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Participant’s handout 3.2
Task 1 Read the article and comment on the issues raised.

Hotels Turning Sensitive in an Effort to Appeal to Women Business Travellers…!?
A new study from Cornell suggests that all hotel managers focus more on the emotional ‘outcomes’ of women who stay at the hotel, instead of the basic amenities that appeal to all guests. 

The study focuses its attention on the fact that women business travellers base their hotel decisions on emotions, and said that managers should focus on how combinations of ‘services, amenities and facilities contribute to the desired affective responses sought by women business travellers.’

Recent findings show that women business travellers have increased significantly over the past year. Therefore, it drove the theory that if a hotel wants to win the business of women business travellers, the hotel will need to cater to a woman’s desire to feel safe, empowered and pampered. 

Melanie Nayer agrees that there is truth to that. She writes, “As a woman business traveller myself, I can attest that I’ve returned to the same hotels in big cities like Hong Kong, New York and Los Angeles because I feel welcomed and safe. But pampered? It’s certainly a nice amenity, and the purpose of leisure trips, but does it justify a return for a business trip?” 

The study, conducted by a woman, said that if a hotel caters to the ‘emotional outcomes’ women have from feeling safe, empowered and pampered, it’s more likely the hotel will win the repeat their business. The solution: that managers focus on how a combination of services, amenities, and facilities contribute to the ‘desired affective responses sought by women business travellers.’ 

She doubts that by pampering a woman - be it with spa services or extra attention – she’ll have a better emotional experience at the hotel, and will likely return. Do women really require additional pampering to men in order to rate a hotel ‘returnable’ for business reasons? Before Malanie voiced her opinions on the study, she took it to women in hotels and on Twitter to get their opinions.

I took the study to Twitter and was met with a 50/50 response. Some women responded with ‘Yes’, extra pampering will make them return to the hotel in the future. One Twitter follower said, ‘Feeling relaxed and nurtured in a great biz hotel makes me feel ready to be more productive.’ 

So what’s the right approach?
Amanda Hyndman, general manager of the Mandarin Oriental, Washington DC said, ’As a hotelier, my objective is to provide a luxury and unique experience, giving every guest exceptional value regardless of whether they are male or female, whether traveling for business or pleasure, in order to ensure that they are delighted with their stay so that they will want to come back”

All things considered it should be emphasized that it is not about the ‘emotional outcome’ of women, it’s about the service and value for all clients and guests of the hotels, regardless of gender. While Melanie agrees with the study that women do value security and safety, both men and women value empowerment and comfort.

Melanie Nayer is a hotel reviewer and expert on luxury travel around the world. 

Discussion

1. Is hospitality an issue in Latvia?

2. What do the hotels in Latvia do to value all guests?

3. Do you think hotels in Latvia are ‘returnable’?

4. Do you agree with the argument that women are hard-to-please creatures?
5. Is pampering a good way to success?
Adapted from
www.hotelschool.cornell.edu/research/chr/pubs/reports/abstract-15679.html
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