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LS1 MG PAU

V&i chidu dai 4.909 km, Mé Kéng I& con séng dai thd 12 trén thé gidi, chdy qua tinh
Van Nam cla Trung Quéc va cdc nudc Myanma, Thdi Lan, Ldo, Campuchia va Viét Nam.
Vi su da dang sinh hoc rét cao, séng Mé Kéng déa cung cdp cho con ngudi nhiéu ngudn Igi
tu nhién, ddng thai con tao thudn Igi cho sdn xudt néng nghiép, nudi tréng thiy hdi sdn, sdn
xudt hang hoa va phdt trién du lich. Do véy, Iuu vic sdng Mé Kéng 1a dia ban sinh séng cla
nhding cong ddng cu dan thudc hon 100 dén tc khdc nhau. Néi cdch khdc, khu vyc dia van
héa ndy c6 bé day lich st van héa ldu dsi va chinh sy da dang, phong phd vé lich st - van
hod da tao nén tiém ndng du lich to I16n va doc ddo cla Tiéu vang.

V&i nhiing Igi th& vé du lich sinh thdi, du lich van héa.., ting qudc gia trong tiéu vang
s6ng Mé Kéng da chli déng trong viéc khai thdc phdt trién du lich gén véi nhiing diéu kién
cu th&. Mat khdc, ngdanh du lich cdc nudc trong tiéu vang it nhiéu da cé su hgp tdac trong
khai thac phat trién du lich va da dat duge nhing thanh fuiu nhét dinh.

T nam 1992, véi séng kién Hop tdc kinh 18 clia Ngan hang Phat trién Chau A, sy hgp
tdc ndi chung, hop tdc phat trién du lich ndi riéng gitia cdc qudc gia trong tiéu vang ngdy
cdng dudc ddy manh, bao gdm nhiéu linh vyc:

- Glao théng van 1ai;

- Nang lugng;

- M6i frudng;

- Du lich;

- BUu chinh Vién thong;

- Thucng mai;

- Pau tu;

- Phdt trién ngudn nhan lyc;

- Néng nghiép va phat trién néng thon

Nhu vay, phat trién du lich Id mét trong nhing ndi dung trong cdc chuong trinh hgp

tac gidta cdc qudc gia trong khu vyc tiéu vang séng Mé Kéng md rong. Tinh dén nay, su hgp
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tdc dé da dat duge nhing thanh tyu nhdt dinh., Tuyén bé chung cda Hoi nghj Thugng dinh
Hop tdc tiéu viing séng Mé Kéng ma rong 1&n tha 5 tai Bangkok, Thai Lan (ngdy 20 thdng 12
nam 2014) da néu ro:

Trong linh vic du lich, xdy dung nhdm cdi thién két néi va don gidn héa yéu cdu thj
thuc nhdp cdnh, khdch du lich dén khu vic tiéu vaing séng Mé Kéng md rong tiép tuc tdng
dat 52 triéu khdch ndm 2013. Du dn Phdt trién cd s& ha tédng du lich hd trg cho tdng trudng
fodn dién khu viic tiéu vang séng Mé Kéng md réng da dudc phé duyét vao ndm 2014 va
mot sdng kién mdi nhdm cling cé Vdn phdong Biéu phdi Du lich Mé Kéng cang dang dugdc
tién hanh. Thdi Lan, hgp tdc vdi Ngdn hang Phdt trién Chdu A, sé tién hanh ddng ky va hodn
thanh thd tuc phdp ly thanh IGp Vdn phong Biéu phdi Du lich Mé Kéng. Chién Iugc ngdnh
au lich khu viuc tiéu vang séng Mé Kéng md réng cdp nhdt cho giai doan 2016 - 2026 dang
dudc chudn bj va sé cung cdp cdc k& hoach chi 1iét cho hgp tdc tiéu ving md réng trong

linh vc nay trong thdp ky tdi.

