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Learn how to design
client-friendly, clutter-free g
reception areas. sy wonica schulafismith &




ave you ever heard the
expression, T here are oo
"I'!.'IIIIII i II:'IIII ik RLY 'II:IL::' i}
first impression " Nowhere

choes this wpply more than the

SPTVICE INEEsTY, _'!"f"."'l.'!.lll';
whet bt comes _:‘rL'hIH‘IIIr'I_' i prroeet
FeCeprion arca,

"The reception are frames the whie
serring of the guest experience,” sys Bonald
.|-.*.|:|.. mnmaging director for Inter-Design
Epa Conaulting Ceoup, o Uosmopro Giooup
company n Daytoma, Florida, this offens
prcdessiomal pre- and post-operatbonal
conszlringe. “From an operations viewpoint,
its the enrance and exit polnc”

The receprivcm aren shoabd see the tone
ior the client™s entire visit, according 1o
indusiry vererans, They say a day spa'’s
theme o philosopley shoild e prominen
righ &t the door, "Remember thar the point
of the recepticn aren is @ creabe a sort of
step-down space froen the ourside world
it the spa experience,” says Lisa Stare, the
principal East Coast bisiness consultand for
Wynne Pisimess, a compiany in Samooan,
Californin, thar cffers businiess-to-business
gervices to rhe spa industry

Drher experts agroe. “Withcar a
reception 5ren o front l‘l'.-‘l'-. [RISATSE
can incur anxiery feom oot Enowing
whers they should 20," says Willinm
Craliggard, muamagiing princhps of Williu
Caligari Interiors in Cireat Barmington,
Massachusetrs, "The recepiion anea
shiould be near wnd clean, unid thoroughly
reinforee your missson aid message”

[t dhesign & receprion area thac retlects
the care gucsts cxpoct, you need o Brusguil
environepent e showcases gualicy, Here's

Tt o clis i
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[Recepticn Perceptions]

‘Retail, appropriately displa

don't let it be a distractiol

LT
'w_ll'h_:l

on 1S Owr,

Furpose and Function
A iy recepriom area 5 wsoally multfuncrionel
hecause of space considerations. The space cun be
designitied a5 a wilting area gr lounge for greeting
cliemts, a retall eheckour space o an information
gathering licition. While chey huave muny wes, the
main purpeses f0F receprion areas are for customers
i check in, pay for thedr services and buy reail,

Howeyver, sime ENPHTTS CAUTICD business cwmners
aboais the way 'i|'||':,' Bl up fepiil JJ:-['-l:'.l.'!-. "Recenty,
1 wss imwited w2 spa opening and opon walking
through the doors, |was atrisck by the overwhelm-
ing number of retwil shelves, cabinets and kiosks,”
gve |oshim Jones, peoject mimages for bodywork
mall.com, 8 company in Salt Lake Ciry thar offers
sl d-:sum commulrime. “There wis s much souff,
vi couldn’t see the beawtihi] recepiion disk,

.I-I-I“_' |'l'|'|_'|'.'|EI {"H{"I_’l VRS |'|'|,.;'|.'I.\_'-':|k|.'.\. .|||IJ ‘I'IL rl.":'.lll
ivens wiere complerehy lost in the shaffle,” b s
“Retail, appropriotely displayed, will entice cusoii-
wrs on Ls own, so don't let it be o distraction.”

[ratead, |ones recommends using art as i focl
potng in your feceprion sres. For exomple, sculp-
fupes or witer features invice and relax visitors.
Retail and reception should be efforilesly and

CArSRA

Wewrember 2007

ved, will entice customers

elfectively combined, soy experts. "Check-in ls-a
ik provess, but checkout takes longer and should
I wlisre dhe pemil i locared.” sops St "When
thie cliens pets vun s or her walles to pay, thar’s
whiere twere should be shopping oppormunities.”

