Frontiers in Business, Economics and Management
ISSN: 2766-824X | Vol. 17, No. 3, 2024

Service Excellence in the Age of Personalization a
Comparative Study of Luxury Hotel Management

Practices

Shichang Qi ~

Faculty of International Tourism and Management, City University of Macau, Macau, China
* Corresponding author: Shichang Qi (Email: 328990758@qq.com)

Abstract: This study explores the role of personalized services in luxury hotel management, focusing on applying Service-
Dominant Logic (SDL) in high-end hospitality. By analyzing the service practices of two prominent luxury hotels—Sanya
Tianfang InterContinental and Sanya Haitang Bay JW Marriott—this research compares and contrasts their approaches to
personalized services, offering valuable insights into effective strategies for enhancing guest experience. The findings highlight
how personalized services contribute to differentiating brands in a competitive high-end market and serve as a key tool for
integrating local cultural values with global hospitality standards. In addition, this study provides theoretical contributions to
service management and consumer behavior, particularly in the context of luxury tourism. It offers practical recommendations
for hotel managers to optimize service offerings and suggests pathways for the sustainable development of the luxury tourism
market through aligning consumer experience with broader cultural and brand objectives.
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1. Introduction

In the context of escalating consumer expectations and
increasing demand for personalized experiences, the luxury
hotel industry is undergoing a significant transformation from
standardized service models to highly individualized and
experiential offerings (Prahalad & Ramaswamy, 2004).
Consumers now anticipate not only premium physical
facilities but also seek emotional resonance and deep value

experiences through personalized services (Walls et al., 2011).

This paradigm shifts underscores the growing importance of
service excellence as a core competitive advantage in luxury
hospitality, wherein differentiated service practices enhance
perceived value and brand loyalty.

Sanya, a premier destination in China’s high-end tourism
market, exemplifies this shift. Boasting unparalleled natural
resources and rich cultural heritage, Sanya attracts leading
global luxury hotel brands, including the InterContinental
Sanya Resort and the JW Marriott Sanya Haitang Bay. These
hotels exemplify differentiated approaches in facilities and
service, aligning with the burgeoning demand for
personalization  and  premium  experiences.  The
InterContinental Sanya Resort prioritizes “True Hospitality”
by integrating local cultural elements into service design,
fulfilling consumer expectations for authentic, localized
experiences. Conversely, the JW Marriott Sanya Haitang Bay
adheres to its brand philosophy of “Travel Brilliantly,”
emphasizing consistent global service standards and
technologically empowered convenience, delivering efficient
and internationally oriented personalized experiences
(Mohsin & Lockyer, 2010; Nasution & Mavondo, 2008).

Although previous research has investigated the
relationship between personalized services and brand loyalty
in the luxury hotel sector (Walls et al., 2011), most studies
have focused on Western markets, leaving a significant gap in
understanding Asian contexts. In particular, there is limited
comparative research on how differentiated brand strategies
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in Asian luxury hotels influence consumer perceptions of
value and loyalty (Nasution & Mavondo, 2008)). Furthermore,
segmented analyses of how high-end hotel brands in Asia
meet diverse consumer demands through personalization
remain scarce.

This study seeks to address these gaps by examining the
personalized service practices of the InterContinental Sanya
Resort and the JW Marriott Sanya Haitang Bay from a
consumer perspective. Specifically, it explores the differences
in personalized service strategies between these two hotels,
investigates their impact on consumer perceptions, emotional
experiences, and perceived value, and evaluates how these
experiences translate into brand loyalty and market
competitiveness. In order to achieve the above research
objectives, this paper proposes the following research
questions, (1) What are the similarities and differences
between InterContinental Sanya Tianfang Hotel and J.W.
Marriott Hotel Sanya Haitang Bay in terms of consumers'
perceived personalized service experience? (2) How does
personalized service affect consumers' perceived value and
emotional experience? And (3) How does consumers'
personalized experience translate into brand loyalty and
market competitiveness?

