Times Square Facade

How Suite It Is!
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hen H;lt'l'}. Sternlicht, the CEQ of Starwood

Hotels and Resorts Worldwide, set out to design

a new hotel from serateh, he was determined 1o
create one that fixed all of his Tpet Elr't"n.l'.‘w.“ He envi-
sioned a hotel “that’s memorable, different, warm,

LN ."~i1|.'|'j|i1'l' ttl ('Hr“l:.l.lr'l.“ ._I||l| =) illljil'l'hhi\l' |,||,'l.[ even
weary business travelers couldn’t resist calling home
Lo say, “You've gol 1o see this |J|.|1'4':" Sternlicht and
his wife listed the attributes they wanted it to convey:
welcoming, wonderful, warm, witty, whimsical, wow,
wired. As i |l:l|r|u'ti|'t|. all the words started with W,
henee the name.

With W, Sternlicht laid out a brand concepl that
combined the bes 1ll.tllr|1|it|||1' hotels with the business-
I:.|'|EI‘||¢|I.'| '-I:‘l".i"l"- ||I|:|'I. b‘lll'll |I.'.
more conventional chains.

“We're trying to make il

Theresa Fatino
Vice President, Brand Design & Development
W Hotels, NY

a guest to get a fax and be able to work in the room,
| ||1t|l|;!||| there would be an opportumnty in the market
to do a multinational brand that was more updated and
unigue. It was design with form and function in mind.”
Now in 18 locations, W reinvents itsell with each
new hotel. The properties range from remodeled historic
landmarks to modemn glass skyscrapers built from
seratch, Sternlicht’s vision for the hotels has grown
bolder since the launch of the first W almost five vears
ago. In New York, where the company has five hotels,
the newest W Times Square has been described as a
--lill'l.I”i']'i'l] |:||'||||P tlll\.l- 1?1 K:'H-ljl\!' 1|'\1||]1"1 1|I|I'| ]I.,II'HI.il
colors. The ground floor lobby offers a tranquil break
E|1|!t| 1|‘H' ||t]h||| |'||.;|.1|"- 1”.]'"':;('1': i | 'I.'.qlti'rj.,l.ll I:'.:I_"\-I'lll:li"" Over
the elevator, casling I'imr“ll_:

"'lliil'lil"-'t"- M 1|II' |.|I"II'. III-Illu

Parent Co: Starwood Hotels & Resorts Worldwide, Inc.

?';ijll I:il':_'lll, '.'|.||||'|| |J|H'l|‘- ir]

different but we're trying 1o Principal Officer: Barry 5. Sternlicht, Chairman & CEO December, will have a rooftop

make it functional,” he says. | Business Line: Style Hotel Brand beach bar with heated sand.

*That was the |:|i_: gap in whal

2001 Revenue: £300 million

some of the previous boutique

W Hotel Locations: Atlanta: Ci
Los Angeles; Mewark, CA; Mew Orleans (2); New York

owners offered. Belore it was
arl for art’s sake. but [ wanted City (5): SaniFrancisco: San
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1'|1'r ‘llll"\it'ﬂ ['.i1j.. tl}ll'llin;_' nexl
Vi t'hl"- ﬁ\ilik-il'l '-]Ill'ﬁi']'

licago (2); Honolulu; : :
rooms, each equipped with

Diego; Seattle; Sydney. its own hammoek that is



“turned down” just like a bed. In Seoul, also opening Like Home, But Better

; S 5 are designed fo let guests y
next year, guests will be able to take a dip in the JL A g |:7n.r1ﬂtlfd.CF|'.

ymforts of home, with a

hotel’s glass-bottom pool with sharks swimming below.

'['||;|.l |---r|||||1'r'|'i;|| I||:';t[|'i1':1|il} r.;llu'- its cues from the d Internet

ey also avoid the usua

retail world, Siys Theresa Fatino, Viee President, W mass produced art found

Brand Design and Development. “Barry said. *“Why is hotels. “I don't understand

4 ; , ugly in hotels
it that there are so many hotels that don't look _:.':nllli g

and that have unsavory choices in their bedspreads,
their furmniture. thei :'quipml'lll'.’ W ||_\ has the design
.'lFIErI'H:I':'h. sensibilities and |J|'.I:'|il'.||i|il'r~ of retail

‘li""i:'_'ll -.Iflii flli'l'i'l'liill'illﬁlll_u

Die-Cut Logo
nol been :J|:-|J|il'l| 1o the hotel ; !

industry?” 7 Fatino’s design
_El'(lll.Fl 1'””{!.“”‘”11':" ".'nilll "u'n'."'”-
known architects, designers
and retail Hpn*rmtihlh lo creale
a new hotel aesthetic, Thl'_'n

look at ey 1'I"-t||i||j_' [rom Designer Uniforms

bamboo forests to neon |i;h[.-.
from feathers and shells, 1o Warhol paintings. Where
most hotels use marble and brass, W prefers wood
resin and stainless steel, water and shapes and textures

Guestroom
drawn from nature. The result is a fresh look, resem-

Guest Bathroom

h]in;_' x|||}.lhi||_: but a business hotel.

