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Did he have any idea that those early hotels would
spawn dozens more? “No idea at all,” he says. “If 1 had, I
would have negotiated a different proposal.”

Over the years, W followed the Rockwell hire with a
veritable who's who of designers and architects: Jean
Nouvel, Yabu Pushelberg, Studio Gaia, Clodagh, Charles
Gwathmey, Tony Chi, Thom Filicia, ICRAVE, Carlos
Castroparedes. And that mission has never wavered.

According to Turner, “W's distinet design plays a
critical role in bringing the brand’s unique positioning to
life. Design is one of the reasons consumers want to stay
at W, and it is a critical part of what keeps them coming
back. Strong guest loyalty enables us to drive market-
leading occupancy and rate.”

W'’s most recent executive hire is Eva Ziegler, global
brand leader for W Hotels Worldwide. The Vienna-born
Ziegler comes to W from the Starwood brand Le
Meridien. She brings a passionate zeal to her new job, and
is particularly enthusiastic at the brand’s projected
international footprint. “In hotels,” she says, “distribution
across the world makes the brand strong.”

W is nothing if not brand-conscious. In addition to
Ziegler, W and other Starwood holdings are overseen by

Phil McAveety, executive vice president and executive
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Opposite page, from top: An Ocean Haven room at
the W Retreat & Spa-Maldives, designed by eco-id,
Ed Poole, and W Design; the bar and lounge area of
W Scottsdale, designed by Carlos Castroparedes and
Remedios Siembieda. Above: W Atlanta-Midtown’s
dramatic lobby, designed by ICRAVE.

brand officer; and Mike Tiedy, senior vice president brand
design and innovation.

Says McAveety, “W began as a New York City
phenomenon, but over the years it has needed to adapt to
different markets. The functional lobby, creating n space
for entertaining and being seen, has been copied a lot.
Now we need to adapt it to different markets, driven
mainly by a distinetive design direction.”

“We want to use a myriad of designers,” says Tiedy,
“to help establish the storyline of each property. Every one
has to be unique. No cookie cutters allowed.”

Looking forward, Ziegler hopes to continue W's
partnerships with the fashion world, an initiative
launched when W created a VIP Backstage Lounge for
New York Fashion Week. “W's ‘passion points’ are music
and entertainment and fashion and design,” she says. “We
have developed entertainment and music alliances in
London and Hollywood, and I want to bring fashion into
products, marketing, and services. I want to find a
fashion consultant to link our hotels with events and to
develop a fashion point-of-view for our properties.”

While W's ambitious plans might seem at odds with
an economy that is, to put it mildly, less than robust,
Ziegler points out that the projects with scheduled
openings were initiated some five years ago. “It’s not just
all of a sudden we decided to go global,” she says. “There
is 50 much investment in these properties that it makes
no sense to stop. And we have proof of past success.”

Adds Turner: “We succeed by working with the right
partners on the right properties in the right places. W's
critical mass, global footprint, and growth momentum put
the brand at a distinet competitive advantage and posi-
tions it for success now, during the recovery and beyond.”

“W’s target audience will always be the aspirational
market,” adds Ziegler. “Those who are the trend seckers
and the trend setters. They want the latest, the coolest,
the hottest, the newest.”

Whether that remains true by 2012 is something the
entire hospitality industry will be watching with interest.
And if history is prologue, the W brand is likely to make
this unfolding story well worth our attention. hd
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