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Walk into any store where there’s a sign posted that offers 50% off and, no matter what it is that is on sale, your interest is piqued immediately. And it’s no wonder; 50% of anything is a sizeable amount and worth taking note of which is why, now that business travelers are pretty evenly split between the sexes, hoteliers are taking notice of their female guests’ needs even more seriously these days. 

Check into almost any Kimpton property and you’ll discover that on an average night 65% of their rooms are filled with travelers in town for business (that’s 25% corporate groups and 40% individual business travelers). And fully half of those guests are women. This hasn’t gone unnoticed in this company headed by Niki Leondakis, a female executive who travels plenty on her own for both business and pleasure and knows what female guests are clamoring for. And how to deliver it. Leondakis comments, “Marketing to any particular demographic requires listening, above all else. At Kimpton, we ask our guests what matters to them, and we continually refine and evaluate our services and amenities including the language we use to communicate these offerings. We encourage our guests to bring their own individual lifestyle on the road, to ensure the seamless transition from their homes to ours by providing personalized care as well as comprehensive services and amenities for a comfortable stay. 
To best relate to our female guests, we have created welcoming amenities to include our Mind.Body.Spa in-room exercise and meditation programs, 'Forgot It? We’ve Got It!' menu and stylish, comfortable living rooms with fireplaces and hosted evening wine receptions. While valued by all our guests, the response to such personalized services has been especially enthusiastic from women, and we remain dedicated to continuously adding new amenities designed to anticipate and respond to our women traveler’s distinct needs." 

Anticipating a traveler’s needs is what led to the Forgot It? We’ve Got It! program. Amenities like hair spray and static guard that were accidentally left behind at home in the flurry of packing, or even worse confiscated by the TSA agent at the airport gate, are all available via a quick call down to the front desk where life’s little necessities are stockpiled to save the day (some items are gratis, others carry a small charge). And saving their guests’ peace of mind is a big part of the initiative of the Women InTouch program at Kimpton, offering comfortable and safe environments, and in-room fitness and wellness options including health-conscious offerings like complimentary in-room yoga, and Wellness Weekends, a 10-city program to provide travelers with innovative ways to maintain health and harmony away from home by featuring restorative services and amenities inspired by the content and ideas in body + soul magazine with whom the Kimpton has just partnered. 

Peace of mind was also on the minds of planning executives at the soon to open JW Marriott in Grand Rapids, Michigan which is the first JW Marriott in the Midwest region. In an effort to create an environment where there female guests felt completely safe and relaxed Marriott recently announced plans for a floor dedicated solely to women travelers. But when the property opens in the fall an all-women’s floor will not be a reality. Instead, due to passionate customer feedback, plans have changed a bit. 
Discussions are still underway in regards to guests being booked on the 19th floor, which is one of the hotel’s concierge floors; under consideration is a proposal welcoming all guests to that floor, although another suggested use of that floor is to restrict it to female guest. No matter who stays there they will all be able to take advantage of the 24 hour check-in/check-out service available on all the other concierge levels. However, what sets this concierge floor apart are the unique amenities offered, like padded hangers, and upgraded toiletries from a brand that the hotel is partnering with to use exclusively on this floor. Additionally, a separate lounge designed with women in mind will be a major focal point of the floor and a beverage service component will be available as a compliment to the traditional concierge lounge with food service found on the 23rd floor. 

Whether staying at a Kimpton or checking in to the 19th floor at Michigan’s newest Marriott female guests are glad to know they are being heard. And they frequently reward the people who hear them with loyalty – all 50% of them. 

