
Trees, potted plants and “green 
walls” may not be conventional 
forms of interior design, but with 
growing demand for sustainable, 
eco-friendly hospitality, hotels are 
upping their efforts to incorporate 
“green atmospherics” into their 
indoor spaces. Whilst people’s 
behaviour is known to be shaped 
by their physical surroundings, 
the specific effects of living plants, 
scent, air quality, natural light and 
green spaces are not yet known. 
Focusing on the luxury hotel 
sector, the SHTM’s Professor Jin-
Soo Lee and colleagues explored 
the influence of various dimensions 
of green atmospherics on the well-
being and behavioural intentions of 
hotel guests and employees. Their 
findings could help luxury hotel 
managers deliver a more enjoyable 
experience for guests and take 
better care of their employees while 
also reducing their environmental 
impact.

Connecting with 
Spaces

The  ho te l  sec to r  i s  a  ma jo r 
contributor to pollution, waste and 
environmental damage. Hotels 
not only generate large volumes 
of greenhouse gases, grey water 
and food waste but also consume 
substantial natural resources. As 
the tourism industry continues to 
grow, so does the need to provide 
more eco-fr iendly lodging for 
travellers. Rising to this challenge, 
many hotels are making moves 
to minimise their environmental 
impact by implementing green 
initiatives, which simultaneously 
mee t  the  g row ing  cus tomer 
demand for sustainable hospitality. 
Increasingly, the researchers note, 
“individuals embrace sustainability 
as not only a design preference, 
but also a moral code”.

“Green atmospherics” describes 
a healthy, eco-friendly physical 
environment.  Hote ls  keen to 
foster green atmospherics might 
furnish their indoor spaces with 
living trees, potted plants, green 
rest areas, fresh air, natural light 
and good ventilation. “Visitors 
and employees in a hotel are 
therefore interacting with various 
e lements of  i ts  green indoor 
atmospherics”, say the researchers. 
According to previous studies, 
interacting with green and healthy 
atmospherics can boost guests’ 
positive experiences of hotels. 
Indoor atmospherics may influence 
cognitive, emotional and physical 
responses as well as behaviours 
such as retention, loyalty and 
word-of-mouth intention.

According to the researchers, 
the beneficial effects of green 
atmospherics can be explained by 
the “stimulus organism response 
t h e o r y ” ,  w h i c h  f o r m e d  t h e 
backdrop of this research. This 
theory holds that environmental 
a t t r ibutes act  as  s t imul i  that 
in f luence  a  person ’s  menta l 
state, which in turn affects their 
behaviour. “In particular,” say 
the  authors ,  “env i ronmenta l 
psychologists argue that positive 
behaviours derive from individuals’ 
well-being and happiness through 
positive experiences”. Accordingly, 
green indoor atmospherics are 
likely to foster positive responses 
and behaviours in hotel guests.

Green Atmospherics 
and Well-being

In modern society, the chance 
to connect with nature is usually 
joyfully welcomed, with intuitive 
l inks to mental well-being. In 
hotels, green atmospherics are 
conducive to a positive state of 
mind that results in a greater sense 

of well-being. Mental well-being is 
“a crucial concept for both patrons 
and workers”, emphasise the 
authors. For instance, employees 
are more willing to work in places 
that promote their well-being. The 
authors hypothesised that green 
atmospherics in hotels enhance 
the mental well-being of both hotel 
guests and employees.

In turn, mental well-being is known 
to affect decision making and 
behaviour. Research has found 
that mental well-being significantly 
predicts hotel employees’ green 
behaviour. “Mental well-being 
brings diverse outcomes that are 
beneficial to the company”, say 
the authors. These outcomes can 
include an enhanced sense of 
belonging, loyalty and purchase/
recommendation intentions and 
behaviours. Building on these 
findings, the researchers aimed to 
determine how mental well-being 
affects the behavioural intentions 
of hotel guests and employees.

Finally, the researchers considered 
the role of “place dependence”, 
de f i ned  as  a  sense  o f  deep 
connection with spaces that meet 
one’s functional and emotional 
needs .  “T rave l l e r s  who  fee l 
comfortable and familiar with a 
place are likely to have strong 
place dependence or attachment 
and to revisit the place”, explain 
the authors. Mental well-being 
has been found to determine 
place dependence, which can in 
turn affect customers’ purchase 
intent ions, loyalty, and other 
behaviours. To explore these 
connections in greater depth, 
the researchers investigated the 
influence of mental well-being 
on place dependence and how 
place dependence can in turn 
affect behavioural intentions in the 
context of green atmospherics in 
hotels.

