frills accommodations. They meet the basic 

requirements pertaining to comfort, cleanliness, and hospitality (AAA, 2008)    

* Midscale Segment-: There are modest enhancements to the overall physical attributes, design 

elements, and amenities of the facility- typically at a moderate price (AAA, 2008)    

* Midscale Segment - Upper-Midscale: Properties are multifaceted with a distinguished style, 

including marked upgrades in the quality of physical attributes, amenities, and level of comfort 

provided (AAA, 2008)”       

* Upscale- Upper Upscale Segment: Accommodations are progressively more refined and 

stylish. The physical attributes reflect an obvious enhanced level of quality throughout. The 

fundamental hallmarks at this level inside an extensive array of amenities combined with a high 

degree of hospitality, service, and attention to detail (AAA, 2008)”      

* Luxury Segment: Accommodations are first class. The physical attributes are extraordinary in 

every manner. The fundamental hallmarks at this level are to meticulously serve and exceed all 
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guest expectations while maintaining an impeccable standard of excellence. Many personalized 

services and amenities enhance an unmatched level of comfort (AAA, 2008)”      

 
Which hotel segment do you most frequently travel with when traveling for bleisure? 
m Economy (1) 

m Midscale (2) 

m Upper-Midscale (3) 

m Upscale (4) 

m Upper-Upscale (5) 

m Luxury (6) 

 
Q24 How often do you travel for bleisure? 
m Once a week (1) 

m A few times per month (2) 

m A few times per year (3) 

m Never (4) 

 
Q25 When traveling for bleisure, whom do you travel with? 
q Alone (1) 

q With Co-workers (2) 

q With Friends (3) 

q With Family (4) 

q With your Significant Other (5) 

q Other (6) ____________________ 

 
Q26 When traveling for bleisure, approximately how many nights do you book at a hotel for 
each stay? 
m 1-2 nights (1) 

m 3-4 nights (2) 

m 4-5 nights (6) 

m 5-6 nights (7) 

m 7+ nights (8) 

 
Q27  When traveling for bleisure what type of guestroom would you book? 
m King (1) 

m King Suite (2) 

m Double Queen (3) 

m Double Queen Suite (4) 

m Presidential Suite (5) 

m N/A (6) 
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Q28 Select what hotel areas you use when traveling for bleisure.  
q Meeting/Conference Room (1) 

q Ballroom (2) 

q Bar (3) 

q Restaurant (4) 

q Buffet (5) 

q Business Lounge (6) 

q Spa (7) 

q Other (8) ____________________ 

q Fitness Room (9) 

q Concierge (10) 

q Pool (11) 

q Laundry (12) 

 
Q29 What is your favorite part when staying at a hotel? 
 
Q30 What is your least favorite part when staying at a hotel? 
 
Q31 In written form, design your ideal guestroom: 

What does it look like? (1) 
How does it make you feel? (2) 
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Q32 Please identify which words would describe your ideal guestroom environment: 
q Private (1) 

q Peaceful (2) 

q Vibrant (3) 

q Fun (4) 

q Trendy (5) 

q Traditional (6) 

q Modern (7) 

q Tranquil (8) 

q Exciting (9) 

q Relaxing (10) 

q Bright (11) 

q Dark (12) 

q Warm (13) 

q Cold (14) 

q Safe (15) 

q Quiet (16) 

q Loud (17) 

q Bold (18) 

q Comforted (19) 

q Dull (20) 

q Neutral (21) 

q Social (22) 
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Q33 Please identify which words would describe your ideal experience in the public areas of a 
hotel?  
q Private (1) 

q Peaceful (2) 

q Fun (3) 

q Trendy (4) 

q Tranquil (5) 

q Exciting (6) 

q Trendy (7) 

q Bright (8) 

q Dark (9) 

q Warm (10) 

q Cold (11) 

q Safe (12) 

q Traditional (13) 

q Modern (14) 

q Quiet (16) 

q Loud (17) 

q Vibrant (18) 

q Bold (19) 

q Dull (20) 

q Relaxing (23) 

q Social (24) 

 
Q34 In written form, design your ideal hotel lobby 

What does it look like? (1) 
How does it make you feel? (2) 

 
Q35 Rank in order where you find yourself eating the most when traveling.  
______ Local Restaurant (1) 
______ Chain Restaurant (2) 
______ Hotel Restaurant (3) 
______ Fast Food Restaurant (4) 
______ Hotel Vending Machine (5) 
 
Q36 Describe what activities you find yourself doing in the hotel's public areas? An example 
would be: "Working in the lobby" or "Relaxing in the lounge watching TV". 
 
Q37 Describe what environment helps you work best? An example would be: "I work best in 
public spaces with loud music" OR "I work best in peaceful private spaces".   
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Q38 Describe what environment helps you relax best? An example would be: "My favorite 
relaxing environment is a lounge with live music" OR "My favorite relaxing environment is a 
quiet room with a TV".  
 
Q39 Describe your workout routine.  
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