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Leslie Ciminello at the Hotel 1000 in Seattle, where milk and cerea will be waiting in the refrigerator for her visits.

The Extra Mile for Repeat Customers

By HARRIET EDLESON

When Leslie Ciminello arrives at the Hotel
1000 in Seartle, she knows milk and cereal will
be waiting in her rcom's refrigerator, Lac-
tose-free milk and gluten-free cereal, that is.

It’s one of the small but significant ways
the hotel has kept her coming back. Ms. Cimi-
nello, 33, is on the road almost halfl the time as
part of a sales team for a Boston-based tech-
nology company.

How far will a hotel go to attract and keep a
business traveler like Ms. Ciminello? Pretty
far, say industry experts and business trav-
elers who reap the benefits of the competi-
tion.

As hotel occupancy rebounds from the
depths of the recession and room rates in-
crease, hotels across the country are increas-
ingly emphasizing personalized services that
do not shew up on any list of amenities,

The goal is to win the battle for the repeat
customer.

“The loyal, engaged guest is driving large
amounts of revenue," said Casey Ueberroth,
senior vice president for marketing at Pre-
ferred Hotel Group. “If you take care of that
guest, he keeps coming back”

Ten percent to 15 percent of companies
make up as much as 60 percent of the reve-
nue, he said. The repeat customer is the one
who stays at the same hotel 15 to 20 times a
year. “That's family” he said, As a result, he
said, hotels now must “do more, more, more
to engage those travelers.”

Ms. Ciminello, for example, has stayed at
Hotel 1000 in Seattle, a member of Preferred
Hotel Group, 130 times in six vears,

It took some elfort 1o win her repeat busi-
ness, After 25 visits, the hotel rewarded her,
and it was not with loyalty points. "You've
been here 25 times, here’s a [ree massage,”
she recalled being told. “You've been here 60
times, here’s a facial or a spa pedicure. Some-
times they'll let me choose what [ want, You
could never get that kind of attention any-
where else."

A Deloitte survey released in January
showed that only 8 percent of respondents
said they always stayed at the same brand of

| hotel. “People want to get things that are im-
| portant to them," said Adam F. Weissenberg,

vice chairman for the hospitality and leisure
practice at Deloitte,

For hotels, the target customers are busi-
ness travelers who are on the road up to 50
percent of the time because they can keep

rooms full, They typically pay maore because
their dates are not flexible. “It is about cap-
turing that guest who is goingto be loyal to
your hotel” said Scott D, Berman, a principal
at the accounting and consultizg firm Price-
waterhouseCoopers. “Hotels are expanding
loyalty programs, expanding product offer-
ings to satisfy what the most loyal guests
want."

Despite the growth of socid media sites
like Facebook and Instagram, hoteliers real-
ize that they must use techmlogy without
losing track of the personal intzractions and
amenities needed to attract travelers.

*IUs a very competitive landscape,” said
Paige Francis, vice president for global mar-
keting at Aloft Hotels, which is owned by
Starwood Hotels and Resorts, "There are &

Hotels compete with special
amenities and perscnal
touches.

Jot of options for travelers to cheose from.”

Before, hotels were competing “on some of
the basics — a great bed, free Wi-Fi, a great
shower,” she said, Now, they ire competing
on amenities and services that are far beyond
the basics — live music from 2merging arl-
1sts, interior design, persondlized service
based on knowing the individual guest — es-
sentially differentiating the product and the
service.

“In a hotel, you're only as gosd as your last
guest,” said Tawny Paperd, disector of sales
and marketing for Hotel 1000 inSeattle.

Hoteliers say marketing dollars tend to be
a relatively small percentage ol total revenue
or total spending, typically 6 percent to § per-
cent, and what falls into marketing varies.

In short, the intangibles — including hu-
man interaction — are a large part of what
makes one hotel different from another,

To win repeat customers, hotels aim to cre-
ate environments that will subsitute for fam-
ily or home for business traveers. “We cre-
ate social engagement: taking zare of people
one-on-one,” said Eric Jellson, area director
for sales and marketing at Kinpton Hotels/
Epic Hotel in Florida. “We belisve that there

is still room for that personal engagement
and personal relationships.”

For example, he said: “When you are not
feeling good, someone sends up some soup,
They may be missing their family so the hotel
becomes their family."

Besides personalized service, hotels have
added amenities to help business traveless
maintain their regular routine as much as
possible while they are on the road. They aim
to create places that will draw travelers as
well as local residents, and create word-of-
mouth referrals.

“People want to feel like they're parl of a
community and want to interact with each
other," said Paul Pebley, director of sales and
marketing at JW Marriott Marquis in Miami.
“If you're a good hotelier you're talking to
your guests all the time.”

The hotel, which opened in fall 2010, has a
yoga studio, an indoor golf school, billiards, a
bowling alley and a basketball court. The aim
is to create activities “that your competition
doesn't have,” Mr. Pebley said. “Because
you're traveling doesn't mean you have to
miss your yoga class”

When Chad Mann, 41, a senior lield pricing
analyst with Terremark, a subsidiary of Veri-
zon, travels from Herndon, Va., on business,
he said he preferred an environment that is
both a quiet place to work and a hively place
to interact with others.

"More times than not you're governed by
your corparate travel policy," he said. Having
lived in Miami from 2007 to 2011, he watched
the JW Marriott Marquis being built.
“There's so much to do and you can go up to
your room and it’s quier”

As a frequent traveler, he is recognized by
name, and, sometimes, upgraded to the con-
cierge level where breakfast and an evening
snack are available on the 39th floor.

Believing that amenities also attract trav-
elers, in the summer, Kimpton Hotels began
providing free use of three-speed cruiser
bikes for hotel guests nationally. Last spring,
the chain added in-room yoga mats.

“We're all working smarter to ensure we
look after each and every guest said Jona-
than Raggett, managing director for Red Car-
nation Hotels, whose hotels include some in
London, the Channel Islands, South Africa
and Geneva, The hotel knows a guest's pref-
erences and needs down to a favorite drink
and any allergies. *You need a brilliant stay,
an excellent stay to get repeat travelers,”™ he
said.



