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Chapter 1 

Introduction 

 

Company Overview  

  Marriott Hotel is one of the most well-known hotel, lodging, and hospitality brand 

names throughout the world. Currently located in over 72 countries world-wide, Marriott has 

nearly 3,700 lodging facilities in operation today (Marriott.com). JW Marriott Bangkok is one of 

the properties of Marriott hotel chain which we can call Marriott International. Marriott offers the 

broadest and most diverse portfolio in the lodging industry. (Global Data, Marriot.com) 

  JW Marriott Hotel Bangkok, situated on the fashionable Sukhumvit Road offers its 

guests a fantastic central location. Perfect for business or leisure, our award-winning 5-star 

Bangkok hotel is close to business and entertainment centers, embassies, the convention centre, 

shopping districts and the SkyTrain. Choose the award-winning Marriott Café for exceptional 

buffets, teppanyaki and sake at Nami, sushi at the award-winning Tsu, fresh bakeries at our 

famous Bangkok Baking Company or a steak at NY Steakhouse. When planning a wedding or 

conference, there's no better choice. We can accommodate up to 600 guests and our event 

planners and catering staff make events memorable. 
 

The Concept   

Value: JW Marriott Bangkok is managing under the Marriott international brand. All of the 

properties under Marriott international pride themselves on maximizing the experience of their 
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customers, and providing world-class services at all of their lodging locations, and they do this 

through five core values: Put people first: take care of associates and they will take care of the 

customers; Pursue excellence: dedication to the customer through service excellence; Embrace 

change: success is never final; Act with integrity: how we do business is as important as the 

business we do; Serve our world: our “spirit to serve” makes our culture more vibrant our 

business stronger and the world a better place. 

Vision: JW Marriott’s vision statement as follow: “To be the No.1 hospitality company in the 

world” (same as Marriott International). 

Mission: JW Marriott’s mission statement reads as follows: “We are committed to being the best 

lodging and food service company in the world, by treating employees in ways that create 

extraordinary customer service and shareholder value” (same as Marriott International). 

Goal: Marriott has three primary goals or strategic objectives that they focus on when making 

operational decisions: Solidify Product and Service Leadership; Drive Profit; Optimize Growth  

 

Location 

  JW Marriott Hotel Bangkok is located 32 km from Suvarnabhumi International Airport 

with direct access to the expressway, and two minutes’ walking distance from the BTS Skytrain 

Ploenchit and Nana stations. 
 

Service/ Product 

Accommodation： 

  JW Marriott provided 441 deluxe guest rooms which have 3 different types of room 
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Deluxe Rooms: is a contemporary classic style - with clever use of lighting and elegant furniture 

in order to make sure that every guest will feel comfortable and relax throughout their stay. All 

rooms include rich wood wall paneling features, new furnishings and Marriott’s new bedding 

package and the addition of rain showers in every bathroom. 

  Executive Level Rooms: located on the 16th- 24th floors, offer special benefits and 

amenities for guests which can access to newly renovated Executive Lounge with 

510-square-meter area on the 16th floor is set with a classy interior design that is dedicated to 

accommodate guests who enjoy a unique lifestyle with superior services and amenities. 

  One Bedroom Suites: offer facilities and services that embody Marriott quality, with 

clever use of lighting and elegant furniture in order to make sure that every guest will feel 

comfortable and relax throughout their stay 

Executive Lounge: 

  Take in the vast city scape views of central Bangkok and experience the exclusive 

benefits of the Executive Lounge. Located on the 16th floor and open daily from 6:00 am until 

midnight, you can enjoy the following complimentary services & amenities. 

Restaurant & Bar: 

  JW Marriott Bangkok offers guests as well as local residents a vast array of dining 

options, there are 10 Restaurants including Bars which ready to serve guests. 
 

Marriott Café – Lobby Level (192 Seats, 1 private room) 

  Marriott Café features a very unique concept in casual dining; elaborate breakfast, lunch 
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and dinner buffets; as well as superb a la carte specialties.  Our Grand Buffets are the talk of 

the town, with an extensive variety of culinary offerings and masterful presentations.  

Operating Hours: A La Carte Menu 05.30 – 23.00 hrs; Breakfast Buffet 05.30 – 10.30 hrs; Lunch 

Buffet 11.30 – 14.30 hrs; Saturday – Sunday Brunch Buffet 11.30 – 15.00 hrs; Dinner Buffet 

18.00 – 22.30 hrs 

Man Ho Chinese Restaurant – 2nd Floor (142 seats, 7 private rooms) 

  Man Ho features the finest Cantonese and Szechwan specialties, prepared under the 

close supervision of our Chef James Ng.  Seafood and vegetable items are on the menu daily, 

with emphasis on freshness. The lunch menu also includes varieties of Dim Sum.  The 

restaurant has seven private dining rooms, each with its own lounge area. 

Operating Hours: Lunch11.30 – 14.30 hrs; Dinner18.00 – 22.30 hrs 

Bangkok Baking Company – Lobby level (65 Seats) 

  Bangkok Baking Company can provide you with a sweet something for a special 

someone. Our Pastry Chef can create a “designer cake” just for you. Freshly baked breads daily, 

an assortment of cakes, pies, rolls, and pastries are available.  Our sandwiches are the perfect 

answer to the busy executive on the eat-and-run or enjoy while dining on our outdoor terrace. 

Operating Hours: 6.00 – 23.00 hrs 

New York Steakhouse – 2nd Floor (80 seats including 2 private rooms) 

  New York Steakhouse represents the best of the great American Steakhouses.  Open 

daily for dinner serving American and Australian beef well aged to perfection, cooked just the 

way you like it. Fresh seafood also complements a wide selection of traditional classics. The 
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ambience of the restaurant is a blend between modern and authentic steakhouse decor.   

Operating Hours: Dinner  18.00 – 23.00 hrs 

Tsu and Nami Japanese Restaurant, Lower Lobby Level (220 Seats) 

  There are two exciting restaurants combined into one great venue. The restaurants are 

complimented with the subtle touches of contemporary design and drama lighting.  And 

between the two, a Sake Bar and a Sushi Bar Counter await to tantalize your taste buds with 

imported sashimi and a variety of rare sakes.  Two distinctly differentiating restaurants 

combined into one swirling culinary experience. 

Tsu - Traditional Japanese, simply classical, simply Japanese the art of traditional Japanese 

cuisine (110 Seats included 4 private rooms) 

Operating Hours: Lunch11.30 – 14.30 hrs; Dinner18.00 – 22.30 hrs 

Nami - Teppanyaki, cool food on a hot plate – Tsunami seafood platter and Australian Wagyu 

beef cuts cooked to perfection. (82 Seats included 2 private rooms) 

Operating Hours: Lunch11.30 – 14.30 hrs; Dinner18.00 – 22.30 hrs 

Sushi Bar located in the Tsu section, Sushi Bar with high top tables where to enjoy a pre 

luncheon or dinner drink and snack on sushi. (8 Seats) 

Operating Hours: Lunch11.30 – 14.30 hrs; Dinner18.00 – 22.30 hrs 

Sake Bar and Lounge, to enjoy sake, warm or cold where to find a superb selection of some of the 

finest sake. (20 Seats) 

Operating Hours: Lunch 11.30 – 14.30 hrs; Dinner17.00 – 24.00 hrs 

 

Tsu Traditional Japanese 

Restaurant 
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Lobby Lounge/Bar, Lobby level (60 seats) 

  Lobby Lounge/Bar situated in the main lobby is the idea for daytime or an evening 

rendezvous, relaxation, or peoples watching.  Featuring classic cocktails, tasty snacks and 

soothing live music. 

