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Abstract This convergence study examines the case of the Andaz Hotel branches, which sees the critical
elements of a characteristic boutique hotel as an experience and makes a successful case with rich
experience content in the hotel. By examining sixteen experience content categories, eight from the
Andaz India Delhi branch and Tokyo branch in Japan and analyzing them through Schmitt's five
experience modules, we have found that both branches had strong experience content in most of the
modules, in line with the brand philosophy of creating hotels that make the most of the local
characteristics. The study also showed that the Toranomon Hills branch had stronger emotional
experience contents than the Delhi branch, and the Delhi branch had a little stronger in the case of
cognitive experience contents. Both branches were found to have rich experience content at various

points encountered by the guests while using the hotel.
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Table 1. Schmitt’s Experience Modules[14]

Module Characteristics

Appeals to the senses, with the objective of creating
Sense |sensory experiences through sight, sound, touch, taste,
and smell

Appeals to customers’ inner feelings, with the objective of
Feel creating affective experiences that range from mildly
positive moods linked to a brand

Appeals to the intellect, with the objective of creating
Think |cognitive, problem—solving experiences that engage
customers creatively[12]

Enriches customers’ lives by targeting their physical
Act experiences, showing them alternate ways of doing things
as well as alternate lifestyles and interactions.

Appeal to the individual’'s desire for self—improvement, a
Relate |future “ideal self.”
Contains aspects of SENSE, FEEL, THINK, and ACT
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Table 2. Andaz Delhi Experience Contents Analysis

Andaz Delhi

b

s —eepr gy

Brief

—Location: Aerocity, New Delhi, Delhi, India
—Year of Open: 2016

—Number of Rooms: 401

—Note:

—The biggest Andaz hotel in the world

—Location has eclectic local culture that juxtaposes modernity with
rich culture and heritage including quaint stores, luxury malls,
local street food, chic restaurants, Indian handicraft museums
and modern art galleries.

Experience Contents

A Book, 401 Reasons to Fall in Love with Delhil17]

—A promotional piece for the Andaz Hotel opening in Delhi.
—Part city guide, part cultural resource with a fun, quirky
1 illustration of delhi and its myriad ways inside.

—Each reason in the book is connected to an original art piece
found in the 401 rooms.

—The book cover features an illustration of the Hindustan




FE|Z sdo] Ay Zel= A Jd7+ 407
Ambassador, a stalwart on the Delhi roads since the late Sense Feel Think Act Relate
1950’s. Y ® © O ©

Local spa treatment[21]

—Locally —inspired or originated —apothecary approach program
—Focuses on chakra energies, the term used in traditional
Indian therapy

—Using seasonal fruits, herbs, minerals, and essential oils with
authentic therapies to balance the body and mind of the

customers.

Experience Modules (5 point scale)

Sense Feel Think Act Relate

Experience Modules (5 point scale)

(] ©) ([ ] (J ©)

Sense Feel Think Act Relate

A Private personalized cultural activity with specially decorated

car[17]

—A taxi for a private personalized tour for the city is served for
guests staying here.

—Indian designed splattered over the brightly colored exteriors
of the car.

—Cocktail drinks are offered to the visitors after the tour at the
bar in the lobby.
And after visitors have spent a few hours, or an entire day,
touring the bustling streets of Delhi, the hotel offers cocktail
drinks at their Juniper Bar, where some 40 different types of
gin drinks can be enjoyed[18, 19].

(] ([ ] ©] (J ©

Restaurant (AnnaMaya)
—A modern European food hall inspired by flavors of India
—Places an emphasis on consciously sourced ingredients and
local artisans’ produce

Experience Modules (5 point scale)

Sense Feel Think Act Relate
[ J O O [ J O
Andaz Salon

—An Andaz Salon case hold:

Phool Proof, Indian flowers, their myths, traditions and usage
by Jhelum Biswas Bose

—Experts and participants gather at Andaz Delhi and have a
discussion and communicate[22].

Experience Modules (5 point scale)

Sense Feel Think Act Relate

[23]

[ ] © O [ ] o

Experience Modules (5 point scale)

401 art pieces
—401 different art pieces Inspired by Delhi are installed in the
guestrooms and suites

Sense Feel Think Act Relate

© © [ ] [ ] [ ]

[20,21]

‘Wooden floors in the guestrooms and suites

Sophisticated details can be found throughout the whole
interior design such as wooden floors creating a residential
comfort.