Sgarr feels there should be minimal s=ating in
reception arem used for retail, “We want clients 1o
b brerwsiog, st sloiing,” she says,

Divine Dasigns
Cualigari says thit receprion areas are frequently
under-apprecinted o under-addressed. To design 2
proper oo, he sumzests tha the space be appropri-
ately planmed.

*Ack a lot of questions o undesscand the func
v, b and soul of the progen,” Calizari says,




Reception Perceptions]

el

“Start with the space plan; then woik up the eleva-
tioms. Move noo fomitore o] forodshings, and
then complete the space with ar and accessories,
Pear in mind ligheing and acoussics an all glomes,”
fve adds

Much of the design fos the reception ares
depencs an the therme of the spi, Then, all of the
pystems for check-in, checkour and Aappoinments
should come into play, "This will help you under-
srnmd hurw the ares shoeld funcrion and  what
needs o be ar the frone desk,” savs Alexis Ufland,
devector of Lexi Desdgn in Mew Yook Cioy, wheo s
desigmed apas worldwide, “You also need o ake
into consideraciom the size of the spa vesis the
uze of the reception area and how many employ-
ces will be woarking the front desk.”

Dray spn owners shouldn't overlsok the impos-
tunce of a receprion area—even if they're working
with s limirted budmer. You don't wane the frone
desk o work against you, “Declde up front H you
WENT Your customer service seall sesnding or sit-
ting, and go from there,” says St "1 like o cre-
gte & front deske thar s cvocative of a hotel—nnt
& lot of clistter on the desk, and elear directinns to
the <livne ae o where to check inor oo,

"IF thie amen imn't desgmied correctly, it will con-
tinually creare loglams for your spa opemtion,”
ehe adds.

Cin dhe other hond, yoo don't nieed o npenid
i lor of mobey on the design of your recoprion
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N mind lighting and

acoustics at all imes

RECEPTION AREA GUIDE
LOnle ||;'._.|l-

* Hoise-dnoe

T EpanalE chedsey g chel ksl 4ness
* Wiardrobe area fior ovencoats

* GGraeting areas wich baverage service
& Myltipk ane-an-one arsas

# Laml-corsultative il aeas

= [RdrLral BEments

= Nuzion of perscadl specs

= [lean, ConEmparary spaces

= EIEh onal Wik colar accents

1" ot erdronmental consciousness

sihLEomeet heg ity for chiecs wieting

AN Eervies )
ONT2mprioie

LT

® Prdl It rotes, seadft reminders and polcies

» Contial processing unis

- A% draveer

* Fecoiph prters

* Telephones, faxes and radios

* Wrappmg matariak and bags for retail dees
® i e

& Arochiirs

area 'q..'-:|||u.'|:i fecls I||_|l |:|_|!"-.|:r:|'.|.' il lwork amd
I‘I.il.'.h'l-‘l.'i:'l.l flinishes apen' MECEAEary: "The ares
neods oo ke Ut r|.'L|:-'.|||.|.;. |.'|||1||.'r|'|p|.1ri1.'|.' anel well
deatgoed,” he says, "We've dooe this with
paine, astwork and lighting.”

Jomes s never been afraid to s colos
"!"E'li.-..'l.l.'n ol bripht red or lime preen have
their place in focwing clients while spark-
ing ercativity and imaginotion,” he By
“Warm tones wre wonderful for relioing
ad mmking a space teel comfortable, bur
a clent will remember 0 ed cooch, pold
Buddha statue or colorful absiract paimring
mode than beipe walls "

The higpest oversighes with reception
gtena are neglecting to control  clutter
Rimgrimge I"‘-I‘.l’ll‘l"\- are  distract-
itig——eapecinlly if o stoff member is dealing
with o complaine, says Caligari

il IIJ. mireEss

Another common mistake is msmalling o
desk that's oo smoll, T love the n;-:_'n:pri: Ty
=k ot the Silken Tent 5;|1:| I I:_'.":'.::::=||_r|-|'I

sy Ufland. "The desk is Like 5 piece of
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Keep noise, such as phones, faxes and music,

subtle or away—at least below speaking-voice levels.