Operating Hours:  08.00 – 01.00 hrs 
  

JW’S HEALTH CLUB & SPA  

  Revive yourself and get back into a healthy routine at one of the largest fitness centers 

of any Bangkok hotel. The professionally trained associates at JW’s Health Club & Spa complete 

the experience in your own personal treatment room with a variety of indulgences to rejuvenate 

the skin and overall appearance. 
 

Conference & Banqueting Facilities 

  Meetings and incentive programs at the JW Marriott Bangkok push the envelope of 

world class functions and luxury of meeting and banquet space total more than 1,396 square 

meters. Our state-of-the-art meeting facilities include the latest in audio visual technology; 

wireless Internet is available in each of our meeting rooms. We offer a wide range of coffee 

breaks to the full production of themed events. Main meeting space includes ballroom which is 

divisible into three sections plus a glass wall area, seven meeting rooms and a boardroom. The 

ballroom can accommodate up to 600 guests for banquets and classroom style meetings for 350 

guests. 

Exclusive Elements – Meeting at Manhattan Studio 

Top: Executive Lounge 

Middle: Executive Lounge 

Above: Meeting room 
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Manhattan studio is one of the function rooms for customers host their meeting or event. This is 

the new product of the hotel. Hotel provides the new exclusive space for exclusive executive and 

lifestyle meetings, the Manhattan Studio features cutting edge technology in a premium setting. 

Dedicated chefs and a private butler enhance a private island kitchen assuring superior coffee 

breaks, breakout sessions and business lunches. From business leader meetings of 20 persons to 

elite product launches, exclusive art shows and the like, it’s where the elite come to meet. The 

service include: 

• Personalized welcome coffee break  

• A private chef and butler to accommodate special preferences 

• Superior morning and/or afternoon coffee breaks (dependent on whether full or half day 

package)  

• Signature lunch at a leading restaurant: 

- Marriott Café (International Buffet)  

- Nami (Japanese Teppanyaki Steakhouse)  

- Man Ho (Chinese Restaurant) 

• Perfect presentation technology (including an LCD projector with screen, microphone and AV 

equipment) 
 

Wedding  

  JW Marriott Hotel Bangkok provides the wedding venues in Bangkok feature more than 

15,000 sq ft of flexible event space. The wedding planner services focus on serving you so your 
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big day is worry-free. The wedding venues & ballrooms feature the latest audio and video 

equipment. Hotel offers the complete package, including a wedding planner, catering & elegant 

venues.  
 

Meeting 

The conference space in Bangkok features more than 15,000 square feet of flexible meeting space. 

The 15 rooms at meeting space are ideal for groups of any size. The event space offers high-tech 

audiovisual equipment perfect for business meetings in Bangkok. The meeting venues feature a 

convenient full-service business center and Executive Lounge. The professional catering teams 

offer fabulous customizable menus for business meetings. On-site restaurants cater to those who 

require private dining rooms for lunch or dinner meetings.  
 

Target Group 

- American enterprise  

- Corporate Account 

- Embassies 

- Business and leisure group 
 

SWOT Analysis  

Strengths 

Hotel’s Reputation: The hotel has a long reputation with the American enterprise and the 

reputation of the Thai way of Standard of Service.  
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Awards Acquired: The Hotel has acquired many awards and certificates and the hotel applies the 

rewards they get as an advertising tool.  

Location: The hotel is located in the centre of Bangkok and in its Central Business District. The 

transportation is convenience to the guests who come directly from the airport because there is an 

airport link train which transferring person from BTS Phayathai Station to the Suwanabhumi 

Airport.  

Employees: The hotel has efficient employee to serve the customers. The Hotel has acquired 

many guest satisfaction awards, it is show that all employees in the hotel are well trained and be 

aware of the important of service quality. As for this issue, HR department was the one who 

motivates everyone in the hotel to be more active and achieve the goal together. The 

announcement that they paste are so useful for every department such as the percentage of Guest 

satisfaction, ADR of this week, Staff of the month and the Marriott standard which everyone in 

the hotel should keep in their mind etc.  

Technology: The hotel has an opportunity to gain more revenue. The hotel is the 4th place if the 

market shares in the area. The data derived from STR global web site. The website contains 

information about production of the hotel in the area. 

Location near the Arab zone in Bangkok: The hotel has the opportunity to serve the new target 

market. The target market is the Middle East market. People from this area have high buying 

power, the hotel have a great opportunity to provide highest satisfaction to this group of people.  

Weakness 

Distance between the hotel and BTS station: Even though the hotel is located near the BTS 
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station but the guests still need to walk for minutes while the other competitors located right in 

front of the BTS station. The hotel might lose its customers to its competitors just because of a 

few meters distance between the hotel and the BTS station.  

Function Room: Since JW open until now, there are around 10 years. The function room haven’t 

renovate yet. Therefore, the style of the room is not that good and looks old. And the main 

building looks old as well. 

Opportunities  

Good policy for tourism industry: Tourism authority of Thailand promoting tourism Thailand is 

very good. 

ASEAN: ASEAN is Economic Community and various free trade agreements between 10 ASEAN 

countries. This is a big opportunity to attract the business tourists come to the hotel. 

Threats 

Competitors in the area: There are 4 hotels in the competition set which are Grand Hyatt Erawan, 

Sheraton Grand Sukhumvite, Intercontinental and The Westin. JW Marriott is the 4th of the 

competition set. The other hotel might have better location. The hotel must come up with the 

strategy to coup with the competitor. 

Cost of the raw material: As the oil price has increased and the other raw material stating to 

increase. The hotel has to face the higher cost of food and other supplies. The gross profit of the 

hotel might be decreased. 

Political instability: e.g. demonstration  
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Porter’s 5 Forces: 

Bargaining Power of Consumers  

  High. In the Sukhumvit area there are lots of hotel competitors. Customer love the price 

sensitive and they have many choices. Another reason as the increased usage of internet discount 

travel sites has reduce brand loyalty and increased the ability of the consumer to control their 

price point  

Bargaining Power of Suppliers  

  Low. JW Marriott Bangkok is under Marriott International; Marriott chain always pays 

attention in any terms of agreement. Also, Marriott requires a certain level of supplier standards, 

its regards to who they select as a supplier of their offered must have a good quality.  

Threat of New Entrants                                      

  Low. JW Marriott is under one of the biggest international hotel chain. Therefore , JW   

have large economic scale and have more advantage with switching cost, capital requirement. 

  

Threat of Substitute Products  

  High. Level of substitute product in the area hotel located is high. Because this area is 

the business center and shopping center, there are many new hotel established in this area. People 

have more choices so the level of substitute products are high for hotel. 

Competitive Rivalry  

  High. Numerous different hotels located around of this area (Sukhumvit) and the hotels 

across all different target market.  
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People have different need so they have many choices to get what they need and what they want. 

Also, in this area there are lots of 5 stars hotel with full facilities and good service. 

Conclude 

  As we know JW Marriott hotel Bangkok is located at the business center of Bangkok, 

the Sukhumvit area. JW Marriott hotel has a long reputation, standard of service, good food and 

the full of the facility. As for these point it are very strong issue for the hotel. But In this area also 

lots of hotels; Sheraton Sukhumvit, Westin; Hyatt and intercontinental are the competitors of JW 

Marriott. And there are many new hotel established this time. As the introduction of the hotel, we 

can know the standard of the service. But for the function room is looks old and not modern as 

the competitors and the new established hotel as Marriott Sukhunmvit, St. Regis, etc. 

  When I see compare of the price of package (meeting, event and wedding) is lower than 

the competitors. The new function room “Manhattan Studio and Bar” in the JW, the package 

price is higher than other function room. In the middle of year 2014 JW Marriott will renovate the 

ballroom. And when I did the function room presentation I saw the layout how to set up the room, 

the color of wedding, the light and the décor/style of the function room. I guess the physical 

surrounding have a impact on the function room image, its might have positive relationship with 

the service quality and both of the image and service quality can impact the purchase decision. So 

I am interested in the physical environment have the effect on function room image and the effect 

of the function room image and the purchase decision. And this might have the benefit for hotel 

when the renovate the hotel or help them to improve the whole surrounding function room image. 

