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What Women (Really) Want

|dentifying the Unique Needs of
the Woman Business Traveler

by Brenda Fields, August 14, 2006

As an industry, we have come a long way from cageto the woman
customer by placing a red rose on the bed or hgrdin a restaurant menu
without the prices. We realize that the woman austois typically the
decision maker in choosing the hotel or restauaadtis more often than not,
the one who pays the bills.

In 2005, women accounted for approximately 43%hefliusiness travelers,
according to the Travel Industry of America. In &idd, a recent New York
University study identified the women business ¢tawas a “baby boomer
with a college degree who earns over $75,000 peat’ y&hat profile
typically points to a sophisticated and discrimimgtraveler. And research
confirms that women tend to have higher expectatiban men when it
comes to comfort, service, and security.

But, we fall short in identifying the unique neexfshe woman business
traveler when we make it exclusively about secutityactuality, no
reasonable man or woman would stay at a propenty d@r she did not feel
secure. Personal security is the minimum expectati@any guest. The
industry has made improvements and is respondiog, Khany chains
routinely train staff to discretely tell a guess br her room number when
checking in or will write the room number down the guest to avoid
anyone overhearing. And telephone operators arettao avoid giving out
room numbers.

With security in place, creating a product thapeehe woman traveler feel
her best and perform well on her business trig,ingpire loyalty and drive
market share and will help your property outperfasicompetitors.
Sometimes, it’s the little things that make thdedénce. Instead of looking

for that great marketing idea to drive businesst, fddressing the basic needs
could be the answer to impact and maintain revenues

Currently, standard in-room amenities in almostygles of hotels are: irons
and ironing boards, hair dryers, shower caps,tt@te alarm clocks, and
coffee makers. But many times, they are not as weinendly as they could
be or fully address her needs. The following ptesisome insight into the
needs of the woman business traveler so that érgtelan decide if they need
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to make adjustments as well as determine the R®laifge investment is
warranted.

Security:

Having a staff that is welcoming, discrete, visilalad available goes a long
way to reassure a guest that he or she is in gandsh And as previously
stated, the industry has responded to safety andiseconcerns to insure
that guest room numbers are protected. But anpaegularly sensitive to
women is the issue of connecting and adjoining morhe idea that only a
double door is separating her from the person deat typically creates a
vulnerable and insecure feeling in women. So, difitéing all the right notes
upon check in, ensure that that good feeling istaaied by placing the
woman guest in a room that does not connect tchanaine.

Sleep:

A good night’s rest is tantamount to functioninglhaed a decent mattress,
pillow, and bed linens are important for that. Tdrge chains are now leading
the way in upgrading the standards for mattregsksys, and linens.
Therefore, to remain competitive, independent Botedbm budget to luxury,
need to reevaluate their beds and linens and dieeerhthey meet the
standards and meet guest expectations. A guidingigal to see if your
mattress, linens, and pillows are up to standartis ask if they are of
residential quality. Even then, sometimes harshdating can turn acceptable
linens into very uncomfortable ones for women.

In addition, having the alarm clock go off in the&ldie of the night can really
cut into a good night’s sleep. Whether the guestale or female, a quick
check of the alarm clock after a guest checks antgo a long way to keep
the next guest happy and returning to your property

Hair:

Now that the hair dryer is a standard amenity istnhmtels, women are
spared the inconvenience of packing one in themyaan bags. But, many
times, the hair dryer is not near a mirror or @&titached to a wall where there
IS no place to put brushes, combs, or hair prodieside hairdryers, women
can have electric rollers, electric contact lets, laell phone chargers, and
back up batteries for the lap top computer, whigates the need for an
ample supply of electrical outlets. So, to getihigarks from women, make
sure that the hair dryer is strategically placedt it has good power, and that
there are plenty of outlets which are logicallyceld for convenient use for all
of her personal and business items.

M ake-up:

One of the most important needs for women is gadihg for make up
application and ample counter space for all ofcibemetics and toiletries that
women carry. Harsh bathroom lighting combined \aitfiny glass shelf, can
create havoc when preparing for an important basineeeting or
presentation. It may require a little tweaking @timal expense to get it
right, but the investment will pay off with repdaisiness. Hoteliers can earn
even higher marks by providing a full length mitrdfomen are long past the
days of worrying about their slips showing, butytkéll like to have one final
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check before walking out the door.

ClothesHangers:

A major annoyance to women is to have clothes hanghkich are not
detachable from the rod. Many times, a quick steathe business suite or
silk blouse while taking a shower is a very timicieint means to get ready
for the day or evening. Most women are not lookmgake the hanger home
with them. They don’t need the hotel hanger amebitildn’t fit into the
carry-on bag for the airplane even if she wantefatwhy do hotels, out of
fear of loosing a hanger and having to replageatpardize loosing the room
revenue of a woman guest who will next try the cetitppn to avoid the
inconvenience?

Lack of skirt hangers is another annoyance for woimeSkirt hangers are
still very useful to women, even if they are notaneg skirts. They can be
used to hang pants so there isn't a crease anbecased for certain types of
dresses. It may seem like a minor issue, but ndhpane when needed is a
major inconvenience.

Good Service:

The icing on the cake is a caring and attentiv gtat makes each guest feel
welcomed and cared for. An unanswered phone ctieinmiddle of the night
to the front desk or a noise complaint that isdexlt with reassuringly will
undermine all the other great experiences in placgarm and attentive staff
can make up for slight inconveniences and is orteeMmost important
ingredients in building guest loyalty.

So, if the goal is to capture your fair share @& wWomen business traveler
market, it is important to provide the product,qu@ to women’s needs.
They include the right women-friendly amenities,ichhare strategically
placed in the room to provide maximum comfort affidiency; and a clean,
safe, and secure environment. Sometimes, the iowsised in proactively
addressing these issues are much less than lgtenggo and reacting after
the downturn in business. A thoughtful and in-degothlysis will allow each
owner or manager to decide which approach is begti$/her properties to
drive business in the short term as well as forldhg term.

This article is reprinted with the permission afauthor and
NationalHotelExecutive.com.

About Fieldsand Company:

Fields and Company, founded by Brenda Fields, provides
in-depth analyses and cost effective sales and marketing
solutions to help owners and managers achieve their
revenue goals. Systems and procedures are devised and
implemented to monitor results and to ensure staff
accountability, resulting in success during downturns. We
work on individual projects or provide on-going
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involvement and expertise on a retained basis. A i

Contact:

ﬁelds&cgmpamy N

Fields and Company
1011 Smithfield Road
Millerton, NY 12546
Phone: 518 789 0117
Fax: 518 789 0118
brenda@fieldsandcompany.net
www.fieldsandcompany.net
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