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That WOW Factor
One way to keep travelers
alert, creative and productive.

Fresh Start
Ground transportation is back.
So where's the inventory?
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The WOW Factor

First it was post-9/11 security constraints, Now it's the
aconomy. Business travelers and travel managers have been
under pressure for most of the decade. Both need a break.

Bearing i mind the stress of it all, boutique
and Tifestyle hotels are inceeasingly becom-
ing a— if not the, — way to a win-win.

They™ve won us over with the “wow™
factor, by way of cutting edge and mini-
malist interior designs, state of art technol-
oy — and delightful-to-quirky cuisine to
match. Owners and managers of these
properties often create a scenic atmosphere
drenched in enough style to make even
plain Jane and Jack look and feel very like
a million bucks!

Accotding to John Sears, of Boutique
Hotel Advisors, boutique propertics are
nat only being included in corporate, gov-
ernment and association hotel programs.
They're being pursued. Sears says that
“boutique hotels are chosen for these pro-
prams for a few main reasons: hotl loca-
tion, hotel status in the market, hotel par-
ricipation in agency consortias.”

The bicth of the boutique phenome-
non swept the nation in the 80s and 920s so
thoroughly thar major hotel chains were
torced to carch the wave and get into che
game. Leading the pack, Starwood stepped
out with its W brand, lmmediately, leisure
travelers grabhed hold of the concepr, with
business travelers trailing behind. In terms
of size and number of rooms, W properties
were smaller in comparison to nearly all of
the other hotels in the chain, while pot
(uite as mrimate as most boutigues.
Almost always as stylish as boutiques, with
INtent set on captaring a greater share of
business travelers, the rerm “lifestyle™ hotel

was created.

Compatibility Cues

Largely responsible for the W concept,
former Starwood executive Jobn Russell
has since developed a lifestyle concept in
horels called NYLO. With its “Stay
Unique™ tagline, the hotels” typical guest
— tanging mage from 23 to 55 —isa

business traveler.

*They tend 1o br active, technologi-
cally sawvy, interested in art, music, dining,
sports, desiring an experience beyond the
tited, humdeum of typical business cravel,
They enjoy enhanced amenities, such as
unique design; allerpy-friendly guestrooms;
24-hour srate-of-the-art gym; original art-
work and music; and a stvlish bar. We
draw top chefs in each of our markers for
creative and healthy cuisine,” explains
Russell. “And we're a great option for
small ineetings for associations, corpora-
tions and government agencies.”

Even NYLO's event space s unique
— said o mspire top-notch, memorable
events that are engrgized, creative and fun.
All the necessary amendtics for suceessful
meetings and hotel stays are there: 24-
hour business center; full-service restau-
rant. Their hotwels are close ro arrports,
businesses and spores stadivms, shopping,
dining and entertainment. Russell goes on
to say “this proximity appeals to corpo-
rate buyers as well as buyers for associa-
tions and government agencies.” Freebies
at NYLO include complimenrary local
and demestic long-distanee phone calls,
Wil chroughout cach property with eth-

NYLO Hotel — Plang, TX

criwt in guestrooms, as well as, parking
and shurdle service 1o area shopping, din-
ing and entertainment,

*Meeting attendees and business trav-
clers in general today want something
more than a clean bed and quick check-
out. They're looking for a richer experi-
ehiee — a hotel with all the conveniences
and a lot of personality. At the same time,
associations, corporations and agencics are
reducing travel budgets. Lifestyle hotels
like NYLO offer unique design and all
these amenitics ar adractive rates,” savs
Russell. Oftering two brands, the upscale
NYLO horels and the select-service X1 by
NYLO, rates are market-driven: $89 —
$249 for NYLO howls and from 590 —
$115 for XP by NYLO.

Mo Mass Appeal Here

“Travel planners typically look for two
things — one: hatel companics that offer a
wide range of brands that swir a variery of
travel necds (execurives, mid-management,
cte.) and two: hotel brands that work wich-
in the rravel managers” program require-

-

ments,” explains Gavle Jerr, director of
brand management, Hotel Indigo. *A com-
pany like IH1G delivers against both of
these needs — we have seven distinet
brands and are willing to work wichin the
given paranieters of cach travel program.”

Fach brand scams to have its own fan
basc. Jett helieves [HGs InterContinental
Torels & Resorts brand s perfect for
exccutives with frequent imeernational
travel. Floliday Inn, on the other hand,
delivers a perfect product for the mid-
management “roacd worricr.” As an
upscale yet approachable brand {ie. not
pretentious or outrageously priced), Horel
Indigo offers travel managers a new
option — one that s perfecr for
exectives not wanting to pay lux-
ury rates, or tor mid-level travelers
looking for a new and unigue hotel
experience.

“Wieh regard to association
hotdl programs, boutigue hotels
tvpivally accommodate this busi-
ness segment since the hotels are
typically smaller in size and hawve
fimited meeting space. Wich Hotel
Indipo, woe've found thar certain
special interest segments, such as
entertainment, — thar require
Sl'l'l;;]“ l]'lL'L'Ul’If._‘_‘ roois, h()ﬂl'd rooms
or only require sleeping rooms —
value the personalized and more
intinate experienee that's found at



a smaller boutigue hotel,™ savs Jeer. This
summer, the brand will open m San
Dicpo’s historic Gaslamp Quarter, a neigh-
borhood well known as an encryetic busi-
ness and entertainment district.