And might have the positive effect on the purchase decision.  
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So a suitable layout, good décor/style, suitable lighting and the good color is important for the 

function room.  

As above information the objective of this paper: 

1; To identify the physical environment has a effect on function room 

2; To identify what is the most important physical environment elements effect on function room 

image 

3; Examine function room image have a positive influence on purchase decision 

  From the upper information, the next chapter will provide the information of literature 

review of each factor which effect on function room image; and the effect of the function room on 

purchase decision. Also provide the research model of this study.  
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Chapter 2 

Literature review 

 

Physical environment  

  The increased number of hotels for consumers has fostered heightened competition 

establishments. Today, good service, good food and full of facilities may not be enough to attract 

consumer come to the hotel to host their meeting, event or wedding. Consumers seek for a good 

place with good physical environment to host their meeting, event or wedding. Hotel provide 

consumer the service always the intangible one, so physical environment can be use as a 

particular tangible tool to add the image of the function room, consumer satisfaction and effect 

the consumer behaviors (purchase).  

  In one hotel service is the intangible processes and we can not see, so we need to use 

the tangible surrounding elements to describe the capabilities of the hotel, as Biter.J (1990) 

concluded that expect the essentially intangible of service, customer are more use the tangible 

cues to determine the place firm. (Biter.J site in Shostack 1977). Kotler(1973-1974) said that the 

physical environment of the place have more effect than product itself. Because today, consumers 

want to get a exotic experience when they are stay at a place. 

  Kotler (1973-1974) said that the atmosphere (physical environment) is designed to give 

the buyer the feeling of being rich, important, special. Grayson and McNeill (2009) suggested 

atmosphere objectives are well aligned with what a consumer values about that environment and 

focus on creating interest and arousal in their setting, as well as influencing purchasing, with the 
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intention of manipulating atmospheric variables to keep consumers in their establishment longer.   

  What is physical environment? Kotler (1973-1974) said that physical environment 

always describe the quality of the place surrounding and also can describe the sensory from the 

surrounding. He also said that physical environment can be defined as the cue that effect the 

emotion of customer when the buyer enhance purchase probability. 

  Grayson and McNeill (2009) said that physical environment can be considered as one 

of the most important aspects to consider when managing business objectives and customer 

expectations. Some researcher found that the physical environment/ atmospheric effect emotion 

of consumers, their feeling and create their mood. Liu and Namkung (2011) pointed out that 

physical environment can lead the positive emotions.  

  Grayson and McNeill (2009) pointed out atmosphere that engenders a certain set of 

emotions and feelings for one consumer can have a completely different effect for another in 

same environment. Studies of atmospherics generally tend to examine the effect of single 

variables, and are often set in a retail environment where the primary purpose for the customer is 

to consume a good or service.  

  Bitner(1990) said that the physical environment can communicate with and satisfy their 

customers.  

  Bitner(1992) concluded that the physical environment can create the image of the 

business, such as hotel, office retail store. It means the physical environment may also create the 

image of the function room.  
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  Indicated that physical environment such as noises, sizes, shapes, scents and colors 

could help create attention, convey messages, and create feelings that might increase purchase 

probability. Elements of the physical environment have the strong potential to elicit, emotional 

reactions. Some study divide physical environments elements by many part, the study of 

Milotic.D said that  the product designer make choices regarding the elements as shape, scale, 

tempo, proportion, material, colors, reflectiveness, ornamentation, and texture. This study 

separated the elements such as layout/equipment setting, design/décor, color or lighting. The 

elements are very important to the function room where have to host the meeting, event or 

wedding.  

  These are 4 parts of physical environment elements which effect on meeting, event or 

wedding function room: 

- Lighting 

- Layout/Equipment setting  

- Décor/Design 

- Color 
 

Physical environment elements 

  Physical environment elements can be divided into 4 parts as below are lighting, 

layout/equipment setting, décor/design and color. The following literature review of these 

physical environment elements is explained and described their influence on function room. 

Smith and David (1996) environment elements pervade a store by stating that the store is a bundle 
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of elements, messages and suggestions which communicate to the consumers.  

Lighting 

  Lighting is one of the important atmospheric factor. Mehrabian and Russell (1974) 

proposed people tend to be drawn to light sources. The contrast of a bright area with that of a 

darker area, sometimes referred to as glare, to be unpleasant. Mehrabian and Russell (1974) found 

that demonstrate people’s tendency to be drawn to light sources.  

  Lighting is one of the important physical environment factors which can effect on the 

function room image. Different lighting can build up different feeling. Sharma and Stafford, 

(2000) said that soft lighting always use with a higher quality environment. Heide and Grønhaug, 

(2006) said that bright light can provide a liveliness and sociability physical environment but dim 

light will increases the relax feeling. Slåtten, Mehmetoglu, Svensson, Sværi, (2009) said that 

lighting can put more texture, charm, and beauty to a building or a landscape. Effective lighting 

attracts attention and creates an impression of the atmosphere inside. 

  Grayson and McNeill suggested (2009) found that in traditional retail settings, bright 

lighting can create approach behavior. The soft, dim lighting can attractive customer to the bar. 

Turley.L.W and Millian (2000) conclude that lighting is the factor can influent the store image.  

  Obviously, people can not stay without of light. If people without light the world will 

be changing like black. Not only bar need light, the function room for host meeting, event or 

wedding also need to use the right way to open the light, soft, dark or bright. Kloter (1974) said 

that the soft lighting makes the motel look somewhat lifeless, and the suggest the bright, busy and 

cheerful place light.  

   ส
ำนกัหอ

สมุดกลาง



18 
 

Based on above literature review, the hypothesis is below. 
 

H1a. Physical environment such as lighting has significant effect on function room image 

Layout/Equipment setting  

  Bitner (1992) said that layout accessibility refers to the way in which furnishings and 

equipment, service areas, and passageways are arranged, and the spatial relationships among 

these elements. Some architectural design books define that the layout is including the size of the 

hotel, grade or standard, how many people join the place, tour and convention bookings, length of 

stay, and seasonality. Baker and Grewal (1994) suggested that the manager can setup the layout to 

improve the environment. 

  Bitner (1992) suggested that changes in the equipment and facility can encourage 

particular forms of interactions between and among customers. This study also point out that the 

floor plan, layout of equipment, and equipment design have a impact on user and help them to 

achieve the service goals. 

  Bitner (1992) suggested that changes in the layout of the facility can be made to speed 

the flow of transactions, encourage particular forms of interactions between and among customers. 

This study also point out that the floor plan, layout of equipment, and equipment design can have 

major impact on ability of users to complete their tasks and achieve their service goal. 

  Wakefield, and Blodgett, (1996) said that a suitable layout will provide for easy of entry 

and exit in the function room, and will make the service areas such as concessions, restrooms, and 

souvenir stands more easier access. A good layout may also effect on the pleasure needs. Layout 
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accessibility is critical in leisure services of the type studied because ease of entry and exit may 

dictate the extent to which customers are able to experience and enjoy the primary service 

offering. Seating comfort to be important for other leisure services wherein customers remain in 

the same seat for extended time periods of time (e.g. concert and opera halls, movie theaters, etc.). 

  Baker (1987), Bitner (1992), Wakefield and Blodgett(1994, 1996, 1999) Furnishings 

are an important part of the physical environment, very little research has been done that focuses 

specifically on this one element. However, it is included in all of the atmospheric and 

servicescape models. Good Seating can include in the furnishing. When choose furnishing not 

only the figure also need to choose the comfortable seating. 
 

