HOSPITALITY DESIGN
YOUR HANDBOOK TO CREATING EXPERIENCES THAT DELIVER
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INTRODUCTION
In a world turned on its head by COVID-19, the hospitality industry has experienced
major transformation that it could never have prepared for. But, this industry has
shown a willingness to adapt, to push boundaries, and to keep guests coming back,
even when restrictions are constantly changing.
In this document, we explore the ways in which hospitality design is put into
practice; addressing where businesses fall short, how they could improve, and why
going the extra mile makes all the difference. Restaurateurs, hoteliers, and other
executives in the hospitality space should take steps to future-proof their businesses
and foster deeper connections with guests. Especially now.
It’s time to evolve.

WHAT IS HOSPITALITY DESIGN?
Hospitality design is all about the guests’ experience. It comes after the architectural and
interior design of spaces and is fundamental in delivering an on-brand atmosphere. Whether
a restaurant, bar, cafe, hotel, workspace, a gym, or a hybrid; aspects of hospitality design
can help you positively impact guests’ emotions and increase your profitability.
Optimising your operations, carrying out competitive research and understanding consumer
trends are important ingredients for growth. But the right design, that focuses on your
customer’s wants and needs, can significantly change how effective these ingredients can
be.
The pandemic has heavily disrupted the hospitality industry, standing in the way of much
needed human contact with our audience. Lockdowns and restrictions have created a rise
in anxiety and uncertainty. Guests make decisions based on their emotional connection
with what they experience. When you are greeted with staff in PPE, temperature checks,
sanitiser and warning signs, your business becomes more of a reality check, than a place
to escape. Design around these touchpoints will help keep your guests’ emotions positive
and engaged in your experience.
Good hospitality design asks:
How do the new COVID regulations make guests feel?
How can we improve the guest experience and still keep them safe?
How important is it that staff PPE and COVID signage match the brand?
Whether you’re developing a new concept or refreshing your current model, this
handbook offers insights and best practices into designing spaces for hospitality. Here are
five ingredients that will help you connect with your audience, create a stronger brand
strategy and grow your business.

1
PUT YOUR GUEST AT THE CENTRE OF THE SOLUTION
Putting your guests at the centre, is also known as a human-centred design
approach. It draws inspiration from empathic listening and observation; to
understand how your customers interact with your products and services. This helps
brands build experiences around their customers’ pain points, wants and needs.
When applying this approach to hospitality businesses, it’s important to have a
cross-disciplinary team, who keep the needs of the guest at the forefront of each decision.
Gaining multiple perspectives will allow you to collectively decide the best route for guest
satisfaction.

CASE STUDY
Back in 2016, Hyatt Hotels took a closer look at their check-in process. They discovered
that their check-in experience was laborious for guests. You can probably relate to waiting at reception to check-in, while staff try to fix your booking, as they spend more energy
focused on their screen, than on you. Hyatt radically changed their system that went from
143 keystrokes to check a guest in, to only 3 taps.
Some Hyatt locations now have attendants that check you in at your room, while others
serve guests complimentary drinks on arrival. Focusing on their guests improved the service and made their business more efficient. Hyatt CEO Mark Hoplamazia said, “Empathy
is essential to the world, and it’s particularly applicable to our business,” he said. “We are
serving high-end guests and creating compelling experiences is essential to our success.”

DON’T FOLLOW THE TRENDS, DEFINE THEM

2

It has become increasingly difficult to predict future trends and adapt to them before it’s
too late. So how do you design something that remains relevant to your guests’ needs, and
creates longevity for your business?
Firstly follow the principles of hospitality design.
Where To Look:
NEW CONSUMER BEHAVIOURS
How has consumer behaviour changed due to the pandemic and what other factors are
influencing their decisions?
Whether psychological, personal, social or cultural, many drivers are influencing your
guests’ decision-making process. Analysing your guests will help you identify their motives.
Changing your language can be an effective way of adapting quickly. Your last point of
contact with your guest can make all the difference.
Remember, everything still needs to be secure and hygienic, but also deeply human and
warm.

FUTURE PROOFING TECH
Is your current tech system up to date and how does your audience engage with
technology?
Whether you use technology to improve efficiencies in your supply chains,
your POS system, or as a tool to connect further with your customer through
socials, you can stay relevant by implementing new technologies that are right
for your business. Recent changes to remote ordering and contactless menus,
with built-in track and trace have made experiences more enjoyable and efficient.
NEW BUSINESS MODELS
How can you adapt your model to restrictions and still reach new customers?
Hotels have seen a great change in how people use their spaces. A new more
popular hybrid model that focuses on the guest experience has influenced
their design; it mixes traditional hotel offerings, with workspaces and F&B
services. This creates a more communal atmosphere, connects guests and makes
use of areas such as receptions and lobbies that would otherwise be dead zones.

