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Hotel Brand analysis for JW Hotel

Brand Overview and History

JW Marriott is a hotel chain that trades under the Marriott International Brand name. However, JW Marriott has a higher quality and tier level than the traditional Marriott Hotels. It consists of Hotels offering amenities, facilities, and services of higher luxury levels than its peers. Most of its hotels consist of a hotel and spa which come with several unique luxury services.

The JW Marriott Hotel first opened its doors to the public in 1984 in Washington D.C. It was named after J.W. Marriott was the founder of the Marriott Corporation. The company has gone on to establish 84 hotels and luxury resorts in 36 different countries (JW Hotel Kenya is under construction and is expected to be opened mid this year). In total, the hotel offers37,183 rooms making it one of the most recognizable hotel brands in the world.

Target Markets
JW Hotels are often deliberately made different from the traditional Marriott Hotels. With the Marriott Hotels serving all classes of clientele, the JW Hotel is designed to cut its niche in the market. Each brand is often designed with a unique sense of luxury. For instance, JW Nashville is designed for the city dwellers. It offers luxury and comfort similar to a luxurious apartment setting. This gives it's guests the comfort they are accustomed to when staying in their high-end apartments. Similarly, their Los Cabos branch offers a scenic and unrivaled experience of staying where the Sea of Cortez and the Pacific Ocean merge. Other popular geographical settings include blending nature with beautiful gardens and flowers for guests who like nature-themed settings (O’Guinn, Ch 1-3).

Ideally, each JW Marriott Hotel is designed to offer a unique form of luxury. The chain of hotels serves a unique clientele that comprises mostly of upmarket clients. Being accustomed to luxury living every day, these clients have a unique definition of luxury. For this reason, the JW Hotel is forced to be creative with the type of luxury they offer to prevent it from being just an extension to their homes which honestly would be hard to rival in terms of amenities. Serving the upmarket clientele can be demanding since but the hotel’s creativity has enabled it to stand out in every part of the world. This can be seen as unique services previously unheard of such as offering family setting services where guests have access to amenities like front yards where they can socialize and even cook their meals.

JW Marriott Hotels also carefully select the areas in which they set up their hotels. Their hotels are located in areas most frequented by high-end guests such as business executives, wealthy entrepreneurs, and tourists. The aim is to offer luxurious places to stay for clients on business as well as clients looking for a luxurious holiday getaway (Andreani et al., Ch1-4).

 JW Marriott Brand Position

When it comes to brand positioning, JW Marriott has a unique advantage over its competitors. Having a presence in the major cities around the world coupled with a variety of unique designs and luxurious amenities gives it an edge in the hotel industry. Additionally, the Marriott Brand has been named among the top 15 best hotels in the world almost every year making it consistent top-ranking hotels for many years. Most of the hotels occupying these rankings often consisting of new hotels or hotels with single branches. With Marriott having a chain of hotels, it gives it a solid brand positioning that is well ahead of its peers that include brands like the Hilton Hotel. Another factor that gives JW Marriott Hotel is its unique clientele. JW Marriott Hotels are sold as a luxurious hotel that is an upgrade to the normal Marriott Hotel. This makes it an upgrade to a hotel chain that is already considered a market leader. Like being the top-ranked in a group already ranked top. This has enabled it to cement the brand position that has enabled it to be among the most popular luxury hotel brands in the whole world.
Brand Elements
JW Marriot Hotel logo is distinctively different from the normal Marriott logo. While the normal Marriott Hotel Chains logo features the letter M, JW Marriott’s logo features a griffin with the name ‘’JW MARRIOTT’’ underneath it. Griffin is a mythical feature that is a hybrid of a lion and an eagle. This represents strength and vision which sits well with the hotel's brand strength as well as its vision and strategy of growth through innovation. The logo is simple and has remained unchanged since the hotel’s founding in 1984. 

The hotel’s website, (jw-marriott.marriot.com) is neatly designed with easy navigation. The hotel invested a lot on the aesthetics of its website and the final result is several pictures that give more information that the descriptions below it. This gives a glimpse of the luxury on offer at the various chains of JW Marriott Hotel.

These are the main brand elements of the hotel. The hotel’s insistence to stick to its simple logo gives it an air of arrogance and being loyal to its roots and tradition. However, the hotel also appreciates the inevitability of change which is why they have a modern and exquisite website that aligns perfectly with their luxury. The combination is a strong brand logo that easily sells itself and a beautiful website to advertise its luxury (Aeker, Ch 2&3)

Conclusion
The Marriott Brand has been a popular and world-renowned name for many years now. The brand continues to grow each year. Their growth has not compromised on the quality. The hotel continues to uphold its high standards and unique standards that form the foundation of its success. When it comes to luxury, JW Marriott has the enviable reputation of having established its niche both in the form of the clientele it serves and the types of luxurious services and amenities offered. This has made it a top brand among the top-ranked brands. 

The JW Marriott Brand is therefore strong and continues to grow in leaps and bounds. This is evident because the hotel continues to open in new locations. For example, JW Marriott Hotel Kenya is scheduled to open in 2020. (Shykina, Pg 22- 34)
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