Tuy nhién, ddng thdi v8i nhing thanh tuu, trong khai thdc phdat trién du lich 8 méi quéc
gia va hogt ddng hdgp tdc gilia cdc qudc gia clng ddt ra nhiéu van dé, nhu: bdo vé moi
trudng; tinh hiéu qud trong hogt déng khai thac tiém nang du lich; chién Iugc khai thdc v
phat frién du lich mét céch bén ving; tinh thyc chdt va ddng bé trong hgp tdc; tinh chuyén
nghiép trong hoat déng dich vu du lich; ddo tao va lién két tfrong ddo tao ngudn nhan luc du
lich; v.v.. P6 Ia nhiing van dé cdn dugc xem xét mot cdch khoa hoc, todn dién nhdm phat

trién du lich cla tiing quéc gia va cd tiéu vang séng Mé Kéng.

Hoi thdo Phdat trién ngudn Iuc du lich tiéu viing séng Mé Kéng 1d dién dan dé cdc nhd
khoa hoc, nhd qudn ly, ngusi dang hoat déng trong inh vuc du lich gdp g, frao ddi lam
sdng 16 hon nda fiém ndng du lich, thuc trang hoat déng khai thdc - hdp tac, dé xudt gidi
phdp nhdm phdt trién du lich cho khu viic tiéu viing séng Mé Kéng.. Hy vong, két qud cla
Hoi thdo s& gbp phdn thic ddy viéc hinh thanh mét t8ng thé théng nhét va todn dién cla
Tiéu vang trén bdn dd du lich th& gidi, tao diéu kién cho du lich cla cd tiéu ving va fling

quéc gia frong tiéu ving cé budc phat trién méi.

Tinh dén nay, Ban T8 chiic Hbi thdo d& nhdn dudc 141 bai tham ludn cla cdc nhd
nghién cldu, ngudi Idm coéng tdc qudn ly, gidng day va hoat ddng trong linh vuc du lich. Noi
dung bdi viét dé cap dén nhiéu géc canh khdc nhau clia chl dé Hoi thdo: Phat trién ngudn
Ic du lich t8u vang séng Mé Kéng. Vé cd bdn, c6 thé phan thanh 03 cum ch dé:

- Nguén luc - Binh huéng phat trién du lich tiéu ving séng Mé Kong.

- S&n phdn du lich fidu viing séng Mé Kéng.
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- Hgp tdac - Khai thdc phdt trién du lich tiéu ving séng Mé Kéng.

Viéc phdan chia thanh ba cum chid dé chi c6 tinh chdt tuong déi vi céac bai viét thudng

dan xen nhiéu théng tin.

Thay mdt Ban TS chic, xin cdm on cdc téc gid dd géi bai tham luan dé Hai thdo dugc

thanh céng tét dep.
Xin tr@n frong cdm on.

Ban T8 chic

2152



CAC YEU 10 ANH HUGNG KHA NANG SAN SANG CHI TRA TAI CAC KHACH SAN
BOUTIQUE VA KHAI NIEM KHACH SAN LIFESTYLE

Nghién cu ndy diéu tra cdc yéu 16 quan trong dnh hudng dén khd ndng sdn sang
chi trdclia khdch du lich trong cdc khdch san thudc loai hinh Boutique va Lifestyle. Khdo
sdt duoc tién hanh bdng cdch Idy mdéu ngdu nhién 30 Khdch san boutique dugc trao gidi
thudng & Thdi Lan va 400 du khdch tai thanh phé Hat Yai. Cdc céng cy nghién cdu bao
gbém mat phi6u ddnh gid khdch san v mét bdng khdo sat nhdn khdu hoc, 167 séng va s&
thich cla tiing khdch du lich déi vdi cdc khdch san thudc loqi hinh Boutique va  Lifestyle.
K&t qué dugc trinh bdy theo ty 16 phdn trdm, theo phuong thdc, va dé Iéch chudn. Phan
tich théng ké dugc thuc hién bdng cdch st dung phdn tich bién s6 (ANOVA), héi quy bi s&
st dung mdu gid cd Hedonic. K&t qud phdn tich hoi quy bdi s& clia khdch san boutique Iua
chon ngdu nhién cho thdy rdng cdc yéu t6 dé cé tde ddng rdt I6n (o <0,05) dnh hudng dén
khd ndng sdn sang chi trd cla khdch du lich I& hang sao cua khdch san, thuong hiéu va c6
trdch nhiém vdi méi trudng. Hon niia, hdu hét cdc déi tuong dugc Idy mdu cang chi ra rdng
ho dé& quen thu¢c vdi cdc khdch san boutique va thich & tai mét khdch san boutique vdi s&
tidn phdi thanh todn vao khodng 2.500 Baht (75 USD) mt dém gdp hai Ian chi phi trung binh
cla phong khdch san trong khu vuc.