Sternlicht S5y that from a service and hotel stand-

||||.inl. he knew W could deliver the c|1'-~|l~_'||. but he
didn’t know whether it could deliver the “eool™
attitude that goes with it. “That’s lighting, ;
music, the smell of the space, and i1t’s the sen ii'l‘.\
the people.” he says. As it turned out, it all came ’
[r:_21'1|'1|*|. *I watch the _ui'm'r1|| Managers that we hire,

They come in looking like they came out of prep

Wireless
Keyboard

school, and a vear later, they're all in black with spiked
hair. They evolve into the brand, it’s very funny.”
Sternlicht takes a personal interest in every aspect
1'1 'ﬁ -"1 (li""i:.\i“. Iiiﬁ l.llli!'ll |il|"\i|"|.'| ||H:" "'i'l"l.i'li as I|||'
initial basis for improvements to room functionality.
“Barry’s a busy business traveler who works long into
the Il]'_:h[.“ Fatino Says., “What he discovered lacking
from his experience of staying in other hotels is the Card Key
need for oversized, long, deep desks, king beds, king ki
pillows, a large TV and spacious bathrooms. So he
fixed those deficiencies in his own hotels.” W beds

are a signature feature across the chain’s diverse

properties. W uses pillow-top mattresses with goose-

|i|m|| |iu'n'l.- I'{ll]H'I' ||'1'.||| [||1' |1.-||'.1| |r|:|j.:'-l:'|' ('tlrrll.lill'[l'l'.‘w.
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Fatino’s group researched vendors from China Lo
[-:_“'ujr:- to learn about the best sewing and construction
of down |:-|'H|i'.]t'|-. 'HJI'_‘- =|rt'1'i|it':| that the down feathers
be taken from the breast of the goose, because those
are the smallest, |i;_'|||:'-r. warmesl feathers. '”u'_l. Jrul
high-thread-count cotton ||I:'||||'n:'|i1.l' covers over the
pillows =0 they have a fresh, clean, cloud-like feeling.
[0 afford the beds, which cost twice the iu||||-!r'_-. norm,
W elected 1o lorego the |r|||k_\ armoire found in so0
many hotel rooms. As a result, the 27" TV is in |||;||||
sizht, 1li|'l'x'||_\ in front of the bed so esls don’t have
to assume conlorhionist-viewing positions.

In consideration of business travelers, W made
desks big enough to spread out work and included a

i'”l*“"‘*‘* |3'|I“3|II:‘ illlil HFII'-Sll's.i'l|3'|I“'IIl:'. '|'||r'r‘1'-'n;1} sawile |'I

Destination for Locals

lighting shifts the mood of W rooms. Fitness centers
are open 24 hours a day, seven days a week.
International magazines are sold in lobby newsstands
.'|rHi I'H':Jl |||ii'|“t|||"l.'|"'| daine H[(ll']\l'(l i“ _Elll':‘*-l“l”“l tli,”"'.
Showerheads are oversized — as big as local city ordi-
nances allow. W’s bathrooms are a [eature of ongoing
innovation. In the new W Mexico ['.i1j., the bathroom
is actually |1];L|'n1 at the back wall of the Fuesiroom
near the window, =o it 1sn’t the first |I'Ii|l:_’ VOLL See when
vou come in. Fatino explains, “The guest is expecting
more from us and allowing us to be more adventurous
with our space |Jl:|||||iH;_'_ and the integration of the bath-
room into the living room space. It can be a seamless,
'ﬂ'\il'l' "-lli‘ll:'l'. Ill;ll '\'l;l?k '\'ll”'ll sSOImMenne 1s I'|||.,t'.|||!.
putting on their makeup, whatever, they can see the TV,
their significant other or the view from the room.”
Another focus in W hotels are the lobbies, which
Sternlicht likes to describe as “living rooms.” Fatino

savs they are 1||'-~i:||1'|i 1] rron il‘it' “a true sense |:|'
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arrival, like joining a great party in full swing.”
'Hlt'}.ll'l' laid out to ereate a lot of buzz; !|H'_1. re full of
conversation nooks., The general decor, lighting, music,
“hotanicals.” staff uniforms and DJs are |';|r'|'||:|||_'.
selected to creale a -1_\Ji-J| ambience, she adds. “Living
rooms’ are sel up to create moods thal |'||;Lnj_'|* I|||'uu;_'||-
out the l|.'|}. |||l-'~i||_: [rom serene to social to SEXY
providing a relaxing respite from the city outside by
day, a ]il.:-l_-. lounge ||_\ rti.uh[. “We use colored f_'l']H that
alter the in!rn:-i!}. as the c|:sj. progresses o 1'!':';1I:'_i||-—|
the right mood.” says Fatino. *Candles and volives are
lit every evening for a warm, cozy ambience.”
Sternlicht was behind the |:-||-|| lo recreate the in|ltlj.