2. Literature Review

2.1. Theoretical Foundations of Personalized
Services and Consumer Value

Personalized services are central to achieving brand
differentiation and enhancing customer satisfaction in luxury
hotels. By tailoring service content to meet customer needs,
personalized services strengthen the emotional connection
between clients and brands and help hotels stand out in highly
competitive markets. From the consumer perspective,
personalized services are not merely tools to fulfill functional
needs but are key to fostering consumer loyalty toward the
brand.



Service-dominant logic (SDL) provides the theoretical
framework for understanding personalized services. SDL
emphasizes the interactive nature of the service process and
the co-creation of value, positing that consumers are not
merely recipients but co-creators of value in the service
experience. For instance, at the InterContinental Sanya Resort,
consumers engage with local culture through curated
experiences such as Hainanese cuisine and cultural
performances, enhancing their experiential value. Meanwhile,
JW Marriott achieves this through highly customized private
villas and gourmet dining services, meeting the refined needs
of its clientele. This tailored service fosters emotional
connections and brand identification among consumers.

Moreover, consumers’ perceived value of personalized
services relies on the brand’s unique positioning and cultural
adaptation in service design. Studies have shown luxury
hotels must go beyond meeting basic needs to evoke
emotional resonance through distinctive service practices to
enhance their brand value. For example, InterContinental’s
localized services cater to the needs of family travelers, while
JW Marriott’s luxurious and refined offerings appeal to high-
end clientele. These differentiated services demonstrate how
personalized approaches can precisely align with customer
needs to enhance their perceived value.

2.2. Drivers of Personalized Services: Facility
Design and Service Delivery

2.2.1. Physical Environment and Consumer Perceptions

The physical environment is one of the key drivers of
personalized service experiences. Research has shown that
the design and atmosphere of luxury hotels directly influence
consumers’ emotional responses and overall experiences
(Bitner, 1992). For example, at the InterContinental Sanya
Resort, features like the underwater restaurant and children’s
pool offer family travelers an environment that meets both
functional needs and provides visual and emotional appeal. In
contrast, JW Marriott caters to high-end clients with
courtyard-style designs and private spaces, creating an
environment that enhances guests’ sense of belonging and
satisfaction.

The design of sensory experiences is equally critical for
personalized services. Studies have highlighted that sensory
stimuli such as touch, smell, and visual elements significantly
enhance the overall quality of consumer experiences. For
instance, JW Marriott employs customized scents to enhance
brand recognition, although this design may not align with
every guest’s preference. On the other hand, InterContinental
incorporates Hainan’s cultural elements into its decor and
sensory design, creating a comfortable atmosphere tailored to
family travelers.

2.2.2. Service Delivery and Interaction Experience

The quality-of-service delivery directly impacts consumer
satisfaction and loyalty. Staff interaction abilities and
responsiveness to guest needs are critical indicators of
personalized service effectiveness in luxury hotels. For
instance, at the InterContinental Sanya Resort, staff
demonstrate flexibility in addressing the specific needs of
family travelers, such as accommodating children’s
requirements or customizing entertainment activities. This
personalized approach fulfills guests’ expectations for
convenience and comfort. Meanwhile, JW Marriott focuses
on efficiency and consistency in service delivery, particularly
catering to the needs of business clients.

In addition, the cultural adaptability of personalized
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services is gaining increasing attention. Research has found
that personalized services must meet functional requirements
and account for cultural differences, especially in
international luxury hotels. For example, InterContinental
enhances consumers’ emotional value perceptions through
localized service content, such as Hainanese cuisine and
cultural activities. At the same time, JW Marriott appeals to a
broader international clientele with its globally consistent
high-end service standards.

2.3. Personalized Services and Consumer
Satisfaction

The implementation of personalized services directly
impacts consumer satisfaction, primarily in the following
areas:

The level of precision in service design: Research indicates
that the degree of refinement in personalized service design
directly determines customer satisfaction. For instance, the
InterContinental Sanya Resort caters to the needs of family
travelers with tailored services such as shuttle buses and
heated pools, addressing their demands for convenience and
safety. Meanwhile, JW Marriott satisfies the preferences of
discerning clients with customized high-end dining and
private villa experiences (Walls et al., 2011).

