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Holiday Inn Unrolls Gen X Welcome Mat
9/21/2005
By Allan Richter 

Posted Sept. 20, LAS VEGAS – Holiday Inn is going retro to tap the market of the future. To attract the burgeoning Generation X market, the chain is dusting off a swimming pool domed enclosure concept popular in the 70’s and has hooked up with a century-old media brand name. 

Holiday Inn is bringing back Holidomes, pool enclosures that helped northern properties extend the season. In addition, parent Intercontinental Hotels Group plans to develop with Sporting News magazine sports grills for its 91 Holiday Inn Select properties, which are being updated on a number of fronts. 

The stepped up effort to target Gen X also includes the rollout of more technology, a more modern staple of the youthful market: an online concierge service and an iHome clock radio and Ipod docking station that lets guests wake to songs on their MP3 players at Holiday Inn Select hotels. Holiday Inn is also deploying its check-in kiosk more widely. 

“This year leisure travel is actually supposed to inch past business travel,” Mark Snyder, Holiday Inn’s senior vice president of brand management in the America’s, said before the start of InterContinental’s investors conference here. “It’s coming out of the GenX demographic.” 

In addition to reviving the Holidomes, Holiday Inn is rolling out water parks at its larger properties. Both concepts will help the chain tap the Gen X market because they speak to the segment’s sense of “experience and adventure,” coupled with a search for “more balance, more connectivity in their lives, particularly with family,” Snyder said. 

Although the Sporting News brand long predates any Generation X, Snyder said its broadcast and online presence put a modern spin on it that is attractive to the market segment. 

Holiday Inn’s market research also uncovered a Gen X consumer less than satisfied about antiquated fitness rooms in hotels. So, in addition to the Sporting News deal, Holiday Inn Select brought in workout equipment maker Nautilus to update the brand’s fitness rooms. 

Holiday Inn would earmark Holidomes for properties of around 200 rooms, while hotels with 300 rooms would get the water parks. Some 13 Holiday Inns have the water parks, with six more being built. An Indianapolis property whose water park opened in January saw its room rates shoot from $90 to $300 a night, Snyder said. 

About 130 Holiday Inn properties are equipped with Holidomes, but only six of the hotels meet standards that brand officials said they would bring to franchisees in the fourth quarter. Those include at least 5,102 sq.-ft., landscaping, three free activities such as a putting green, table tennis or water basketball and a self-service food and beverage area. 

The Holidomes could be retrofit to existing Holiday Inn properties or be added to new ones. 

To house a water park, properties would need at least 10,000 square feet, provide a video arcade with at least 10 machines and build a full-service concession area, among other mandates. 

The Holidomes and water parks are for Holiday Inn hotels, not the Select branded properties. In addition to the Sporting News, Nautilus and technical upgrades to the 11-year-old Holiday Inn Select, the brand unveiled plans for a ew prototype hotel. 

“It has lots of glass and is very open. We’re collaborating with a feng shui expert,” Snyder said. “Gen X is very into looking toward the east.” 

Also to cater to the Gen X demographic, workers staffing the Holiday Inn Select properties will have contemporary uniforms, with cargo pants, polo shirts and fleeces, from Pacific Trail. 

The brand plans to begin building the first property with the new design in Atlanta next year. It expects to grow the brand to 200 properties in airport, urban and “secondary” markets in five years. 
	Allan Richter is editor in chief of Hotel Interactive and Hospitality Insider. 