H1b. Physical environment such as layout has significant effect on function room image 

Décor/Design 

  Interior design describes a group of various yet related projects that involve turning an 

interior space into an effective setting for the range of human activities that are to take place there. 

Design is one elements of physical environment and it has the effect on the function room image. 

Design describes the future of the room and it related to the of how to décor your entire space to 

fit the room. Kotler(1973) said that the whole surrounding design of space can create certain 

effect on buyers. Accordingly, one can label design as an attention-creating medium. 

  Wakefield and Blodgett, (1996) pointed out that design such as ornamental signs, 

banners, pictures, and other fixtures, may affect on the quality of the place. The appearance of the 

facility can affect on the first impression of the customers. Architectural design would be a major 
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decision. It is well known that physical design is able to attract customers’ attention. Like Disney 

parks the fantastic designs of the buildings. Hard Rock Café authentic rock-and-roll memorabilia. 

Jaksa Jack Kivela, (1997) concluded that the growth of theme or physical environment design of 

places, where consumers are seeking exclusive physical environment, rather than simply a good 

service, meal. This replication of theme has a very strong attraction to customers, who are 

searching for expectations and experience in transforming design. 

  The facility aesthetics can encourage customer. Ballantine, Jack, Parsons, (2010) the 

features design can be used to encourage the consumer into approaching and engaging with 

products. A curved design was used on both the floor and ceiling to promote flow through the 

environment. Mehrabian and Russell (1974) conclude that design can provoke customer to stay at 

the place or to leave. 

  Slåtten, Mehmetoglu, Svensson, Sværi, (2009) pointed out physical design is able to 

evoke people’s feelings. Design was the most important construct linked to the outcome of 

customers’ experiences. The construct of Design referred to the physical and observable elements 

that customers experienced during a visit. Design directly affects customers’ feeling of joy. 

Design indirectly affected customer loyalty. Design is a crucial construct in relation to both 

customers’ feelings of joy and customer loyalty. 

  Bitner (1990, 1992) discovers in a study of service failures with travel agencies that the 

appearance of the physical surroundings is positively related to service-encounter evaluations and 

customer-loyalty behavior and its also show that the décor affected customer attributions. Design 

is apt to influence customers’ attitudes towards service providers in all service settings. 
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Environmental design has an impact on service satisfaction (Andrus, 1986). 

  Wakefield and Blodgett (1999, p. 53) observed aspects of the design and decor of the 

physical facilities as well as ambient factors are likely to influence customer perceptions and 

feelings, but have not been incorporated in service-quality research. And Design of a restaurant 

may influence how long customers stay in the restaurant. 
 

H1c. Physical environment such as décor/design has significant effect on function room 

image 

Color 

  Color is light carried on wavelengths absorbed by the eyes that the brain converts into 

colors that we see. Different color have different effect on people. Psychologists have classified 

colors as warm (red and yellow) and cool (blue and green) colors. Singh(2006) found that color 

also linked with many things. Like color and culture.(e.g. when people see red and yellow they 

will think about China/ Chinese New Year). Color and religion (e.g. Christian like white purple 

and white; Muslims like green) Also men and women also have different perception of color 

Singh (2006) Overall, warm colors, especially red, are physically and emotionally arousing, 

exciting, and distracting; cool colors, especially blue, are relaxing, peaceful, calm, and pleasant. A 

more comprehensive review of the physiological and psychological effects of color can be found 

in Bellizzi, Hite (1992) pointed out color can contribute the mood and emotional feeling and link 

the buyer’s responses. Color is also important for a place image. If the restaurant choose a wrong 

color, customer don’t feel want eat the food. So I guess this also have affect on the function room 

   ส
ำนกัหอ

สมุดกลาง



22 
 

image. From Singh, (2006) suggested that before produce a product people must to conducted 

how to choose the right colors. The use of color to draw not only the attention of the customer but 

also the physical presence of a customer is an important distinction to retail managers. 

  Color can effect on people feeling and emotion, make people feel good with the place 

they stay. Guilford and Smith (1959) found that bright colors tend to produce pleasant feelings. 

Bellizzi and Hite (1992) pointed out the role of color is investigated as a contributor to mood 

creation which can likewise contribute to emotional feelings and subsequently be linked to 

important buyer responses. The effects of color to induce moods or feeling that may subsequently 

induce behavior or behavioral intentions. In retail atmospheric studies, it was confirmed that color 

has the ability to attract customers and the ability to create pleasant feelings among customers. 

Color is a strong visual component of a physical setting that draws customer attention and 

stimulates emotional responses. 

  Color is also important for a place image. Slatter and Whitfield, (1977) said people may 

prefer certain colors, it was found that the appropriateness of the color varies with the function of 

the room. Singh (2006) said that the wrong color choice can have negative impact on the image of 

the product and the company. Danger (1969) has suggested that warm colors (red and yellow) 

should be used for this purpose. The use of color to draw not only the attention of the customer 

but also the physical presence of a customer is an important distinction to retail managers. 

  The physical environments also mean the physical surrounding. The surrounding 

represent the function room image, all of these elements contribute the whole function room 

image. So all of the elements is important for and effect on the function room. 
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H1d. Physical environment such as color has significant effect on function room image 

Function room image 

  Function room image is the surrounding atmosphere of the function room or the overall 

look of the function room which host the meeting, event or wedding. Not because of the service, 

store image is also important for consumers to get a good experience. Company in airline industry 

hope their consumers get different feeling, so they put some lights and color into the lounge when 

consumers are waiting for the flight. Some airlines decide to make more comfortable and more 

space of the seats in the airplane. Smith and David (1996) said that the image of the venue 

consists of both intangible and tangible factors that present to the consumers. So the physical 

environment is the factors which effect on the function room image. So develop the image of 

function room is important.  

  Nguyen and Leblanc(2002) found that the perceived quality of the physical 

environment can significantly influence place image. Nguyen and Leblanc (2002) revealed that 

guest-contact personnel and physical environment had a significantly positive impact on 

perceived corporate image by new client and dining atmospherics had significant effects on 

customers` perceived value.  

  Bitner(1990) concluded that physical environment such as décor, design can help to 

establish the firm’s image. Baker and Grewal (1994) concluded that the environment has been 

found to be that put into the store image or its attitude the overall of the store. Baker and Grewal 

(1994) said that service quality based on the physical environment elements and that these 

inference, in turn influence the image of store.  
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  Baker and Grewal (1994) suggested that store manager can shape the store image of the 

layout and the architecture.  

  Bitner (1992) also concluded that physical environment create the image of the service 

business such as hotel.  

  So the physical environment elements are influence the image of the service business, 

its also influence the function room that host the meeting, event or wedding. So the managers 

have to plan to create the physical environment.  
 

Purchase Decision  

  Purchase decision is the way people considerable and make the final decision when 

they going to buy something. More generally, decision making is the cognitive process of 

selecting a course of action from among multiple alternatives. Common examples include 

shopping and deciding what to eat. Decision making is said to be a psychological construct. This 

means that although we can never see a decision, we can infer from observable behavior that a 

decision has been made. Therefore we conclude that a psychological event that we call decision 

making has occurred. It is a construction that imputes commitment to action. That is, based on 

observable actions, we assume that people have made a commitment to effect the action”. 

(www.en.wikipedia.org available on 11, March, 2014)    

  Kolter (1973-1974) explained the purchase behavior of the consumer as below: 1. 