EFFECTED FACTORS FOR WILLINGNESS-TO-PAY IN BOUTIQUE
AND LIFESTYLE HOTEL CONCEPT

Kaedsiri Jaroenwisan

This research investigated the key attributes found in boutique and lifestyle hotels that
influence a traveler’s willingness-to-pay. Surveys were conducted using a sample population
of 30 randomly selected awarding-winning boutique hotels in Thailand and 400 travelers in Hat
Yai city. The research tools included a hotel assessment form ahd a survey of each traveler’s
demographic, lifestyle and preference foward boutique and lifestyle hotels. Results were
presented in terms of percentages, means, and standard deviations, Statistical analysis was
conducted using analysis of variance (ANOVA), multiple regression using the Hedonic Price
Model. Results of multiple regression analysis of randomly selected boutique hotels revealed
that the attributes which showed significant (p<0.05) effect on the traveler’s willingness-to-pay
were star rating, brand and green responsibility. Moreover, Most of the sample population
also indicated that they are familiar with boutique hotels and are interested in staying at a
boutique hotel at a willingness-to-pay amount of around 2,500 Baht (756 USD) per night which
is twice the average cost of hotel rooms in the area.
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1. Infroduction

Thailand is one of the top destinations in the world when it comes to fourism. Despite
political turmoil, Thailand still offers tourism unique services, breathtaking locations, fantastic
food and a memorable cultural experience. Even though the number of tourists dipped during
the government protest from the end of 2013 to May of 2014, Thailand should still expect to
have more than 15 million tourists visiting its major attractions in 2014 alone (Tourism Authority
of Thailand, 2014). Suvarnabhumi International airport alone expects to handle more than 10
million tourists (Bureau of Tourism business and Guide Registratfion, Department of Tourism,
2013) while top locations such as Phuket and Chiang Mai continue to accept increasing
intfernational flights and Phuket is expected fo invest more than 2 Billion Baht (600 Million USD) in
airport renovations in the next 5 years (Department of Tourism, Thailand, 2013). Having a strong
infrastructure in the hotel and services industry provide Thailand with the capability fo handle
the increasing number of tourists, while the trend around the world toward boutique and
lifestyle hotels have given selective fourists with high purchasing power the ability to choose
the type of expetience they would like fo receive during their hotel stay (Freund de Klumbis,
2007). Prices for hotels in Thailand can range from as low as 400 Baht per night (15 USD) to as
high as several 100,000 Baht per night (3.000 USD); however, foreign travelers in Bangkok and
Chiang Mai can expect to pay around 2,000 - 3,000 Baht for a 2-3 Stars Hotel or as much as
4,000 - 5,000 Baht for a 4-5 Stars hotel (Thailand Boutique Awards, 2011).

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

A )

their willingness-to-pay.

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

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

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

2. Methodology
2.1 Boutique hotel characteristics and effect on pricing

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

Table 1: List of attributes or characteristics used in the Hedonic Price Model.

