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                                          The role and importance of Hospitality & Guest Services within the hotel industry    W Hotels
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Owned by Marriott International, W

caters to a younger demog
W has venues in twenty-five countries and i
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            Owned by Marriott International, W Hotels is an upscale hotel with five - star rating company that caters to a younger demographic than its other establishments. W has venues in twenty - five countries and is still growing both domestically and globally.


image9.png
* Wi s aluxury brand who target is millennial people and delivers all the excellent services required by
its clients and brand standards.

* W’s customer base is diverse, with ranging in age from 2555. Their target market is undoubtedly
youthful.
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             • W is a luxury brand who target is millennial people and delivers all the excellent services required by its clients and brand standards . • W’s customer base is diverse, with ranging in age from 25 - 55. T heir target market is undoubtedly youthful.
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Facilities

* W Hotels offer a wide range of services which starts fromthe guest arrival, it includes valet parking, security
by the entrance, luggage valet.

* The rooms are designed in a modern manner with breathtaking views and a maximum of comfort and
opulence.

* The restaurants and the bar offers you high quality services and products ensuring that the guests have a
pleasant stay.

* Among the facilities, W Hotels offer pool, spa & wellness centre, business facilities and shops inside the
hotel.
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                Facilities   • W Hotels offer a wide range of services which starts from the guest arrival, it includes valet parking, security by the entrance, luggage valet. • The rooms are designed in a modern manner with breathtaking views and a maximum of comfort and opulence. • The restaurants and the bar offers you high quality services and products ensuring that the guests have a pleasant stay. • Among the facilities, W Hotels offer pool, spa & wellness centre, business facilities and shops inside the hotel.
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                     • For the first twenty years of the brand, some travellers loved being a part of the W's constant party. • With a gloomy nightclub décor, neon signs and dark hallways, W Hotels is known for its extravagant parties among the young people who are willing to pay for a luxury experience.
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Customer satisfaction is critical to
retaining customers and ensuring
the long-term viability of businesses
in the highly competitive hotel
industry, therefore sustaining its
standards is crucial for W.

W Hotels are always looking for
ways to get an advantage in these
highly competitive markets. Usually,
this means separating their offerings
along customer-valued dimensions.
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                       • Customer satisfaction is critical to retaining customers and ensuring the long - term viability of businesses in the highly competitive hotel industry, therefore sustaining its standards is crucial for W. • W Hotels are always looking for ways to get an advantage in these highly competitive markets. Usually, this means separating their offerings along customer - valued dimensions.
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* A key component of product differentiation is the
connection of W Hotel’s marketing promotion of
the unique offering and efficient service fulfilment
of the commitments made during that
promotional activity.
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                                                                                                                                                                            • A key component of product differentiation is the connection of W Hotel’s marketing promotion of the unique offering and efficient service fulfilment of the commitments made during that promotional activity.  
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             W Hotel brand has clearly been moving towards prioritising service quality as a source of competitive advantage in the marketplace. Through interactions between customers and personnel, service parts of the product offer a multitude of options to customise the intangible aspects of the product to suit specific needs.
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* W Hotels must acknowledge the importance of client loyalty and the critical role they play in
assisting employees in building strong customer connections. A positive attitude that promotes a
strong customermanagement relationship.

* The goal is to build a longterm relationship where marketing is viewed as an investment rather
than a one-time expense.
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              • W Hotels must acknowledge the importance of client loyalty and the critical role they play in assisting employees in building strong customer connections. A positive attitude that promotes a strong customer - management relationship . • The goal is to build a long - term relationship where marketing is viewed as an investment rather than a one - time expense.
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             Conclusion   


image25.png
TP

» Customers are more likely to have
consistent and reliable
expectations met by the physical
(tangible) parts of the goods since

they are easier to be supervise.

As a result, W Hotels are
prioritising their marketing
messaging on the product’s
physical attributes, where they
can be sure that expectations will
be fulfilled, and disappointment is
unlikely.
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                   • Customers are more likely to have consistent and reliable expectations met by the physical (tangible) parts of the goods since they are easier to be supervise. • As a result, W Hotels are prioritising their marketing messaging on the product’s physical attributes , where they can be sure that expectations will be fulfilled, and disappointment is unlikely.
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From my own experience | can confirm that the W
Hotels chain is operating at high standards.
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               From my own experience I can confirm that the W Hotels chain is operating at high standards.      
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