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industry including trends and recommended LHW
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Step 4: Identify Consumer Trends
Table 4 shows significant consumer trends and possible
responses to these trends.

LHW’s ability to identify and act on changing customer
trends requires better use of customer information. The
organization increasingly focuses on its ability to capture,
keep, and better use customer information to heighten
guest experiences. As Paul McManus says, one of the most
sought-after components of Leading Hotels of the World’s
many services is their customer profiles. “We know what
kind of pillows they like, if they want Diet Coke in their
room, and what flowers they like,” he adds.

Based on analysis of consumer trends, LHW will
launch Leading Spas of the World in 2005 and will part-
ner with an industry leader to launch an LHW-branded
Luxury Residence Club, which will increase demand for
vacation-ownership products.

STRATEGIC EXPANSION

Additional alliances with providers of other luxury goods
and services will enable LHW to expand into more seg-
ments of the luxury market. Increasingly, current and
potential clients are accessing LHW through the Internet
rather than a travel agent. This transition requires LHW
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to carefully promote its brand directly to the public while
maintaining its focus on the travel agents that still serve
as a gateway to 80% of clients.

From its beginning as a luxury hotel-reservation pro-
cessing company, The Leading Hotels of the World, Ltd.
today commands a majority share of the world’s luxury
travel business. Realizing that continued expansion of
their hotel base could lead to brand dilution, LHW man-
agement instead sought to strategically expand the brand
while moving into diverse though related areas not usual-
ly associated with a luxury hotel brand. The initiatives
have seen results. m
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