Attribute or
Characteristics

Varioble Codes Variable Definitions

1" if provide any of the following leisure services such
as spa, saund, jacuzzi, or Thai massage

A TrTeITs

FES S 255

1" if rooms are decorated in at least one unique style,
such as modern, confemporary, conservative, or Thai
or Western

w

Design Style
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Attribute or
Characteristics

Variable Codes Variable Definitions

5 5 st el rie ol L A BT Ty LR R e

Category Star Rating Star Rating “17, *27, 3", 4", *5"

Personalized Service Personal Serv *1” if provide af least one type of personalized service
such personalized breakfast (not buffet)

Eorad SO ety

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

Where HPRICE is the price vector of different types of hotels. The definitions of variables
are stated above. @ %is a constant, Big is the coefficients of individual variables, € is an error
term in a normal distribution with an expectation value of zero.

Pi : Average Price of Boutique or Lifestyle Hotels
B : Coefficients of Individual Variables
Wi : Characteristic Variable
o : Constant
€ Error

2.2. Correlations between Lifestyle and Hotel Preference

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

3. Results and Discussions
3.1 Hedonic Price Model for Determining the Willingness-to-Pay

From the analysis of the attributes or characteristic variables of boutique and lifestyle
hotels which were sampled from 30 of the top hotels in Thailand using the Hedonic Price Model,
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it was found that three factors significantly affected the price of the boutique hotels (p<0.05).
They include Star Rating, Brand, and Green Environment. The mulfiple regression analysis
found that the model can explain up to 86.2% (R2 = 0.8611) of the sample population and the
coefficients are given in the following equation.

Using the above equation, it can be seen that both Star Rating and Green (environment
awareness) had a positive effect on the price or the wilingness-to-pay of hotel fravelers in
Thailand. However, Brand actually had a negative effect on the price the travelers were willing
to pay. Thus, lists sample calculations for 8 different cases the significant effect of all 3 aftributes
mentioned previously as shown in Table 2.

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

Table 2: Example of predicted prices using the hedonic price model.

1 7.9435 4 0 1 2,817.20
2 7.6884 4 0 0 2,182.88
3 7.5772 4 1 1 1,953.15
4 7.3221 4 1 0 1,5613.38
5 7.6543 3 0 1 2,109.70
6 7.3992 3 0 0 1,634.68
7 7.2880 3 1 1 1,462.64
8 7.0329 3 1 0 1,133.31

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

From the table, it can be seen the effect of Green as an important attribute in selecting
boutique and lifestyle hotel. In general, a fraveler would be willing to pay only 1,133.31 Baht
for a 3 Stars hotel that has a brand or is a part of a franchise, but if the hotel shows awareness
or responsibility toward the environment, the price would be increased to 2,109.70 Baht. In
addition, for hotel with a Stat Rating of 4 and also show responsibility toward the environment,
its cost per room can be increased from 1,5613.38 fo 2,817.20 Baht which is an 86.15% increase
in value. This agrees with the research by Freund (2007), higher Star Rating will also aftract
consumers with higher purchasing power which will lead to increasing the value of the hotel.
Thus, by addressing these 2 issues; Green and Star Rating, boutique and lifestyle hotels in
Thailand will be able fo increase its value dramatically.

3.2. Characteristics Travelers in Hat Yai city on selection of Boutique and Lifestyle hotels

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

3.2.1 Personal Characteristics

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

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

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

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

3.2.2. Lifestyle

From a survey conducted among 400 travelers in the city of Hat Yai, the following
lifestyle were found and separated into two areas which include (1) Activities and (2) Interests