A Breath of Fresh Air for Luxury HotelsCustomer Survey on 
Contactless Systems

Customer equity has three key 
components: “value”, “brand” and 
“relationship”. The researchers 
surveyed around 1,500 mainland 
Chinese residents who had stayed 
in contactless hotels to test how 
their  personal  character is t ics 
and experiences influenced their 
customer equity. Innovatively, the 
researchers singled out customer 
delight – a guest’s unexpectedly 
high levels of joy and excitement – 
as an emotional reaction that may 
be just as decisive as a satisfaction 
rating when it comes to securing 
customer equity.

In addition to the survey on their 
contactless hotel experience, the 
participants took the TRI test to 
find out their level of technology 
readiness. Dividing the respondents 
into high and low TRI groups, the 
researchers hypothesised that 
technology readiness influences 
the relationship between customer 
experience, delight and equity. 
They also tested whether customer 
equity determined another crucial 
marketing outcome – brand trust. 
Did higher-equity customers place 
more trust in hotel brands, and 
was this affected by their level of 
concern around health issues in the 
pandemic?

What Matters 
to Guests in the 
Contactless Age

The survey results showed that, 
as  pred ic ted,  both customer 
experience and customer delight 
were strongly associated with 
customer equity. This serves as 
a reminder for hotel managers in 
the pandemic era not to forget the 
basics – satisfying and pleasing 
guests – when installing contactless 
systems to protect customers 
and staff. Indeed, the researchers 
recommend that “managers should 
form an organizational culture 
that engenders customer equity 

by creating a more satisfactory 
and delightful experience”. The 
findings confirmed the importance 
of customer equity not just for the 
financial bottom line but also for 
lasting customer relationships, as 
it was shown to greatly influence 
brand trust.

With particular relevance in the 
emerging post-pandemic era, the 
results also confirmed the role 
of health concerns. The trust-
building effect of customer equity 
was strongest for contactless hotel 
guests who paid the most attention 
to COVID-19 issues. The hospitality 
and tourism industry face an 
uncertain future, and this finding 
underscores the need for hotels to 
ensure the happiness and safety of 
guests with health concerns as we 
adjust to the “new normal”. As the 
researcher points out, “the current 
situation in China may present a 
future scenario for many parts of 
the world in the coming years”.

What about guests’ readiness for 
contactless systems? It turned 
out that delightful experiences 
had a particularly great positive 
effect on equity for the low TRI 
group – the very guests who 
were most sceptical about new 
technology. This suggests that it 
is crucial to offer surprise treats 
to those who might be wary of 
even staying in a contactless hotel. 
With today’s technology, a whole 
menu of joyful surprises can be 
imagined. The researchers suggest 
a few themselves: “the moment 
customers enter their room, the 
smart room could have already set 
their favorite temperature, lighting, 
and even music”.

Adjusting to a New Era
Hotels have responded to the threat 
posed by the COVID-19 pandemic 
by implement ing contact less 
technology wherever possible. This 
has increased safety, but potentially 
at the cost of warmth in customer 
service. To retain guests, hotel 
managers need to think creatively 

about  how to  opt imise  the i r 
experience in a contactless era. 
Guests with the lowest technology 
readiness actually respond best 
to the unexpected delights that a 
contactless hotel can offer. Touch-
free services are also a promising 
way to reassure those with strong 
concerns around infection.

H a o ,  F e i  a n d  C h o n ,  K a y e 
(2021). Are You Ready for a 
Contactless Future? A Multi-
group Analysis of Experience, 
Delight, Customer Equity, and 
Trust Based on the Technology 
Readiness Index 2.0. Journal 
of Travel & Tourism Marketing, 
Vol. 38, Issue 9, pp. 900-916.

POINTS TO NOTE

•	Hotels are going contactless in 
numerous ways to protect against 
pandemics, marking a break from 
traditional customer service.

•	C u s t o m e r  e x p e r i e n c e  i s  s t i l l 
crucial for customer equity in the 
contactless era.

•	Gues ts  who a re  wary  o f  new 
technology respond particularly well 
to delightful experiences.

