
Emotional Audit Overview



The Concept
In 2007, LRA began to measure the emotional impact of the service encounters between a hotel and its guests.  Although the initiative is 
constantly evolving based upon  our clients’ needs and recommendations, there appears to be the potential to capture meaningful insight 
that may not be uncovered by a traditional QA evaluation.

Typical QA Evaluation Emotional AuditTypical QA Evaluation Emotional Audit

What behaviors did the hotel 
exhibit?

How did those cumulative 
behaviors make me feel?

• Objective, consistent measurement framework

• Based upon compliance-type line items that may 
d i th t i

• Subjective, variable readouts 

• Based upon one’s perception of the guest 
i i l ti t l t tidrive the guest experience

• Measures operational performance of executing 
pre-defined brand standards

experience in relation to personal expectations

• Measures the level of satisfaction and emotions 
that correlate to specific employee behaviors
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The Rationale
The Emotional Audit captures a different set of data points than a typical QA Evaluation.  A high QA score does not necessarily translate 
into guest satisfaction and—conversely—a low QA score does not necessarily translate into guest dissatisfaction.

Typical QA Evaluation Emotional Audityp

Operational Compliance Personal Connection

What’s Going Into the Experience? What’s the End Result?

The employee went through 
all of the motions, but it felt 
kind of robotic.  I don’t have 
any more affinity towards this

100% Compliance
any more affinity towards this 
brand than I did before.

Wow! Although that

50% Compliance

Wow!  Although that 
employee didn’t really do it by 
the book, she truly took the 
time to understand my needs.  
I would definitely return.  
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The Framework

The Guest Veteran hotel consultants who are well-traveled in the brand’s market segment and knowledgeable of 
brand’s core values (not typical QA standards)

Based upon LRA’s industry research and experience, LRA crafted the following framework tailored to meet the brand DNA and 
supplementary needs.

brand s core values (not typical QA standards)

Assesses against general hotel practices and consultant expectations as seasoned travelers

Measures employee embodiment of the brand, using attributes defined by the brand:
The 

“Standards” p y g y

Unannounced visit, representative of a typical luxury hotel stay (typically 2 nights):

“Standards”

Th T h

– Welcoming – Personalized – Thoughtful – Engaging – Knowledgeable

– Reservations
– Door (Arrival/Departure)
– Desk (Arrival/Departure)

– Fitness Center
– Guest Request
– Lounge

The Touch 
Points

– Bell (Arrival/Departure)
– Concierge Inquiry
– Hotel Operator

– Restaurant
– Room Service
– Others, as applicable

The 
Emotions

A  brand-approved list from which the consultant can select dominant /secondary emotions

– Delighted
– WOW’d
– Appreciated

– Cared For
– Pleased
– Comfortable

– Content
– Excited
– Relieved

– Neglected
– Disappointed
– Frustrated

– Displeased
– Stressed
– Angered

– Surprised
– Indifferent
– Hurried
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The Process

PRE-AUDIT AUDIT EXECUTION POST-AUDIT

1 LRA will align with the brand 1 LRA Logistics will coordinate 1 LRA will finalize proof and edit the1. LRA will align with the brand 
Marketing/Operations/Training to 
customize the audit

• Emotions

• Brand Pillars/Attributes

• Rating Questions

1. LRA Logistics will coordinate 
scheduling and travel for the LRA 
consultant brand team to minimize 
travel costs

2. LRA consultant will arrive on 
property anonymously

1. LRA will finalize, proof, and edit the 
Emotional Audit report (pdf), emailing 
it to the property General Manager 
within 5 business days

2. LRA schedules a follow-up 
conference call between the GM and• Rating Questions

• Touch Points

• Overarching Branding

2. LRA will create branded mock-ups 
of the Emotional Audit framework

property anonymously

3. LRA consultant will experience the 
hotel stay as a typical guest, 
recording his/her observations and 
resulting impressions

conference call between the GM and 
corresponding LRA consultant

3. The LRA consultant facilitates the 
conference call with the property 
GM/management team, providing 
additional feedback clarification andof the Emotional Audit framework 

for brand approval

3. LRA will select a full-time, 
consultant brand team that is well-
traveled in the brand’s target 

k t t

4. Stays typically encompass three 
days

• All of the touch points approved 
by the brand

A th t th t

additional feedback, clarification, and 
relevant industry experience

4. LRA leverages property-level 
feedback to continuously refine the 
program and consultant performance

market segment 

4. LRA and the brand will train the 
consultants on the brand’s 
attributes and emotions

• Any other encounters that 
happen to occur outside of the 
predetermined scope 

5. LRA consultant will depart the 
property unannounced
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The Reports
Resulting Emotion:
The outcome of the touch 
point experience – what the 
guest walked away feeling

Experience Narrative:
Supporting detail that recaps the 
experience in chronological order 
from an emotional point of view

Enhancers/Detractors:
Unexpected occurrences that 
impacted the experience in a 
very positive or negative wayy p g y

Employee Attributes:
A measurement (1-5 scale) of how well 
an employee embodied the brand’s core 
values during the encountervalues during the encounter

Guest Perception:
A measurement (1-5 scale) of  the 
guest’s resulting  impression, 
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The Reports (cont.)

Property Reports:
An executive summary of consultant 
narratives and ratings, displayed  both 
graphically and numericallyg p y y

Experience Map:
An emotional “heat map” of the 
cumulative guest stay, measuring 
satisfaction/sentiment over time
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The Benefits
Identifies tangible correlations between employee behaviors and resulting guest 
perception

Provides realistic scenarios and outcomes that can be used for training and 
role playing

Reinforces the brand’s core values at every touch point, measuring the “on-
brand” service delivery for a particular employee/experience

Captures a pulse of the guest’s emotional connection with a specific employee 
and the brand as a whole

Shifts away from tactical QA standards to the bigger picture, allowing for 
increased consistency and flexibility in data collection/reporting
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For questions regarding this presentation please contact:

Zach Conen
Senior Vice President of Sales and Marketing
LRA Worldwide, Inc.
Ph: +1.215.449.0304
E-mail: zach.conen@lraworldwide.com
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