Activities: From the survey, it was found that 27.3% of the sample population preferred
swimming as their favorite outdoor sport. For indoor sports, they preferred fitness, aerobics,
and yoga at 18.8, 18.3, and 7.3%, respectively. In addition to, the frequencies of their sporting
activities were once per week (33.3%) and three times per week (26.5%). Furthermore, from
this study, the leisure activities that tfravelers in Hat Yai preferred the most were listening to
music/watching TV at 23.8%, followed by reading at 22.0%. The rest of the population enjoyed
watching movies, eating out, and shopping at 14.5, 13.0, and 12.8%, respectively. Interesting,
more than 30% of the travelers take part in these activities at least 5 times per week. Finally,
for the type of travel activity that the sample group preferred, it was found that more 80%
preferred nature travel, including going fo the beach, mountains, forests, and waterfalls, while
44.8% also prefer eating out, shopping. and nightlife. About half of these travelers fravel 1-5
fimes per Ayeor (50.5%) and about the same spend'oround 10,000 - 50,000 Baht per trip (68.0%).
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Interests: From the study of the type of hotels that are interested in staying, it was
found that 43.3% prefer traditional hotels, followed 27.3% for resort and spa. Other types of
accommodations included home-stay, service apartment, and guest house at 11.0, 7.0, and
7.0%, respectively. In addition fo, the type of room that they selected most was a studio type
room with a bed room and a bathroom (73.3%). Moreover, the room dcor that the sample
population preferred were Modern style at 33.0%, followed by Minimalist and Contemporary
at 20.0 and 18.5%, respectively. For color tone, 37.8% of the people surveyed preferred Earth -
Tone, while nearly the same percentage chose Bright Colors (36.6%). The type of lighting that
they preferred most was Day Light at 56.3 rather than White Light (43.8%). Furthermore, fravelers
in Hat Yai also preferred showers rather using bath tubes (63.8% to 31.0%).

One likeness that stood out among travelers was the necessity for the Internet as 86.0%
of the travelers preferred having the Internet, while only 14% did not need this service. Other
special consumer preference included 50.8% for health food diet, 48.8% for non-alcoholic
beverage, with coffee, tea, and fruit juices being the most popular choice of drink at 55.5%
each. For music, 46.8% of the people surveyed preferred acoustic, while 40.3% enjoyed classical
and 37.5% enjoyed pop/dance. Finally, the preference for magazines ranged from 45.3% for
beauty and fashion magazines, followed by health, IT/computer and fravel magazines at 36.3,
32.8, and 31.8%, respectively.

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

3.3 Discussion on Lifestyle and hotel preference for hotel guidelines

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

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

® |eisure activities: The preference of leisure activities affected all 12 attributes considered
in this study, while those who favored shopping, watching movies, and éo’ring out all
required personalized service, the Internet, and extra activities as their highest priority.

e Type of accommodations: The choice of accommodations impacted 10 different
attributes related to boutique and lifestyle hotels including (1) location, (2) start rating,
) brand, (4) personalized service, (85) Internet, (6) extra activities, (7) environmental
responsibility, (8) view, (9) leisure facilities and (10) sports facilities. Travelers who
preferred hotels and service apartments both rank personalized service and the
Internet highest among their required services.

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

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

4. Conclusions and recommendations

From this study, the following conclusions were obtained.

e The boutique and lifestyle hotels should focus on a niche market that requires a
unique experience during their visit. From this study, the researcher suggest that
target market for boutique and lifestyle hotels can be described as CHIC group,
where “C” represents Communication and IT, "H” represents “Highly Individualized”,
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*I” represents “Innovation”, and “C” represents “Community Concern.” In particular,
this group represents frendy, individualistic, young professionals, highly educated,
high income, IT focused, health conscious, and environmentally accountable. Thus,
hotels must create marketing strategies and services that can meet their needs. The
marketing mix of boutique and lifestyle hotels must consider the lifestyle of the target

group when developing services. The target market may not be just gender or age, |
but also their lifestyle.

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

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

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

1. Healthand beauty have become very important forfravelers; thus, by accommodating
these needs, hotels can increase its value significantly. Examples of these facilities .
would be fithess, swimming, yoga classes, and aerobic classes.

2. From this study, personalized service ranks as one of the highest criteria in the selecting
a boutique and lifestyle hotel. In general hotels must focus its attention on providing
excellent service, showing attentiveness and professional etiquette while maintain
friendly ambient throughout. However, for boutique and lifestyle hotel, additional
attention must be paid to individual wants and needs. Each customer will have their
own preferences when it comes to food, activities, and lifestyle. As a result, hotels must
be able to also provide the customers with specialized activities in order to make their
stay even more rewarding and memorable.
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. Hotels with Green Leaf designation are more attractive to hotel travelers with these

environmental concerns and may help to increase the value of their hotels. Including
environmentally friendly, for example, energy savings architecture design, reduction
of plastic usage, energy savings activities, planting frees, using decorations made
from natural, degradable materials, moving toward organic materials, and using solar
collectors to reduce energy consumption.