In general, many horeliers tend to
sway towards the belief that corporate

planners, association planners and govern-

Hotel Indigo — Atlanta, GA

ment planners are all secking the same
things for the most part when evaluating a
hotel — business functionality in meeting
rooms, state of the art cechnology and per-
sonalized sevvice.

“Cireat design is 2 hallmark of a bou-
tigue hotel, but i the design is not com-
fortable or functional, it is not a produocrive
business environment. Qur guestroons
offer function as well as comfort. This can
bbe seen ar Monaco Baltimore in the spa-
cions work stations in vach room,
ereonomic chairs, rehable high speed
Internet aveess and phones chat have mul-
tiple lines ancd speaker phone options,”
communts Mike Damion, the general
manager ar Hotel Monaco Baltimore,
“Qur signature meeting packages are
desipned ro engage the attendees and are
anyrhing but ordinary.”™

Corporate buyers who set up pro-
prams for govermment ageneics also have
their own unique eriteria, says Stacy
Ragland, vice president of aperations for
Choice Hatels” Ascend Collection: *Omne
example of a difference i criteria is that
hotels need o be FEMA-approved for
government agencics,”

“Ive spoken to many rravel man-
agers who say the main advantage of
working with a smaller, more intimate
horel is thar they get more personalized

service,” says Marvlouise Fiogibbon, GM
at WoAtlanta-Buckhead. =Often times vou
are the only client in the building at the

time, so the horel can campletely Fecus on

making sure that vour mecting, or event is
flawless, without getting pulled into five
other conventions they have going on that
same day.

“Boutiguellitestyle howels are able to
quickly and easily make necessacy changes
to fit the need of the group. A perfect
example is that recently we had a producr
launch for a pharmaceutical
company thar required high
confidentiality. We were cho-
sen to host the meeting
hecause it was very casy for us
to seeiire sections of their
meeting rooms, which they
were not able ro find at any of
the larger hotels they had
toured,™ continues Fitgibbon.
W Buckhead is able o mect
the reguirements of many
events and meetings with ics
fullv adaprable funetion spaces
of more than 8,000 square feet
in total, ranging from studios
{500 square feet) to its great room (4,000

sguare feet).

Overlooked Gems

For many of the smaller independent beu-
tigeies, however, attracting corporate buy-
ers is often a challenge. “Boutigue hotels
are rypically smaller with no hrand
alliance, which makes it more dificult to
arrract the corporate buyer looking for
the points or rewards that come with

the brand hotel,™ says Parrick Aversa,
director of sales at The Talbott Horel 1
Chicago. “Orpanizations that host mect-
ings nationally are sometimes locked into
corporate contracts with larper brands
and are forced to work with chain horels
i each marker.

“Those who have the flexibilicy to
seek out the experience at a property like
The Talbatt are very happy they do,” he
asserts. Talborts typical age 40-plus busi-
fess guest enjoys a combination of quality
and value, with low scason rates beginning,
at 5159, with reports of some suffering
under current cconomie conditions.

“Because our hotel has demanded o
higher vate in the past than most four-dia-
mond hatels, we have had to lower our
rates to match some of the chain hotels
that have been more freely dropping rates
in order to compete during these challeng-
Ing times. Qur CuSKOMErs are very impor-
tant to us and if we can work with them
now 1o help alleviate the financial burden
thev are experiencing, hopetully that will

impact our future relationship with only
positive resules to come,™ savs Aversa.

“In focus groups, business wavelers
expressed a real desice for anthentic hored
experienges chat actually enriched a busi-
ness crip and broke the monotony — but
often found the oprion missing from their
company programs. No doubt that some
travelers are point-junkics — b based on
rescarch from industry-leading rravel
research done by Marker Metrix, many
would rade up for something unigue,”™
savs Cheryl Doll, VP of brands and mar-
keting at LodpeWorks, 1.0

A privarcly held hotel development
and management company, LodgeWorks
is in the midst of an exciting portfolio
expansion. Basced in the American heare-
Land, the LodgeWorks team has a rich his-
tory of more than 20 years as hospitality
brand innovators with industry-leading
wuest satisfaction and suphisticated devel-
opment acumen. Amony recent develop-
ments, the company announced AVIA, o
new bourtique hotel collection with sophis-
ticated, locally-inspired designs and an
imaginative service culture crafted to bring
authentic moments of discovery to dis-
cerning travelers,

“Not all boutigue horels foster “a
scone.” Many, like AVIA, are a grown-up,
classic hotel choice that delivers a real
business travel alternative to a traditional
big box horel. AVIA does, however, foster
discovery, Local art and design, fresh local
ingredients and recipes and true local rec-
ommendations are hallmarks of the AVIA
expericnee,” says Doll

“Business travelers are from all indus-
trivs: insurance, pharmaceutical, health-
care, povernment, technalogy, food, ere.”
explains Sears of Boutique Hotel Advisors.
“Just the same, pood restaurants attract
people with a taste for pood food and
atmosphere. These are people from all
walles of life, On the other hand, col-
lcagues in the same company may he
artracted to chain hotls and chain restau-
rants. Would 10 individuals traveling
from, say NASA or Deloire, be more pro-
ductive at Denny’s or Daniel Boulads?
‘Before — During — After” encompasses
the entire point-to-point of productivity.

“A hotel that has an interesting char-
acter would surely foster a more produc-
tive, creative, appreciative and dynamic
mind-sct than an ardinary hotel,” he con-
cludes. That said, and with a wide variety
of decidedly ont-of-the-ordinary hotels cut

there, there’s a choice for everyone, [HiE
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