Sensory qualities of space surrounding purchase object, 2. Buyer’s perception of the sensory 

qualities of space, 3. Effect perceived sensory qualities on modifying buyer’s information and 
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affective state, 4. Impact of buyer’s modified information and affective state on his purchase 

probability. The physical environment establish the role that atmospheres play in the buying 

process. Therefore, the marketing goals have the relationship with the physical setting. Bitner 

(1992) also said that its may necessary to vary several environmental dimension (e.g., artifacts, 

layout, color, tidiness) simultaneously to achieve an overall perception of the surroundings that 

significant influence behavior. 

  If the hotel can provide same standard of service, price and food when consumer host 

their meeting, event or wedding at this function room. The physical environment is one of the 

most important factors make the consumer make their decision. Bitner (1990) noted that physical 

environment planning can make the different between a business success or failure.  

  Kolter (1973-1974) said that the entire designed can create specific feelings in shoppers, 

that have important impact on purchase. Baker (1994) sited in that managers and researchers alike 

have recognized that physical environment is a important marketing tool and that quality 

inferences influence consumers’ purchase decision. When the hotels want to get more consumers 

they might need to improve the physical environment of the store image. Milotic (2006) 

concluded some studies and suggested that the environment created by retail managers is an 

important strategic variable that can have strong impact and altering effect on the consumer 

purchase decision  

  Kotler (1973-1974) said that the recent years, there has been a growing recognition that 

store interiors and exteriors can be designed to create specific feelings in shoppers that can have 

an important cuing or reinforcing effect on purchase. And the physical environment can create the 
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feeling of the consumers.  

  Function room is a part of hotel service and the service generally are purchase by 

consumers. Bitner (1992) said that service generally are purchased and consumed simultaneously, 

and typically require direct hunman contact, customers and employees interact with each other 

within the organization’s physical facility.  
 

H2; Function room image has a positive influence on the purchase decision 

  This study is going to do the research about the physical environment have effect on the 

function room image and service quality, and function room image and service quality finally 

have effect on the purchase decision.  
 

Research Model 

From all the literature review this study can be explain as the research model Figure 2.1  
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Figure 2.1 

Analysis of the function room information  

  JW Marriott Hotel Bangkok is a 5 star luxury business hotel. They provide customer 

full facility of the function room for meeting, event and wedding. As the up literature review we 

see the effect of physical environments. And below is some example for the Lighting; 

Layout/Equipment setting; Décor/Design; Color.  

  In JW Marriott they have more than 1,396 square meters of executive meeting and 

banquet space. So customer can come to organize their meeting, event or their wedding. As below 

are floor plan of each function room of the hotel. 

 

 

Figure 2.2 Floor Plan of The Function Room (From JW Marriott hotel sales and marketing 

department on 27 Dec 2013) 
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  This is the function room floor plan on the 3rd floor of the hotel. Salon A, Salon B, 

Salon C and Glass Wall Area can combine as a big ballroom, if customer wants to host their event 

or wedding or conference. Pasuk 1 and 2, Ploenchit 3 and 4 also can combine as one function 

room if the guest request. It’s depends on how many customer come to join. 

 

Figure 2.3 Function Room Sukhumvit (From JW Marriott hotel sales and marketing department) 

  Sukhunvit room is located on the 4th floor of the hotel. Depends on how many people 

and the equipments setting there are different number of people can join the meeting.  
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Figure 2.4 Function Room Manhattan Studio (From JW Marriott hotel sales and marketing 

department on 27 Dec 2013) 

  This is the new function room of the hotel which located at the 2nd floor. They offer 

open style kitchen and they bar in here. Your can host your event or meeting here with a new 

modern style decoration. 

  The floor plan is so important for the meeting, event and wedding. Because of the space 

there are different numbers of people join.  
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Figure 2.5 Manhattan Studio (From JW Marriott hotel sales and marketing department on 27 

Dec 2013) 

                

Figure 2.6 Manhattan Studio Layout (From JW Marriott hotel sales and marketing department 

on 27 Dec 2013) 
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Figure 2.7 Function Room Space Information (From JW Marriott hotel sales and marketing 

department on 27 Dec 2013) 

  Different way to setting the room we can see there are different people can join to the 

meeting, event or wedding. These are the example of Manhattan Studio Function. As this 

example we can know that other function rooms also like this, depend on the way of the lay out.  

 

 

Figure 2.8 Wedding Theme (From JW Marriott hotel sales and marketing department on 27 Dec 

2013) 
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  Different color will have different way to motivate your emotions and the lighting is 

also import for you when you host your meeting, event or your wedding. This is the example for 

wedding color and lighting. 

 
Figure 2.9 Décor/style of Function room Manhattan Studio (From JW Marriott hotel sales and 

marketing department on 27 Dec 2013) 

  This is the example of the décor/style of the function room Manhattan Studio. Different 

décor will make a different feeling for customer.  

As above information the hypothesis of this research are:  

- H1a; a right layout have significant effect on function room image 

- H1b; a right décor/style have significant effect on function room image 

- H1c; a right lighting have significant effect on function room image 

- H1d; a right color have significant effect on function room image 

- H2; Function room image has a positive influence on the purchase decision 
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Chapter 3 

Methodology 

 

  Based on the literature review above, this paper proposes that physical environment 

elements effect on the function room surrounding and the surrounding has a positive effect on the 

purchase decision. This part is about the methodology used to conduct the research.  
 

Research questions 

1; To identify what is the most important physical environment elements effect on function room 

image; 

2; Examine function room image have a positive influence on purchase decision 
 

Research design  

  This paper use qualitative way. The questions were developed to research about the 

impact of the physical environment on purchase decision. Use the convenience sampling 

approach; And collection of data using interview questions. The questions were conducted over 

three weeks and use face to face interview. Through the qualititative content analysis this study 

aims to understand the impact of lighting, décor/style, color and layout on function room image, 

and the function room surrounding image have a positive effect on the purchase decision. Then 

aims to understand how physical environment effect on the purchase decision. The data analysis 

is to determine the result of each factor. 
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Research simple 

  This research use qualitative way, the research population will decide by 2 parts. And 

there are will be 5 person to be the simple. They are staffs and customers. 

- 1 Catering sale manager 

- 1 Catering sale executive 

- 3 customer 

  The research date will collect from sales and marketing department at JW Marriott 

Hotel Bangkok. Will do interview with the catering sale manager and the exclusive sales. Then, 

choose 3 customers to do the interview. To record their idea and answers and analysis the 

questions. 

  First, catering sales in JW Marriott Hotel Bangkok are taking care of the local meeting 

and wedding part. They will deal with the customers for everything e.g. how to set up the room, 

the theme color, etc. And they are taking care of the customer when they come to do inspection. 

They know the deeply information about what are customer prefer. They are the people who take 

care of selling. Therefore, they are the simple of this paper 

  Second, choose the customer who used to be the customer of JW Marriott hotel. They 

have the experience about the function room. They can provide the idea why they choose this 

hotel and the whole surrounding when they come. And different people have different idea with 

this. They also can give the idea what they like and what they dislike in the function room. They 

can give the suggestion for improve the physical environment.  
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Chapter 4 

Analysis 

 

  After I had the interview with the sales person in the hotel and the customer about 4 

factors of physical environment. It were tested. However, after testing the answer of 5 samples 

explain the reliability of each factors, lighting, layout, décor/style color and their effect on 

function room image. And the final answer the function room image with purchase decision.  
 

Results 

Lighting 

  Different light setting at different place is different. According to the activities and 

situation we need different light setting. We don’t always need bright or dim. As literature 

Grayson and McNeill suggested (2009) In traditional retail settings, bright lighting is said to 

create approach behavior. In a bar setting, however, softer, dimmer lighting is attractive to 

consumers, but very dark environments can also be off-putting, creating safety concerns. 
 

Do you think customer mind the lighting in the function room? 