. Hotels should improve the quality of its services and facilities in order to move tfowards

international standard. By increasing its star rating, the boutique and lifestyle hotels
should consider gaining a good star rating through their respective hotel association.
This research found that customer’s willingness-to-pay will be to increase its value
significantly.

. Hotels must train its staffs to understand and recognize the needs of its customers

based on the behavior and lifestyle of each type of fravelers that stay at the hotel.
Services must be quick and efficient in order to make their experience enjoyable and
memorable.

. Hotels must install facilities and prepare amenities that are of high quality or under

brand names. This will increase the image of the boutique and lifestyle hotel and
appeal more to the customers.

. Hotels should implement Customer Relationship Management (CRM) fechnique in ifs

marketing strategy so that customers will want to return for future visits.
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ISSUES RAISED HUMAN RESOURCES TRAINING
FOR TOURISM DEVELOPMENT OF THE MEKONG DELTA

With the advantage of the river and with its own characteristics of a temperate
ecoregion plus fruit specialties, the Southwest region has potential of tourism development.
However, the tourism development is incommensurate with its inherent potential despite
some achievements in exploiting the non-smoke industry resources, mofivating the regional
economic development in recent years. There are many causes leading to the ineffective
tourim exploitation in which the underlying cause is that the human resources don’t meet the
development requirements. Therefore, the Training of tourism human resources is a key task to
develop the Mekong Delta fast, effectively and sustainably. The association in the training of
tourism human resources is necessary and should be the local government and the tourism
industry’s concern.

PAO TAO NGUON NHAN LUC PE PHAT TRIEN DU LICH
VUNG PONG BANG SONG CUU LONG - NHUNG VAN BE PAT RA

ThS Tridng Plc Cudng®

Vi Ioi thé clia viing séng nude, cé ddc trung riéng bdi vang sinh thdi én hoa cong
thém nhing cdy tréi ddc sdn, tgo cho mién Tdy Nam bé ¢ nhing Igi thé phat trién du lich.
Nhing ndm gdn ddy, tuy dé cé nhidu khdi sdc trong hoat déng khai thdc tai nguyén du ljich
“ngdnh céng nghiép khéng khoi”, tao dong Iuc cho phdt tién kinh € todn ving, nhung so
Véi tiém nding vén ¢é thi chua tuong xing. BE khai thdc mét cdch cé hiéu qud doi nganh
céng nghiép ndy. cé nhiéu nguyén nhdn nhung mgt nguyén nhdn cd bdn I& nguén nhdn
luc chua ddp Ung dudc véi yéu cdu phdt trién. Nhdm tao cho dong bdng séng Ciu Long
c6 budc phdt trién nhanh, manh va bén ving thi viéc dao tao ngudn nhdn Iyc vé du lich
Ia nhiém vu trong tam. Vi vdy lién két vang trong dao tgo nhdn Iic cla nganh du lich la
viéc lam cdn thiét, rdt cdn duge chinh quyén cdc dja phuong va nganh du ljich quan fam.

1. DGt vén dé

Thita hudng Igi thé ctia viing ddit tra pha bdi téi nguyén thién nhién, ddng b&ng séng

Clu Long, c6 Igi thé sinh thdi va tai nguyén quy gid. Tai nguyén ring, kinh t& bién ddng thai
I vya lta clia cé nudc, day chinh 1a 1gi thé so sanh so v&i cac vung trong diém kinh & cla

cd nudc. Ving ddt rong 16n, gidu ¢é vé tiém ndang ty nhién va nhdn van dugce xép vao t6p

® Khoa Qudn ly Van héa Nghé thudt - Trudng Bai hoc Van héa TP.HCM.
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