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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 Audit

What behaviors did the hotel exhibit? How did those cumulative behaviors
make me feel?

» Objective, consistent measurement framework » Subjective, variable readouts
» Based upon compliance-type line items that » Based upon one’s perception of the guest
may drive the guest experience experience in relation to personal expectations
» Measures operational performance of executing » Measures the level of satisfaction and emotions
pre-defined brand standards that correlate to specific employee behaviors
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Emotional Audit Overview

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 Audit

Operational Compliance Personal Connection

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

J J J J J The employee went through

all of the motions, but it felt
/ / / f f kind of robotic. | don't have
any more affinity towards

this brand than | did before.

100% Compliance

J JI' xI xI Wow! Although that

employee didn’t really do it

by the book, she truly took
‘/r ‘/r XI XI XI the time to understand my
needs. | would definitely
return.

50% Compliance
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Emotional Audit Overview

The Framework

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

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

Assesses against general hotel practices and consultant expectations as seasoned travelers

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

— Welcoming — Personalized — Thoughtful — Engaging — Knowledgeable

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

The TOUCh — Reservations — Bell (Arrival/Departure) — Fitness Center — Restaurant
Points — Door (Arrival/Departure) — Concierge Inquiry — Navigator — Room Service
— Desk (Arrival/Departure) — Delighted to Serve — Lounge — Others, as applicable

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

The — Delighted — Cared For — Content — Surprised — Neglected — Displeased
Emotions - wowd — Pleased — Excited — Indifferent - Disappointed - Stressed
— Appreciated — Comfortable — Relieved — Hurried — Frustrated — Angered
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Emotional Audit Overview

The Process

PRE-AUDIT

1. LRA will align with the brand
Marketing/Operations/Training to
customize the audit

* Emotions

» Brand Pillars/Attributes
» Rating Questions

* Touch Points

e Overarching Branding

2. LRA will create branded mock-
ups of 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
market segment

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

AUDIT EXECUTION

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

LRA consultant will arrive on
property anonymously

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

Stays typically encompass three
days
» All of the touch points
approved by the brand

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

LRA consultant will depart the
property unannounced

POST-AUDIT

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

LRA schedules a follow-up
conference call between the GM
and corresponding LRA consultant

The LRA consultant facilitates the
conference call with the property
GM/management team, providing
additional feedback, clarification,
and relevant industry experience

LRA leverages property-level
feedback to continuously refine the
program and consultant
performance
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Emotional Audit Overview

The Reports

LRA Emational Audit
Depariment-Leve’ Report

Bl252002

Concierge Inquiry

Resulting Emotion:
The experience made me fael...

Dominant Emolion:‘ Relieved ‘

Hurried ‘

(Selected From 3 Pre-defined List)

Secondary Emotion:‘

Experience Narrative:

A1 6:45 pom., | entered the lobby and found the Concierge. Patrick, assisting two guests who were slowly perusing menus with his assistance. Whie | waited, a

manager (male, without a name tag) noticed me and approached in a helpful manner, offering assistance. | menticned that | was interested in seeing a movie

that ewening but was unfamiliar with the area. The manager was more than willing to assist, asking probing questions while guiding me to the computer

stations in the lobby. Therz, he provided me with the names of nearby theatres and access fo a box office Web site. When | determined what interested me,
offered directions and generally displayed thoughifu! assistance wihout being overbearing

| retumed to the Concierge Diesk shortly thereafier and was able to speak directly with Patrick about a bar or restaurant whene | might be able o watch an out-
of-town baseball game. Fatnck reacly suggested both @ chain and 3 iocal restaurant and then DEgEN 1o pOMNt Whers these pLEces Were cutside the hotsl
without the use of 2 map (which | needed 1o request hen | was handed the map. neither the hotel or the suggested venues wers marked for my
convenience. Addiicnally, | appreciated the fact that Patrick presented the menu book opened at the my restaurant's page but was put off by the fact that he
simuitaneously took away my map, forcing me to request ancther. Patrick was pleasant and thanked me in parting.

Afthough the lobby seemed 1o be at 3 busy period at the time and despite the manager's earlfer attempt to divert some of the conciergs traffic, the whole
expenence left 3 unnecessariy rushed impression on me. Ultmately, | felt that | was not really being Navigated to the local restaurant {other than it was close
by and convenient to my request). Thus the opportunity to feel a sense of individual exploration and inside knowledge went unfuffilled.

Enhancers:

Enhancer 1; The kobby manager was very enthusiastic and observant of guests in need of assistance.

Enhancer 2: The menu io the recommended resiaurant was quickly accessed and pressnied.
Detractors:
Detractor 1: The map that | reguested was not marked for convenience and was then retracted.

Ambassador Attributes:

To what extent was the ambassador during the experience?

Welcoming 3 |
Personal ized| 3 |
Thou ghtful| 3 :;1[3'9?5; :::‘:::lr:slo:al mowies was met with the proper level of attenton and
Knowledgeable 4 Eﬂii‘:einm:ifcrs were guick with answers and proactively offersd
Engagi ng| 3 |
(5 point scale)

Guest Perception:

Overall, how satisfied were you with this particular | 3 |;f Eﬂe'ﬂe:v Eis_iaft Séed
experience? = Exremely Satisfie

1 = Wil Below 4-5iar Expectztions.

To what extent did this encounter embody your four-star ‘ 3 £ = Greaty Exceeds 4-Sta Expeciatons

hotel service expectations?

In what way did environmental factors (e.g., lighting, ‘ 4 it e
= Extremely Positve uence

1= Extramely Megative Influsnce
music, background noise) influence your experience?