art. 1t bir enough for three people and compuaters - == - —
; . %
tos sit cormforably, 1t has excellent sorpe for gl M\\& %

biage and gift-wrapping, and enough space fo sem

illy wrap gitts i
"The height of the desk is whar T love the

prcer,” dods Ulund, whose pet peeve is walking .

into aspa and seeing only a receptionisc's fiore el

hemd. "Elther ralse the desk and ger bar stools or P ol 27

Bowees the counter, bue let pueste be grectad by o
rr||.'|1-.|.|l.' srdle whien they enter—nst i I!ll!':EIh'.i-.l ¥

Mini Makeovers

IFseou're thinkeng absur fpeshening up your recep-
tion ares, there are g lew ~||:||;1|;- cost-ethective
ways b cho i At the Basie level, clean the sgace,
light it well and make the producs accessible

"L:nl'-: |i'|-:-:_' Vi T ‘H\.'HIIIE :.::I-:hILILl.- :ou (RTR0
exhibiting ar o miseum,” siys Jean, “Make e
sealf members don't huddle behind e counes.
H_'.'.'u- rl'n:-m come oie fik greed omidnes, inviting
them imio the space. Keep noise, such as plones,
faxes and music, subtle o away—at least below
speaking-voice levels"

Ufland likes o remove incoming phome calls
from the froni desk entirely. She sugpests creiing
an appointment-taking office 0 minimine activ-
ITY 1N rh'i.' TECEPLHIIL HTEA. h-rll'l"' WAy, IEcepl 1LnLisEs
hawe more time oo speak with the client, and
there are less mistakes with the cash dmwer. The
recepticnists ane able to help close a produce sale
undd rebook a client without continually having

X b s O v =l
& clear vision of a spa’s ttvie and needs i requited before
buliding or reravation, as this Lexi Design sk=ich of The Chopra
Cenber In New Yark Clry iHerrstes

-rumru-r-
-I||fr'1‘_i.::'£
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[Reception Perceptions]

"Keep makeovers simple, and display retalil
tastefully and creatively."

to answer the phone. The customer receives more
attention and better service in the end.”

Jomes strives to create o feeling of abundanze in
the reception area, "Free tea, fruit, lowers and hip
magnzines are great ways to get people to linger,
losok mt retail, enjoy the space, get comfortable and
have fun,” he says.

Keep makeovers simple, and displiy retmil
“tnavefully ood crestively,” says Coligari, In addi-
thom to organizing, cleaning and clearing the
spirce, hie suggesis o few other easy modifications.
*Change the lamping on your fixtures o 3,000
kelvin or lower, and add soame acoustical muterial
with a noise reduction coefficient of 0.8 or bet-
rer,” he says.

A fur an decorations are concerned, feel free 1o
et in the spiric of seasons end holidays, *Seasomnal
decormtions show you have spirit and want w
share iv with your gueses,” says Caligari. However,
he wrrrns day spa owners not to e carried away,

Seill, some spas chovae o keep seasonal decor o a
minimim. “l's part of their identity,™ sys Jean.

Far those who choose to let it all out, however,
seasons aren't the fimit. *Some alver their decor
not only seasanally but abio by theme o promote
i partleular marketing initiative,” says Jenn,
“Afrer all, we wear different clothes, est o variety
of foods, and accessorize with jewelry, scarves,
perfumes and coloe. A spa can do the same.”

O couirse, a smiling face behind the counter s
always the bea way 1o accent a reception area. A
knowledgeable, customer service-onented siuff
member will make or break the entite experience
you've tried to create,” says [ones. ®

Manica Schuloff Smith & 3 freolincs witer, adear
and indistry consultant. She's abe the Tormer sdito-
In-ehief of Les Mouwelles Extheéfigues & Spd and a mevm-
ber of the Florida Board of Coamstoloay. Erall her at
alclymithibefsouthret
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