•	Contactless services can reassure 
and sa t i s fy  ho te l  gues ts  w i th 
pandemic-related fears.
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In  today ’s  t rave l  and events 
i ndus t r i e s ,  mu l t i p l e  se rv i ce 
p r o v i d e r s  w o r k  t o g e t h e r  t o 
shape  un ique ,  complex  and 
m u l t i d i m e n s i o n a l  c u s t o m e r 
exper iences .  However ,  such 
connectedness can come at a cost. 
Within a network or ecosystem of 
service providers, a single service 
failure can have cascading effects 
on all stakeholders. Yet we still 
know l i t t le about the optimal 
strategies for service recovery in 
such networked contexts. Filling 
this gap in the literature, Dr Karin 
Weber and Professor Cathy Hsu 
of the SHTM shed light on how 
customers perceive and react 
to service failure and recovery 
measures in today’s complexly 
interlinked business environments. 
Their findings offer crucial guidance 
for travel and events practitioners 
on ensuring that customers are 
as satisfied as possible following 
service failure.

Ever More Connected
Whilst the customer–firm dyad was 
central to service scenarios in the 
early 2000s, the situation today 
is very different, with increasingly 
interconnected service providers, 
environments and dynamics. 
Service quality now depends on 
complex networks and ecosystems 
of interacting partners that share 
resources, tools and goals and 
whose fa i lures can have far-
reaching effects. Surprisingly, 
however, research has thus far 
failed to consider service failure 
(SF) and recovery measures in 
networked contexts. As a result, 
strategies for optimising service 
encounters in the modern world 
remain suboptimal. “The time 
has  come to  expand serv ice 
research”, say the researchers, “to 
understand the development of 
service systems, networks, and 
ecosystems”.

Travel experiences are a good 
example of networked service 
provision, as they involve a range 
of stakeholders – such as airlines, 
hotels and destinations – that 
collaboratively create value for 
travellers. Similarly, customer 
experiences in the rapidly growing 
events industry are shaped by 
mult ip le “ loosely connected” 
entities, such as event organisers, 
venues, sponsors and destinations. 
SF is fairly common in the events 
indus t ry .  “Mus ic  fes t iva ls  in 
particular are prone to failure,” 
say the authors,  “wi th wide-
ranging implications for the various 
stakeholders”. To date, however, 
no consensus has been reached 
on how to respond to SF in the 
networked environments of today’s 
travel and events industries.

Imagine the following scenario. 
A theatre company partners with 
a nearby restaurant  and tax i 
firm in return for meal discounts 
and reliable transportation after 
performances. However, their 
collaboration is disrupted by an SF 
caused by the taxi firm. When a 
service experience is coordinated 
in this way, how do network 
members determine which party 
or parties should undertake SF 
recovery and how to protect their 
respective reputations?

Dealing Fairly with 
Service Failure

Customers care about the source 
of SF recovery. They may even 
expect non-responsible entities to 
implement recovery, the authors 
tell us, “despite their potentially 
limited ability to do so”. Research 
has shown that firms can benefit 
f rom imp lement ing  ex te rna l 
recovery efforts, but only when 
they are unaffiliated with the party 
responsible for the SF. “An SF 

by one firm actually creates an 
opportunity to enhance customer 
evaluations of a different firm in 
a contiguous service experience”, 
the authors deduce. To explore 
this issue in more depth, they 
compared customers’ responses 
to  SF recovery implemented 
by di f ferent  part ies:  the f i rm 
responsible for the SF, a firm 
affi l iated with the responsible 
firm, a firm unaffiliated with the 
responsible firm, and multiple 
affiliated firms.

Cus tomers ’  responses  to  SF 
recovery may also hinge on their 
assessment of how fairly the SF 
has been dealt with. In general, 
customers who have experienced 
failure are looking for justice. 
This, say the researchers, “relates 
to customers’  percept ions of 
the fairness of actual outcomes 
or consequences”, such as the 
provision of monetary or non-
monetary compensat ion. The 
r e s e a r c h e r s  c o m p a r e d  t h e 
effectiveness of compensation 
ve rsus  a  s ince re  apo logy  in 
limiting customer dissatisfaction 
following SF. They also filled a gap 
in research by exploring whether 
and how customer responses to 
recovery efforts were affected by 
the severity of the SF.

Novel Service 
Scenarios and Surveys

To empirically examine customer 
responses to SF and recovery 
measures, the researchers carefully 
designed and administered two 
online script-based surveys. In 
Study 1,207 participants were 
asked to imagine that they had 
arranged to attend an international 
music festival but subsequently 
encountered an SF in the form of 
an airline overbooking, a delayed 
flight or a missed flight connection. 