1 ==l

—

Experience Modules (5 point scale)

Sense Feel Think Act Relate

(] © ©] O ©)

Experience Modules (5 point scale)

Room Amenities
—Natural locally—inspired toiletries
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—Locally—inspired robes and slippers [24,25]

Sense Feel Think Act Relate

[ ] [ ] ©) ©) ©)

Experience Modules (5 point scale)

Sense Feel Think Act Relate
[ J O O O [ J
@73 O:2% O:efst

Table 3. Andaz Toranomon Hills Experience Contents
Analysis

Furniture and decorations

—Design inspired by Japanese gardening, the nature from it and
minimalism. The furniture includes:

—Welcom drinks are served on the smooth walnut tables in
the lounge instead of standing at a check—in counter.

—A wooden desk, a low table and a maroon leather armchair

—Walnut wood from Hokkaido is found everywhere—from the
low tables to the walls[27]

—The low bed faced the windows, not the superfluous
flat—screen TV to create calm atmosphere in guest rooms

—Long gray couch by the windows in guest rooms to
symbolize the rock of the Japanese garden

—An art tome about the Edo—era artist Katsushika Hokusai[25]

Andaz Tokyo Toranomon Hills

—A singular bonsai tree sits in the soaring lobby[25]

Experience Modules (5 point scale)

Sense Feel Think Act Relate

[ ] [ ] ©) ©) ©)

Art pieces inspired by Japanese culture

—Art pieces inspired by Japanese culture are decorating Andaz
Toranomon Hills.

—The elevators also feature washi paper artwork in the shape
of fish[26].

Brief

—Location:Toranomon, Minato—ku, Tokyo, Japan

—Year of Open: 2014

—Number of Rooms: 164

—Note:

—The property is centrally located in a quiet business district
between Shimbashi and Roppongil25].

—The building itself is located in a historic central area of the “Tiger
Gate,” one of the gates to Edo castle (now the Imperial Palace)[17].

Experience Modules (5 point scale)

Sense Feel Think Act Relate

[ ] [ ] © ©) ©)

Experience Contents

Finishing Materials

—Moss—colored carpeting inspired by Zen garden of Japanese
traditional garden culture

—White wall panels evoked traditional fusuma partitions

—A woodblock print[25]

—Shoji, the sliding doors between rooms found in traditional

Japanese homes[26]

Yin and Yang concept of AO Spa and Club

—According to Shinichiro Ogata, who designed the SPA and the
pool here, the main concept for the spa is “yin and yang.”
—This “yin and yang” concept is visualized by the stillness in the
baths and motion in the pool, the sun then the moon seen
through the windows—there are a lot of contrary forces that
become carefully balanced through Ogata’'s concept of
achieving harmony[26].

—The guest he select herbs from the table full of Japanese
apothecary and farmers market ingredients including locally
sourced fresh and dried fruit, spices and oils—many which
change alongside the seasons—to incorporate into their
personalized spa treatments, from massages to facials to body
scrubs[26].

Experience Modules (5 point scale)

Experience Modules (5 point scale)

Sense H Feel H Think ‘ Act H Relate
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Room Amenities
The mini—bar is stocked with Japanese beverages, such as Ito
En green tea and Suntory Hakushu single malt whisky [26]
5 h" b - ;
Experience Modules (5 point scale)
Sense Feel Think Act Relate
[ J © O O O
Andaz Salon
—An Andaz Salon case hold:
The artist, Tetsuya Nagata, who created the washi paper
artwork on the hotel elevators’ wall, is giving lecture and have
a discussion with the participants among.
6 #
i E |
Experience Modules (5 point scale)
Sense Feel Think Act Relate
© © [ ] [ J [ J
Restaurants
—Traditional and fusion Japanese food is served from three
different restaurants and a bar.
—private sushi dining located inside the Rooftop Bar to give the
customers private individual Japanese food experience.
7 o : : - ] ;
Experience Modules (5 point scale)
Sense Feel Think Act Relate
[ J O O [ J [ J
Bathroom
—Andaz Tokyo puts a lot of elements in the bathroom to
capture the Japanese bath culture, so there are many local
experiences just by using the bathroom [26].
—The bathroom is spacious as a reflection of Japan's dedicated
bathing culture. The bathroom and the bedroom are divided
equally between the bedroom area and the bathroom [26].
—A deep circular tub is from the traditional Japanese bath
culture.
—Sachets of bath salts is created inspired by the seasonal
“winter yuzu” scent.
8 —Traditional cotton pajamas called yukata is in every room, also
inspired by Japanese bath culture.
Experience Modules (5 point scale)
Sense Feel Think Act Relate
[ J [ J O © ©
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