  When people have their meeting or wedding, even their event in a hotel. light is always 

required in the function room. Bright light will make people feel liveliness and sociability, while 

if dim light increases the sense of relaxation. But nobody wants to stay at a function room without 

light. So when customers have their meeting, wedding or event at a hotel they mind the lighting in 

the hotel. According to the manager and sales person said, customers mind. 
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“Yes , some of them ,especially the event for launch event or some of them prefer day light which 

meeting purpose for Brainstorming, or to create new idea. Which mostly from marketing 

department”.  

Key informant person 1  

“Yes, they mind; if the light too dark they don’t like and feel bad. Or not too bright. They like the 

light which can adjust”.  

Key informant person 2  
 

What kind of lighting customer like when have the meeting and wedding? 

  Different places, different situation we use different lighting. When you have meeting 

in the hotel u might need the bright lighting. Because its make you feel more comfortable and 

fresh, you can more easier to read the document. If you stay at a meeting room which provide you 

dark or dim lighting, you might feel sleepy and don’t want to read anything inside. 

For wedding and event, there are totally different from meeting at the function room. You might 

need a dim lighting or according to your theme or style of your wedding to choose the lighting in 

the function room.  

According to sales person experience:  

  “Customers like day light for meeting.” “LED lighting which suit with the event theme 

such as pink, blues..etc for wedding.” 

Key informant person 1  
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  “Customers always request bright or day light lighting when they organize the meeting 

in our hotel.”  

  “The lighting which can adjust; and suite for their theme. Can change all the time for 

wedding.” 

Key informant person 2  

According to customers opinions: 

  “I prefer the light room because It will be not only more convenience for me to 

see all the documents clearly but also benefit for my eyes by not using my eyes too much.”  

  “Romance and Classic is my future wedding theme, I prefer the warm lighting because 

I thinks it's really match with this and warm lighting can means warm family, warm relationship 

and warm love.” 

Key informant person 3 

  “I prefer bright light, because it'll good for business and reading. feeling be formal.”  

  “ I prefer soft light, because wedding should be romance feeling.” 

Key informant person 4 

  “Both Day light and warm light because during the meeting sometimes participants 

need clear vision for activities so sometimes prefer day light. On the other hand, while the 

meeting provides the presentation or any power point report some might prefer warm light or dim 

light to emphasize on the screen.” 

  “I prefer a little bit kind of warm light to make the wedding looks more romantic and 

comfort. For some moment dim light is required in order to emphasize on stage spotting on the 
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bride and gloom.” 

Key informant person 5 
 

What do you think the effect of lighting on the function room surrounding image when you 

have a meeting or wedding in the hotel? 

  The literature review shows that the lighting have effect surrounding. This study also 

measure that lighting has effect on the function room. From the interview of the customers we are 

can see it.  

  “Of course! The effect of lighting will present the theme, style and culture of the 

function rooms and It can make me enjoy with that event also.”  

Key informant person 3 

  “Exactly, lighting are influence on the customer and participants. They can indicate 

what's theme or what's feeling by lighting.”   

Key informant person 4  

  “I think lighting is one of the most important factors, which indicate the customer’s 

satisfaction among each event. Different lights give a different photograph results for instance. 

This is one of the problems I faced. Because wedding and other events, which have photograph 

activities require an appropriate lighting.” 

Key informant person 5 
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Layout/Equipment Setting 

  The layout should minimize crowding in order to create a favorable impression among 

guests. When you have meeting, wedding or event in the function room, you need a space which 

you can move easily and easy to access. As the literature review Bitner, (1992) (Lawson, 1976; 

Rutes and Penner, 1985).said that“layout accessibility refers to the way in which furnishings and 

equipment, service areas, and passageways are arranged, and the spatial relationships among 

these elements.” Its important for whole function room surrounding image.  
 

Do you think customer mind the layout in the function room? 

  The layout always is the key factor that customers consider are they going to choose the 

function room for meeting. How big is the space, how many people can join the meeting or 

wedding party. So they might mind about the layout of the function room.  

The answer of sales person we can see: 

  “Yes, can easy to get to the ballroom, easy to find the door and can go to restroom, car 

parking easily. How the table setting, e.g. U-shape style, classroom style etc.”  

Key informant person 1 

  “Yes, this is very important for the guest. They need the space which can easy access 

and move around.” 

Key informant person 2 
 

What kind of layout customer like when have the meeting or wedding? 

  Different style of wedding party and how many people will be join effect on the layout. 
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People also have different needed of the layout of the function room. 

The experience of sales people: 

  “Big space, no column, high ceiling. And the suitable equipment set up.” 

  “Big space for wedding party, high ceiling.” 

Key informant person 1 

  “Big space, easy to access for meeting.” 

  “Easy to move, suit for their style; e.g. Chinese dinner; cocktail or buffet the style of 

layout set up is different.” 

Key informant person 2 

The opinion of customers:  

  “I prefer to have a meeting near the restroom and I love to have a "U" shape seating 

because it's easy for me to see everyone in the room.” 

  “I love Ballroom and this room have to be close to the restroom and easy to go out.” 

Key informant person 3 

  It’s depend on how meeting and what's style that we want to set up. In meeting we can 

guess how much participant to attend meeting. 

  It depend on suitable wedding participant. We have to guarantee that sufficient for our 

incoming guest  

Key informant person 4 

  The suitable layout which suit for meeting or wedding  

Key informant person 5 
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What do you think the effect of layout on the function room surrounding image when you have 

a meeting or wedding in the hotel? 

  Layout have the effect on the function room. As the opinion of the customers we can 

see it. 

  “Layout of the function room will show what kind of the activities that we do and type 

of the customer. For example, if I have a meeting with the older people like grandpa or grandma, 

they might prefer the meeting room near the restroom because they cannot walk for a long 

distance.” 

Key informant person 3 

  “It's effect to function room surrounding image, we have to set up and choose the 

sufficient function. I mean not too big not too small. For fur the layout influence on our meeting 

image.” 

Key informant person 4 

  “ I prefer the layout which can easy move and access, and the layout have a effect on 

the function room. how to set up the room can have more people join the meeting/ wedding .” 

Key informant person 5 
 

Décor/Style 

  Interior design describes a group of various yet related projects that involve turning an 

interior space into an "effective setting for the range of human activities" that are to take place 

there. Its mean a nice or suitable function room decoration is important for whole function room 
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surrounding image. Ballantine, Jack, Parsons, (2010) design features can be used to encourage the 

consumer into approaching and engaging with products. So its important for function room. 
 

Do you think customer mind the décor/style in the function room? 

  When customer come to the hotel, a good decoration will make people feel good and 

want to stay longer at that place. When they have meeting or wedding, even their events they will 

care of the décor/style of the function room. 

According to sales person experience 

  “Yes, they mind. For the people who come to meeting only, they don’t always ask the 

modern or nice décor. But in the hotel the new renovated function room we can sale the meeting 

package more expensive than the function room that didn’t have renovate. For wedding and event 

they are care more.” 

Key informant person 1 

  “Yes, and its must suit for the theme of the wedding; for e.g. the style/décor of JW 

Marriott ballroom is quite classic and vintage style. When customers ask the modern décor we 

can’t provide them.” 

Key informant person 2 
 

What kind of décor/style customer like when have the meeting or wedding? 

  For meeting the décor/style of function room is not that important. But for wedding the 

décor/style of the function room is quite important for people who choose to come to this hotel 

for their wedding/event. Different meeting, wedding or event needs different décor/style of 
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function room. Perspective of people is different, so the décor/style of the function room are 

different.  

The experience of sales:  

  “They like high ceiling, nice , modern, clean function room for meeting.” 

  “Elegance, classic, modern and can easy transfer with the event theme.” 

Key informant person 1 

  “Clean, big space and can see the beautiful view.” 

  “Chandelier, look good, put more flower to decorate.” 

