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BRANDING PROJECT

The importance of branding several spa and wellness

concepts within one hotel group
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Creating an identity beyond the ‘look and feel’

* emotional connection and strong stories that connect with audiences

* ability to deliver the brand experience
* company values

* environmental and social impacts

* audiences segmentation — targetted market — bigger followers
— more attention — create new audiences within the brand

Followers of “Tween’ brands in the US, targeting young girls 8—12 years of age whom share
similar interests in fashion, was popularised by the Olsen twins and Britney Spears in the late

1990s, are estimated to spend over US §10 billion every year on themselves, with their parents
spending over US §175 billion.* Davis (2009 p. 78)
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THE LUX COLLECTIVE

PEOPLE PASSIONATE RESPONSIBLE INNOVATIVE
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Integrity, Creativity Passgionate, Original Curious, Human Bold, Playful



Aims
e To explore the importance of branding

e To find out the impact when offered various hotel brands and various wellness

and spa concepts

e To recommend different spa and wellness brands within my hotel group

Objective

To explore the importance of having different concepts of spa and wellness
department within a hotel group




Heyes and Gehrels (2015 p. 93-97)* mentioned in their research,
the importance and impacts of having a wellness facility within a

luxury hotel, be it relaxation or the active fitness part.

There is however no material found that mentions a brand
differentiation of spa and wellness division within one hotel
group, e.g. Eforea Spa is created for Hilton hotels, however no
specific brand 1s implemented at Conrad, Waldorf, and Curio, all

under the same Hilton portfolio.



Methodology
A mix of Quantitative and Qualitative methods

* (Questionnaire, interview, and open questions

* Voluntary participation

* A minimum of 50 responses

* Participants are familiar with hotels and spa and wellness

* Individual opinions on their type of hotel (out of 4 hotels) and type of wellness

services (out of 4 concepts)
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% Hotel Type Preference

m Private, classic luxury, formal, all served

B Organic food, cultural, green conscious, ‘do it yourself’ DIY style, a transformational place
B Place to reconnect with friends & family, beach club setting, and parties
B Place to be seen, place to mix with locals and meet new people, trendy bar and restaurants, coffee shop, high tech and

app savvy
® Like all
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The Importance of Hotel Type
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% Spa & Wellness Preference

E
:
= Exclusive products, state-of- the-art gym
® Natural spa products, outdoor activities i
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The Relation between Hotel Type and Spa &
Wellness Preferences
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CONCEPT Exclusive products,

state-of- the-art gym

Private, classic luxury,

formal, full service

Organic food, cultural,

green conscious, ‘do it
yourself” DIY style, a

transformational place

Place to reconnect with
friends & family, beach
club setting, and parties
Place to be seen, place to
mix with locals and meet
new people, trendy bar and
restaurants, coffee shop,

high tech and app savvy

Natural spa products,
outdoor activities

Spa catered with friends,

joyful experiences

Well-known branded spa
products, trendy

exercises




Conclusion

* Personal choice differs and not
necessary concept related between hotel
and its spa and wellness offerings,
however ...

* There are some trends and similarities in
making the choices

* It is considered important to relate a
hotel type and its spa and wellness

* There 1s a need of differentiating a
specific spa and wellness concept that
follows its hotel brand concept,
however..

* There are some overlapping facilities to
be considered

Recommendation

* Develop a spa and wellness brand concept
that start with understanding of the
uniqueness of each hotel brand

* Define which facilities and services fit into

the brand
* Elaborate holistically

* [eave out some areas to be developed

generically
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Reflection

* has given me a better structu

* taught me on how to do a research and |

facts

* gave confidence

E—— T ———

* gave opportunity to review the
etfectiveness of past works and possibilit

to change or modity

Connected Grateful
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