concepl in W hotels. “In my travels in Asia, the hotel

was a meeting place. Many hotels had five restaurants

b

in them. They hold thousands of events, there’s always
action in the lobby. In the United States, they're
|'u:|:|'u.;:_~. slops. You g0 in and out of a hotel as fast as
you can. We needed to energize the lobby.”

|||l:‘.u|'u| to that effort are W bars and restaurants,
which have become wildly popular destinations for
locals as well as guests. W is partnered with nightelub
impresario Rande Gerber in ereating the hotel’s
Whiskey Bars. Restaurateurs like Todd English from
Olives and Drew Nieporent of Nobu and Tribeca Grill
1'|.'|'\|' 1]|'I|.1'|“E||'[| 1h|'||||.";| restauranis 1“" Illnlli

W has also expanded into retail, opening cutting
.-:I_:u- stores, The first one upp!';m'li last vean with
the debut of W’s second Chicago location and sells
everything from Fabien Baron snowboards, Givenchy
I‘I.l”‘"h'l_:"' :]||(| '.:l:l||||||l:' ||E"" [;;I]"\'“]l:" |i':_||hr‘|' |Jr'|:li|||.|'1"-
to the more mundane travelers’ necessities, W stores
exude the same modern sophistication as the rest

of the hotels” interiors. W's Times f"';r|||:1|'|' location,



for instance, has a 540-square-foot store with white
lacquered walls, bleached oak Hoors and ribbed mirror-
glass shelves that flip to provide display options. More
than a dozen retail outlets are on the drawing hoard.
“Initially, we tiptoed into retail. We worked to show the
interest was there, We tested the market very quietly,
observed and learned.” savs Fatino. “We thought retail
could further explain the various personalities of the
brand, both its quirky side and its chie side.”

W offers products through its branded catalogs as
well. “We introduced the catalog as a service to oun
guests because we gol so many requests, Guests wanl
the pillow, the candle, the teddy bear they see in the
hotel. Now they want the whole W lifestyle,” Fatino
says. “We also saw retail and merchandising the brand

as a way ol [ulfilling our customers’ needs as well as a

marketing vehicle.”
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W's boutique-business concept is a niche comple-
ment to Starwood’s larger chains, which include Westin
and Sheraton hotels. H|*1-I'1Iin;_'. W’s ]|i1r|u'r persona, the
hotel offers business guests sensory-infused meeting
rooms smelling of lemon grass or eucalyptus with

decorative rocks carved with inspirational words like

“Wisdom”™ and amusing “toys™ for ereative stimulation.
o

For Sternlicht ereating the W brand has allowed him
to return o his childhood interest. His mother was an
artist and Sternlicht himsell continues 1o draw and
paint. “I've always been interested in design. One of
the reasons | went over to the hotel business was | gol
a chance to do something | always wanted to do, which
was design properties — the creative part of real estate.
For me, | love the design side,” says Sternlicht. “One
of the most fun t]1in;_r.-. about W was when | was assem-

bling the assets that ultimately became the Ws, like

3

the former Doral Inn, now W New York, or the Marque
that’s now the W Atlanta, or the Days Inn in Chicago;
they were pretty ugly boxes. So we were doing urban
renewal at the same time. It was fun to take assels
that looked like slag heaps in their original condition
and really rev them up, contributing something to the
community by making them happening, fun places for
people who are happening and fun.”

Reflecting on W's success, Sternlicht observes, “1
was trying to design more “class for mass,” but it wound
up being a four-star brand, which was inadvertent.”
Still, he proudly cites a Market Metrix study that meas-
ures {']]lh.llliill]“l sCores |.|l|' |lr[|||1|"|. \':iq I'Q,lli'l] tlH' ||_i;_:+|l,"‘-|.
luxury brand score in its industry, and number one for
customer satisfaction too. “For good brands, design is
a major portion of the brand. If you don’t have a unique

1|1'-‘-ij_"1'l. you I'Iil'-i' i r'r1r|||||r|:|il:.." |'I1' l'“l'l('llllit'.‘-u.
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