Quizzing Guests and 
Employees

I n  a n  e l e g a n t  t w o - p h a s e 
exper iment ,  the  researchers 
explored the nuanced relationships 
be tween  e l emen t s  o f  g r een 
atmospherics and the well-being, 
place dependence and behavioural 
intentions of hotel employees and 
guests. In Phase 1, focus group 
discussions with five hotel guests, 
five hotel employees and three 
hospitality management professors 
revealed seven important attributes 
of green indoor atmospherics, 
which were assigned to three 
major categories: green ambient 
condit ions (air quali ty, scent, 
natural light), green items (e.g. 
living plants) and green spaces/
areas (e.g. green rest areas).

Phase  2  was  a  f i e l d  su rvey 
conducted at luxury hotels in South 
Korean cities. Over 10 days, 253 
hotel guests with a mean age of 
35 were recruited from different 
indoor spaces in their hotels to 
complete a questionnaire. Data 
from 247 employees, aged 32.5 
on average, were also collected on 
site from the same luxury hotels. 
All of the participants completed 
a questionnaire that measured 
their mental well-being, place 
dependence and behavioural 
intentions.

Getting the Most from 
Green Atmospherics

A key novel contribution of this 
study lies in its categorisation 
of the attributes of green indoor 
atmospherics in luxury hotels 
into green ambient conditions, 
green items and green spaces/
areas. The researchers found that 
these constructs influenced the 
formation of mental well-being, 
place dependence and behavioural 
intentions among hotel guests 
and hotel employees. Supporting 
s t imulus  organ ism response 
theory, this finding highlights “the 
role of green indoor atmospherics 
in inducing guests’ and employees’ 
mental well-being perception”, say 

the researchers, “which leads to 
increased place dependence and 
behavioural intentions”.

Menta l  wel l -be ing and p lace 
dependence not only direct ly 
triggered behavioural intentions 
but also indirect ly inf luenced 
b e h a v i o u r a l  i n t e n t i o n s  b y 
maximising the influence of green 
indoor atmospherics. Through 
targeted efforts to enhance mental 
well-being and place dependence, 
say the authors, hotels could 
optimise their use of green ambient 
conditions, green items and green 
spaces/areas. “This will fortify the 
effect of these concepts in building 
guest and employee intentions to 
remain with the hotel, say positive 
things about the hotel, and have 
loyalty to the hotel.”

The power of green atmospherics 
to make guests feel healthy and 
happy, and the pivotal role of 
mental well-being, highlights a 
unique opportunity for hotels. 
“Offering mental well-being to 
hotel guests and hotel employees 
is a vital step for the increased 
intentions to remain with the 
hotel, say positive things about the 
hotel, and be loyal to the hotel”, 
clarify the authors. Managers could 
diversify their efforts to enhance 
guests’ and employees’ well-being 
by, for example, improving social 
interactions for guests through 
le isure fac i l i ty  d iscounts and 
strengthening social relationships 
between colleagues through team 
building activities.

The final noteworthy finding is 
that of the three dimensions of 
green atmospherics, green ambient 
conditions most strongly influenced 
guests’ well-being, whereas these 
three dimensions had more or less 
equal effects on the mental well-
being of employees. “It is thus 
essential for luxury hotel proprietors 
to focus more on fortifying the 
ambient conditions within the hotel 
and its performance in order to 
attain a stronger level of mental 
well-being among their guests”, 
note the researchers. Additionally, 
at a similar level of mental well-

being, guests more actively built 
behav iou ra l  i n t en t ions  than 
employees did.

Green Hotels and 
Beyond

This insightful study identifies 
mental well-being as a key driver of 
the influence of green atmospherics 
in hotels on behavioural intentions, 
particularly those of guests. The 
findings also indicate a clear need 
to tailor strategies for promoting 
green atmospherics to different 
groups. “To effectively enhance 
mental well-being and behavioural 
intentions”, conclude the authors, 
“luxury hotel proprietors should 
deve lop and use tac t ics  that 
are different for guests and for 
employees”. The insights afforded 
by this study also have exciting 
implications for creating green 
atmospherics in other indoor 
service settings, such as restaurants 
and cruise ships.

POINTS TO NOTE
•	Hotels are increasingly incorporating 

“green atmospherics” into their 
indoor spaces to meet demand for 
sustainable hospitality.

•	Different attributes of green indoor 
atmospherics can enhance the 
mental well-being, place dependence 
and behavioural intentions of hotel 
guests and employees.

•	Green ambient conditions such as 
air quality, scent and natural light 
had the greatest positive impact on 
guests’ mental well-being.

•	Hotels should carefully tailor their 
use of green indoor elements to 
target groups (e.g. guests and 
customers).
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