Key informant person 2 

The opinion of customers 

  “I prefer the contemporary style because It's not too old-fashioned but a little modern 

mixed.” 

  “According to question 2, I prefer romantic and classic theme. So, the decoration for 

my wedding might be the vintage, chic and classic style. So the whole function room must classic 

décor.” 

Key informant person 3 

“Any formal style because meeting and style can indicate professional and reliable.” 

“Vintage Style because I like a natural and simply, so the whole function room décor no need to 

luxury style.” 

Key informant person 4 

   



44 
 

  “For me, it depends on what topic of the meeting is about. In case of ordinary meeting I 

prefer normal decoration and comfortable tables and seats due to the long period of meeting or 

event.” 

  “Warm light, candlelight, or lantern light decoration. The theme is about to decorate in 

vintage flowers style or other style depends on inspiration and area of the room.” 

Key informant person 5 
 

What do you think the effect of décor/style on the function room surrounding image when you 

have a meeting or wedding in the hotel? 

  People who come to the hotel to host their meeting, wedding or event they might 

think the décor/style of function room have effect. And this have a effect on whole surrounding 

of the function room image.  

  “The decoration and style effect the function room surrounding image for sure. For 

example, the using of curtain if you use the pastel color, it will represent to romantic style but if 

you use black and white color, it will represent to classic style.” 

Key informant person 3 

  “Participants will recognize and fascinate with every style because it make them feels 

exotic.” 

Key informant person 4 

  “Surrounding styles and features of event affect the mood of event’s participants and 

satisfaction among the hotel. Due to this reason, the hotel must not overlooked this detail of 



45 
 

manage the event.” 

Key informant person 5 
 

Color 

  Color is light carried on wavelengths absorbed by the eyes that the brain converts into 

colors that we see. Different color has different effect on people. Psychologists have classified 

colors as warm (red and yellow) and cool (blue and green) colors. Color is important for a place 

image.  
 

Do you think customer mind the color in the function room? 

  As the people know those colors have some effect on people. And as the interview, 

sales people said guest mind the color, but not that important. . 
 

What kind of color customer like when have the meeting or wedding? 

  Different people like different color. When they stay at one place for a long time they 

would like to stay at the place with the color which can make them feel good. Different color 

have different effect on people. Psychologists have classified colors as warm (red and yellow) and 

cool (blue and green) colors. (Singh2006) Color also linked with many things.  

The experience of sales person. 

  “If customer come for meeting they prefer white, cream color. Come for wedding they 

prefer gold, pink, cream and red.” 

Key informant person 1 
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“Customer like earth tone when they have meeting; about wedding they like to choose blue, red, 

pink color.” 

Key informant person 2 

The opinion of customers. 

  “Black and white because I think this color can easy match with all the decoration. It 

looks so classy and classic at the same time.” 

  “I prefer a pastel color because it's very sweet, pretty and lovely, also these color is one 

of the most popular color for the wedding at this moment.” 

Key informant person 3 

  “Green color coz it's make me feels relaxation and simply but sometime it depend on 

kind of meeting.” 

  “Any brighten color like pink,green, blue etc. also colourful because it's make me feel 

Happiness and lively.” 

Key informant person 4 

  “Blue or Earth tone. Because meeting could increase the tension of meeting members, 

so, these colors could relax the viewers.” 

  “Pastel, Vintage, Earth tone. Wedding in my idea must be in shade of natural or basic 

color with detailed decoration but not too much.” 

Key informant person5 
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What do you think the effect of color on the function room surrounding image when you have 

a meeting or wedding in the hotel? 

  The effects of color to induce moods or feeling that may subsequently induce behavior 

or behavioral intentions. Color is a strong visual component of a physical setting that draws 

customer attention and stimulates emotional responses. 

  “It shows the theme, decoration and character of the function room.” 

Key informant person 3 

  “The color of function room show part of style and feeling. If u want to make your 

participant active you have to take like a Red color to motivate them.” 

Key informant person 4 

  “People’s mood turned out differently depending on the overall surrounding 

environment. At first, lighting is considered important as well as the color tone in the room, 

which is in relation light and color.” 

Key informant person 5 
 

Function room whole surrounding  

  When customers do the inspection, how strong do you think the function room whole 

surrounding upon meeting? Or wedding? 

  The whole function room surrounding have a effect on customer. When they come to 

do the inspection, they will see how is the whole surrounding and it’s the first impression for 

customer. According Kotler,P (1973-1974) said that “the “atmosphere” (physical environment) of 
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the place is more influential than the product itself.” 

The experience of sales person and opinion of customers shows: 

  “50%, before they come to inspection; I also need to send the presentation of the 

function room to the guest.” 

Key informant person 1 

  “Its important and I think 60%. When they do inspection you must to show them the 

pictures that hotel used to host what kind of theme of wedding and take them around.” 

Key informant person 2 

  “I think wedding is stronger effected for whole surrounding of the function room.” 

Key informant person 3 

  “It’s important because when we do the function room whole surrounding can image 

the direction of style or theme function. How's capacity that whole room can hold every 

participants.” 

Key informant person 4 

  “Its important, when I first time to see this place. Its like my first impression. Is this 

room can attract me or not have a strong effect.” 

Key informant person 5 
 

Buy and purchase decision  

  How do you think the whole surrounding of the function room image have a effect 

whether people decide to buy it? 
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  The whole surrounding of the function room image have a effect on people when they 

going to make the decision that do they want to buy or not. This is a reason that can help them to 

make a decision. Because when they come to a place the first impression make them good and 

this five star hotel have a good reputation of service and good food. This is a factor which can 

help customer make decision. Bitner.J(1990) conclude that “ physical environment such as décor, 

design can help to establish the firm’s image.”  

  “Yes, every time when customer make the decision they mind the function room whole 

surrounding, especially the big event, launch event, wedding party.” 

Key informant person 1 

  Yes, for the meeting its has effect; but for wedding its have a strong effect. 

Key informant person 2 

  It really effect to my decision because if I want to have some meeting or wedding I will 

decide by the surrounding of the room. For example, Are there any facilities for me or my guests? 

or Is this room have enough space to contain all my guests. 

Key informant person 3 

  Before I make a decision I have to concentrate the Valuable and effective and make 

sure all meeting will get good result 

Key informant person 4 

  Yes, Whether I have decided but after the event function room must have affect on my 

satisfaction for sure. This reason could indicate the ability of location manager on whether they  
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could effectively responded to the customer’s demand or not. 

Key informant person 5 

  Every time when customer make the decision they mind the function room whole 

surrounding, especially the big event, launch event, wedding party. From the experience we can 

see the guest who come to host wedding or party care about the image of the function room more 

than people come to host the meeting. But the whole function room image also effect on them 

when they going to make the decision. This is one of the factor that make them consider about 

their decision making.  
 

Is the function room image having a positive effect on purchase decision? Why? 

  A good physical environment influence the image and the nice image like a suitable 

color, good lighting and the tidiness equipment setting is much better than a place without 

anything, mess setting, no light. And the study of Baker.J and Grewal .D (1994) suggest that store 

manager can shape the store image of the layout and the architecture. Kolter.P(1973-1974) said 

that “ the entire designed can create specific feelings in shoppers, that have important impact on 

purchase”. Another study Baker.J (1994) sited in that managers and researchers alike have 

recognized that physical environment is a important marketing tool and that quality inferences 

influence consumers’ purchase decision. 

  “Yes the image of function room is also the mainly idea that client can image their 

event, if the hotel has nice image that will make client easily to make decision to buy.”  

Key informant person 1 
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  “Yes, a nice function room image have a positive effect on the purchase decision; if a 

five star hotel can not bring the nice image of function room with the high price package they 

wont choose.” 