DEMONSTRATE YOUR BRAND VALUES
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Your brand values are reflected in every touchpoint that your guests engage with.
Whatever your guests’ hear, see, taste, touch, and smell, forms their perception of your
brand. To create an authentic brand that upholds your values, you need a framework. None
of these are well-kept secrets, but it pays to be reminded of what is important for you to
achieve success:
A MISSION
Beyond that of profit, your business needs goals. These define the whys behind your brand,
and have to be relatable to your customers. Focus on how your objectives relate to your
guest experience, and make sure that changes to increase profit do not change your brand
perception. Businesses often make changes without evaluating the larger impact on the
holistic experience.
CONSISTENCY
Customer experience can determine whether someone returns to your establishment
or not – and if that is inconsistent then people simply may not want to risk a negative
experience. It also allows hospitality businesses with multiple locations to set the
standards across their sites.

THE RIGHT TEAM
The illusion of your design will quickly fade if you don’t hire the right team. They are the
face of your restaurant or hospitality spaces, and make all the difference to your guest’s
experience. We’re human after all. So hire those who take an interest in what you’re
offering. For example, if you’re a vegan restaurant, hire people who take an interest in
vegan food. This will make for more genuine guest interactions, fulfilled employees, for an
even stronger brand.
SOCIABILITY
Some brands shy away from activity on socials. But it’s likely your guests don’t. Your guests
are online and looking at your website building their own perceptions of who you are.
Social media is a powerful marketing tool, so work with your team to implement a strategy
that reinforces the aesthetic and spirit of your brand, and follow through with it.
Before you get started, remember to set the parameters, define some rules about the
content of your posts, what sort of promotions you would and wouldn’t get involved in etc.
and reflect the same ‘tone of voice’ across all materials.
A PLAN TO EVOLVE
Your brand isn’t stagnant. Your brand should be designed to evolve and grow. Your business
might take unexpected turns, and growth might happen in areas you didn’t ever consider.
So make decisions based on real evidence. As soon as you open your doors, your spaces
occupy a part of people’s lives, and you can start to build loyalty. It’s important to allow
your brand to change organically. That doesn’t mean you should stop maintaining and
reinforcing it, but do stay open to changing course from time to time.

POSITIVELY IMPACT GUEST EMOTIONS
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The design of spaces should lead to enhanced emotions. Whether through feelings of
empowerment, joy, or well being. A pioneering designer who has influenced hospitality
culture over the last 30 years is Ilse Crawford and her company Studioilse. Her work can
be seen in the Soho House Group, exclusive airport lounges, and even IKEA. Her approach
focuses on behavioural psychology within spaces, harnessing the relationship between the
subconscious mind and what we see, hear, touch, taste and smell.

Her subtle design is strategically orchestrated to gently uplift your mood, without you
even noticing. She leads with empathy, as the current crisis creates so much uncertainty, it
changes our feelings towards our otherwise normal experiences, making her work
even more essential.
If you focus on improving guests’ emotions as a core principle and purpose in hospitality
design, you will inevitably increase your profitability. Happy guests, spend more. Research
has found there is a direct and positive correlation between annual revenue and customer
experience. One of the crucial and more effective ways you can improve customer
experience is with a well-curated atmosphere, allowing all senses to come together to
positively impact your guests emotions.

5
USE DATA-DRIVEN INSIGHTS TO INCREASE SALES
Over the last 10 years, most areas have seen a digital revolution, this is true across the
hospitality industry. From the rise of community-based rental platforms such as Airbnb
or HouseTrip to food delivery services such as DoorDash and Deliveroo. The hospitality
industry is dealing with increased competition in where and how guests are consuming.
So how could data be valuable in helping hospitality businesses adapt to market changes
and maintain a competitive advantage?
Analysing your data properly can provide meaningful and actionable insights that
radically reshape your strategy; especially when it comes to providing a service that
meets the demands of your guest. Data has helped hospitality firms to reframe key
questions about the way they research, collect and use information. Giving them
the power to act based on live metrics with real-time data. Other benefits include
improved inventory management, optimised workforce management, increased marketing
efficiency, streamlined processes and of course enhanced, often more personalised,
guest experiences.

An example of this is, is the rise in ghost kitchens. Due to the pandemic and the use of
data to spot behavioural patterns, brands have shifted towards delivery-only units. Big
franchises such as Chipotle Mexican Grill (and many more) have created sites that have
no dining areas and serve the delivery only market. As of October, digital orders made
up roughly 18% of Chipotle’s total business, growing 87.9% in the most recent quarter.
For hospitality design, using data to enhance the guest experience is an ever evolving
area. The more we know about our guests the better experiences we can create for
them. Technology can also directly impact your guests’ emotions, with the right music
solutions businesses can drive sales and create better guest experiences and instantly
change your guest experience.
----------------------------------------------------------------------------------------------Thank you for downloading our Hospitality Design Guide.
Contact us at hello@altaura.com for more insights into delivering hospitality experiences
or to talk to us about developing an on-brand sound for your hospitality or retail
business.
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