(3 pont scale)

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

-

f
Enhancers/Detractors:
Unexpected occurrences that
impacted the experience in a

/
|

very positive or negative way

\

[Employee Attributes:
A measurement (1-5 scale) of how well
an employee embodied the brand’s

core values during the encounter

s

Guest Perception:
A measurement (1-5 scale) of
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Emotional Audit Overview

The Reports (cont.)

Lk Emotional Audit
Progery-Level Fegsn
W0

Executive Summary:
The evalustion of the

winit an e was  sold amount of activly in e lobby durieg

featured wrany catchng Sesgn Sments I the Sublc Bpaies and cubitts | appreciated some of Te ahamical Setais a8 well which ceovided 2 sense o Calance. buch a8 T 1 h” Bowl cantanen brand.
ramed candes ol the front Sesk. The roorts lokowsd what fe® B2 # & reguondl coiar schert of whie and biue and wive very nlie y Bpedwriad 10 create a comPortable envrcrmant whas the cnnled colateral
comeeyed the Fveme visibie sisewhere in the Rotel The senvice levens were Jenseily very Sepanized and in most i ses deliversd & personabie, enJaged expanente whie perizeming ™ tnsks
82 hand in an undsnimed, NOfESSONS Marner  Pareulnny MEMonDe Wi the Kungs and reamumn enccunten whann | faund 'V'ru'l‘ﬂ & wory natuenl nelaend S8 nd My ARMERAENY tha sansory
elements such as the sublme music playlat, ightng and ameork. &1 1oid, | 48 that there wan & pananaity and aporecation for the guest experence that was conveyed very effectively during my visit
alowirg me 30 reflect n 3 very poative manner,

Navigator Summary:

Thene were 5ome very rece examoles of the NaVIGINr CONCEON Mal werE COSErved and cid CTEaie & COULVE, MEMOMiie MprEssion. MosT notmbie, OUTng he lUNge Exenente, T CONENCET lBam ware
informed and wers truly interasted in sharing ot anly sam m inchuded), bul 450 some less valle satabisbesnts and even itee such as e
feracnally tats of the barsla and cortam rtorm: arvbinues this o g guiancs b eo gh an sead pesser and
TECAMmande Baecs 1000 Rema and wine (hasies e rgwiedge and contde he Concarge was & More S0vioul piaie 1 & Navgater imaresson, m i Seivered Mriugh smat and mmedats
Aeawers Bl wil 84 Sven Manbineg who 13 a8k 10 &8 & Sertain bar 10 credle & connecton. The ont S8k AMEABSA0N SvEN Made bult 13 Mantan Tal the room | wiks recHiving will 6ne of haf ivorile Vel
ard that | had been aken care of L1 o thess examples and ofhers Bdced Ul 10 Something dacermabie and mamorslie, Ereatng B DEFIORMRY 13 the hatel B3 B who'e.

Property Reports:

An executive summary of consultant
narratives and ratings, displayed
both graphically and numerically

Overall Impression:
Based upon your cumidalive expenence, fo what Based upon your Civmih expenence, whal is Ihe
extent did you establiish a personal connection warh 4 00 You would recaommend [his halel to a frend 5
the Dbrand? or coleague? —
= o scee)
Graphical Results:

Ambassador Aftribites

Lk, Emoticnal Audit
ProgeryLevel Regent

An emotional “heat map” of the

Néglacted

Frusttated

Displeased

Ambassador Aunibutes: Touch Point Average ] Touch Point Satistaction Avera o e [ ———
— jonatoed Enoniedgeabls Ergagig Svieincion Siokadmant Fatews
R 73 s 00 L 29 a0
2 1 2 2 1 3
Thaughtful 5 5 7 H 3 M
Knowledgeable 4 I 5 4 4 5
Engaging 3 3 2 2 2 3
106 200 300 400 s & 4 s 2 A
“ > ’ a.47 2 NIA 3 4 3 3
a ) 3 4 4 3
TRV uTer T 2 A 3 4 3 WA
Bell Departure Conlent 4 2 2 4 4 3 3
Front Desk Departure Hurmied 1 2 A 2 2 1 3
Frond Door Departune Cared For 4 2 MIA, 3 4 4 5 LRA Emotional Audit
FsB ars 350 250 aTs aTs 350 487 PrEpery CEvELRep
Loungs Expenence wow'a 5 4 [ 4 5 5 5 [ <DATE>
Restaurant Dinner Apprecited | 5 4 5 3 3 3 5
Room Service Breaklast Content 3 2 4 2 3 3 2 A
F&8 - General Disappointed 3 3 2 3 2 2 2 4 LRA Guest Experience Map
Averag A0 33 40 35 20 247 : ' ! i ' p
15 et scale) ' i ' i b
i Comtdnable : 1 1
Cantedt Corbrortable Pleased { |
-3 b f I i i ] 4
& ' ! H H b | i
il ' | i 1 i | b
= ' I H i H i !
=8 ! ! i 1 i Indifférent |
% : Content Indifterant |
o ' |
. £ ' 1
Experience Map: 3 * *
. 2 ] Disappointed ]

cumulative guest stay, measuring
satisfaction/sentiment over time
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Emotional Audit Overview

The Benefits

v ldentifies tangible correlations between employee behaviors and resulting guest
perception

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

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

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

v’ Shifts away from tactical QA standards to the bigger picture, allowing for
Increased consistency and flexibility in data collection/reporting
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Emotional Audit Overview

Experience LRA...

Remember, your guests don’t make up stories
about their experiences with your brand...

YOU do. They simply retell them.

What'’s your story?



For questions regarding this presentation please contact:

Zach Conen
Vice President of Sales & Marketing
Ph: +1.215.449.0304

e-mail: zach.conen@LRAworldwide.com
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