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By JOE MCCART HY

Global hotel brands often have a reputation that differs markedly across countries,
reflecting the challenges inherent in scaling service, according to a new survey by the
Luxury Institute.

The "2014 Luxury Hotels Brand Status Index" charts how consumers in different countries
regard global brands. Interestingly, hotels received, on average, higher scores in China,
indicating that new expansion efforts in the country are a culmination of everything a
brand stands for.

"When you build something that’s new and when you staff it with new people, you learn
from the past, and from the culture," said Milton Pedraza, CEO of the Luxury Institute, New
York. "They have put their heart and soul into these places to provide an extraordinary
experience, and it's  a culmination of all their learning.

“It's  hard for one brand to sustain a global leadership to be top tier in different countries,"
he said. "There are different circumstances, different needs, different stages of
development.
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"The best you can do is be in the top 10 across countries."

The Luxury Institute's "2014 Luxury Hotels Brand Status Index" surveyed affluent overseas
travelers who about their impressions and evaluations of 37 global luxury hotel brands.

Differences

The LBSI scores "are based on each brand's perceived quality, exclusivity, social status
and overall guest experience," and are on a 10-point scale.

Respondents also say if they would recommend the hotel friends and family, if the brand
is priced too high and if they will return to the brand for their next trip.

The Luxury Institute surveyed consumers in China, Europe and Japan.

Predictably, brand scores varied by region, reflecting how brands struggle to supply a
consistent experience worldwide and how consumers have different expectations
depending on their background.

In Europe, respondents were from the United Kingdom, Germany, France and Italy. The
Ritz-Carlton received the second highest score with a 7.95, The Mandarin Oriental came
in fourth with 7.86 and Leading Hotels of the World came in fifth with 7.77.

The Peninsula Paris

The Leading Hotels received the highest ranking among Chinese consumers, which also
constituted the highest ranking overall, at 8.62. The Luxury Collection came in third in
China with a score of 8.54.
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Leading Hotels makes a commitment to organic cultivation

The Ritz-Carlton resurfaced in the top five in Japan with a score of 7.73, that was bested by
Waldorf Astoria's 7.8.
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Hotel brands included in the survey included Aman Resorts, Armani Hotels, Banyan Tree,
Club Med, Como Hotels and Resorts, Conrad Hotels and Resorts, Fairmont Hotels and
Resorts, Firmdale Hotels, Four Seasons, Grand Hyatt, InterContinental, Jumeirah, JW
Marriott, Kempinski Hotels, Le Meridien, Langham, Leading Hotels of the World, Loews
Hotels, The Luxury Collection, Mandarin Oriental, Oberoi, Orient-Express Hotels, Pan
Pacific, Park Hyatt, The Peninsula Hotels, Raffles Hotels and Resorts, Regent, The Ritz-
Carlton, The Rocco Forte Collection, Rosewood, Shangri-La Hotels & Resorts, Small
Luxury Hotels of the World, Sofitel, St. Regis, Taj Hotels Resorts and Palaces, W Hotels
and Resorts and Waldorf Astoria Hotels and Resorts.

T ight rope

Mr. Pedraza emphasized that as brands expand, they tend to cede the ability to provide
consistently strong experiences. Consequently, brands have to balance the demands of
scaling their portfolio and maintaining superior service.

This can lead to lopsided perceptions in different countries.

Intense competition has impelled brands to accelerate their expansion plans.

For instance, Starwood Hotels and Resorts opened 74 hotels across its nine hotel brands
in 2013, with new luxury properties in Abu Dhabi, Greece, Thailand and Peru.

Starwood claims to have doubled its luxury footprint in six years to a total of 160
properties and will continue this upward trend by adding 10 more luxury hotels in 2014.
The collective effort of the company’s nine hotel brands for global expansion dwarfs the
efforts of contenders (see story).

Boutique hotels have benefited from reputational slips large chains have made, by
enforcing the idea that scale can be detrimental. However, many brands are able to
leverage best practices from previous properties to create superior properties as they go
along.
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"Boutique has the advantage of not having so much scale," Mr. Pedraza said.  "You can
control things more."

Final Take
Joe McCarthy, staff writer on Luxury Daily, New York
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