Key informant person 2 

  “Yes, It is. It's easy for me to decide what king of room that suitable for my meeting.” 

Key informant person 3 

  “Of cause, the function room image should be suitable and valuable for our meeting.” 

Key informant person 4 

  “Yes, of course. It is like the first impression that leads the customer on making the 

decision.” 

Key informant person 5 
 

How much percentage customers require of the factors? 

  First sale person give the answer is color 30%; lighting40%; décor/style 50%; and 

layout 80%; 

  Another sales person give the answer is color 50%; lighting 70%; décor/style 70%; and 

layout 90%. 
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Chapter 5 

Discussion and Recommendation 

 

Summary of Results  

  JW Marriott is a loyalty brand and they offer customer high quality of service. If they 

want to earn more customer from catering part only good service and good food is not enough. 

Because of lots of competitors improve the function room image is one of the way to help them 

earn more customer.  

  From the answers we can see when customer come to hotel they mind the lighting in the 

function room. But different situation they need different lighting set up. For meeting people 

prefer the bright and day light more than a dim lighting in the function room. For wedding /event 

party people prefer a warm lighting which can provide a romantic feel. And event meeting or 

wedding people need the like can adjust the situation and can change all the time. Customers 

think the lighting have a effect on the function room image. Like the 5th key informant person said 

its also effect on when people take the picture when they have a wedding party. Its mean lighting 

have effect on the function room. 

  From the answer we can see how important of the layout. People mind it. And the space 

and how to set up have a effect on how many people can come to join the meeting or their 

wedding. If the place which very difficult to access or move people won’t prefer. People prefer 

the function room can easy access and big space. And they also need to close to the restroom. 

Different equipment setting can provide different kind of meeting. Customer might like classroom 
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or U shape set up for meeting. For wedding its depends on how they choose their wedding style. 

The answers also show that the layout have a effect on the function room. Customer need the 

function room with an good location and suitable equipment set up.  

  Yes, customer mind the décor/style of the function room. like the key informant person 

said they can sale more money of the new style function room than the one didn’t have renovate. 

And they also mention that some theme of wedding they cant provide because of the original 

décor/style of the function room. So we can see people mind the décor/style. Depends on different 

people have different lifestyle, they will like different style of decoration of the function room. 

For meeting people prefer modern, normal décor of function room. For wedding people more like 

elegance, classic, modern and can easy transfer with the event theme as 1st key informant persons 

said. Or put some flower to décor. Customers agree that the decoration/style of the function room 

have effect on function room whole surrounding. Its can affect the mood of people who come to 

the hotel. The whole décor/style of function room also have effect on party theme.  

  Both of the sales person said that customer mind the color. For meeting people prefer 

cream color, earth tone. For wedding they prefer pink, pastel, blue, red and cream colors. So 

different color can make people have different feeling. Whatever the color is. Color shows the 

basic style of the function room. some color can motivate people some make people feel 

uncomfortable. Its show the feeling of people. So its have effect on function room image. 

  Different people will give different idea with the effect of how strong is the effect of 

function room image. People think the whole surrounding image can effect the first impression of 

them. But from the sales person experience we can see its not that strong. And its more important 
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for wedding not meeting.  

  The function room image should suitable the meeting/wedding. The function room 

image can effect on the first impression of the customer. the image of function room is also the 

mainly idea that client can image their event, if the hotel has nice image that will make client 

easily to make decision to buy. And its have positive effect on purchase decision.  

  This is the sales person who work at the hotel as catering sale. The number of 

percentage that customer require of each factor. After rank of this four factors we can see which 

one is the most important one for image of function room. Layout is the most important one. Then 

décor/style; lighting and color.  
 

Recommendation  

  The result indicate that physical environment factors have a positive effect on function 

room image and the function room image have positive effect on purchase decision make of 

customer.  

  From the result we can know that the most important factor which effect on function 

room image is layout. But other factors also have a effect on the function room image. Other 

factors décor/style, lighting and color also have the effect on function room image. For the 

lighting people prefer bright and day light for meeting; warm and dim lighting for wedding. So 

when the hotel do renovate they can choose the light which can change when people needed. For 

décor/style hotel can choose modern or classic style which people like. For meeting people don’t 

mind to much of décor/style but wedding or party people mind about it. About color, people 
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prefer earth tone, cream and warm color both meeting and wedding.  

  When hotel going to renovate the new function room the physical environment factors 

are the points that they need to consider. What kind of lighting, layout, décor/style and color 

customer prefer. Choose the right one which can help improve the function room image.  
 

Limitation  

  Although this research was limited due to the lack of time and the small sample size. It 

provide a useful information from the sales person and customer about physical environment 

factors effect on function room image and the function room image have positive effect on 

purchase decision.  

  Previous model of this research have tested and achieved result related to the four 

factors of physical environment, function room image and purchase decision. However, this 

model introduce the ability of each factor have effect on function room image and the purchase 

decision. Color and lighting are not that strong effect on function room image. But layout and 

décor/style have more effect on function room image.  

  This research focused on the function room of meeting and wedding. However, this 

model also can applied to restaurant and other service industry. Further research should focus on a 

deeper understanding of the service industry.  
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Appendix I 

The interview questions for customers 

 

1- What kind of lighting you prefer when you have meeting in the hotel? Why? 

2- What kind of lighting you prefer when you have wedding in the hotel? Why? 

3- What do you think the effect of lighting on the function room surrounding image when you 

have a meeting or wedding in the hotel? 

4- What kind of décor/style you prefer when you have meeting in the hotel? Why? 

5- What kind of décor/style you prefer when you have wedding in the hotel? Why? 

6- What do you think the effect of décor/style on the function room surrounding image when 

you have a meeting or wedding in the hotel? 

7- What kind of color you prefer when you have meeting in the hotel? Why? 

8- What kind of color you prefer when you have wedding in the hotel? Why? 

9- What do you think the effect of color on the function room surrounding image when you have 

a meeting or wedding in the hotel? 

10- What kind of layout you prefer when you have meeting in the hotel? Why? 

11- What kind of layout you prefer when you have wedding in the hotel? Why? 

12- What do you think the effect of layout on the function room surrounding image when you 

have a meeting or wedding in the hotel? 

13- When you come to the hotel to do the inspection, how strong do you think the function room 

whole surrounding upon your meeting? Or your wedding? 
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14- How do you think the whole surrounding of the function room image have a effect whether 

you decide to buy it? 

15- Is the function room image have a positive effect on purchase decision? 
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Appendix II 

The interview questions for manager and staff 

 

1- Do you think customer mind the lighting in the function room? 

2- How much percentage customers require the lighting setting? 

3- What kind of lighting customer prefer when they have meeting in the hotel? 

4- What kind of lighting customer prefer when customer have wedding in the hotel? 

5- Do you think customer mind the décor/style in the function room? 

6- How much percentage customers require the décor/style? 

7- What kind of décor/style customer prefer when they have meeting in the hotel? 

8- What kind of décor/style customer prefer when customer have wedding in the hotel? 

9- Do you think customer mind the color in the function room? 

10- How much percentage customers require the color of the function room? 

11- What kind of color customer prefer when they have meeting in the hotel? 

12- What kind of color customer prefer when customer have wedding in the hotel? 

13- Do you think customer mind the layout in the function room? 

14- How much percentage customers require the layout setting? 

15- What kind of layout customer prefer when they have meeting in the hotel? 

16- What kind of layout customer prefer when customer have wedding in the hotel? 

17- When customer comes to the hotel to do the inspection, how strong do you think the function 

room whole surrounding upon their meeting? Or wedding? 
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18- How do you think the whole surrounding of the function room image have a effect whether 

they decide to buy it? 

19- Is the function room image having a positive effect on purchase decision? Why? 
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