Flexibility in service processes: Personalized services rely
on standardized service delivery and the staff’s ability to
respond flexibly to customer needs (Mohsin & Lockyer,
2010). For example, InterContinental’s service team adjusts
arrangements based on the specific requirements of different
clientele, such as family or leisure travelers, thereby
enhancing satisfaction and loyalty.

Integration of culture and emotion: Studies have shown that
incorporating local culture into personalized services
significantly enhances customers’ perceived emotional value
(Hemmington, 2007). InterContinental enriches guests’
cultural belonging through Hainan-themed activities such as
mermaid performances and local cuisine. At the same time,
JW Marriott appeals to international tourists with globally
consistent high-end design standards and high-quality
services.

2.4. Personalized Services and Brand Loyalty

Personalized services are a key factor in fostering brand
loyalty within luxury hotels. Brand loyalty stems from service
quality, emotional connections, and enriched experiences
(Nasution & Mavondo, 2008; Oliver, 1999). The
InterContinental Sanya Resort attracts family travelers by
offering localized services and Hainan cultural experiences,
establishing deep emotional bonds. In contrast, JW Marriott
secures the long-term trust of high-end business clients
through consistent high-end services and international design.

3. Selection of Cases

3.1. Intercontinental Sanya Haitang Bay
Resort, China

In the luxury hotel industry, personalized services are not
merely a strategic trend but a core brand loyalty and market
competitiveness driver. As a representative of high-end hotels,
the InterContinental Sanya Resort stands out among luxury
hotels with its unique service philosophy and integration of
localized culture.

As a representative destination in China’s high-end tourism
market, Sanya boasts distinctive geographical and cultural



resources, endowing luxury hotels in the region with
prominent Chinese characteristics. The InterContinental
Hotels Group has long emphasized blending its “True
Hospitality” philosophy with local culture to create
personalized service experiences with regional characteristics,
making it an ideal case for this study. Against the backdrop of
a market where consumers increasingly value emotional
connections fostered through personalized services, the
InterContinental Sanya Resort leverages its geographical and
cultural advantages alongside its brand positioning to meet
the emotional needs of diverse consumer groups.

The resort demonstrates unique strengths in catering to
family travelers within the high-end customer segment. Its
design and services emphasize luxury and family- and child-
friendly experiences. For instance, the hotel offers dedicated
spaces for adult and children’s activities, heated pools, and
customized family packages, including photography and
other tailored services. These offerings distinguish it from
other luxury hotels of the same class in terms of convenience,
comfort, and comprehensiveness, enhancing consumers’
sense of connection to the brand culture. Furthermore, the
resort enriches its personalized cultural experiences through
Hainan-specific activities such as mermaid performances and
local cuisine, further enhancing consumers perceived
emotional value.

3.2. Jw Marriott Sanya Haitang Bay Resort &
Spa Hotel, China

As an international luxury brand, Marriott Group is
dedicated to offering guests a blend of privacy and premium
experiences through its distinctive design and service
philosophy, emphasizing the customization of dining and
business services. The design concept of JW Marriott Sanya
Haitang Bay is centered around “stone,” incorporating natural
elements of Hainan. This approach creates an environment
closely connected to nature. It seamlessly integrates cultural
experiences into every aspect of the hotel, showcasing a
unique charm that sets it apart from traditional high-end
resorts.

JW Marriott demonstrates a profound understanding of the
needs of high-end clientele. The hotel’s JW Kitchen offers all-
day open dining with live cooking demonstrations, providing
guests an immersive culinary experience transcending
conventional dining services. Meanwhile, JW Lounge creates
an intimate social space for guests, featuring a curated
selection of global wines and spirits, highlighting Marriott’s
competitive edge in culinary services. The hotel’s business
facilities are also meticulously designed, with multiple
meeting and event spaces and comprehensive business
support services, offering business travelers an efficient yet
private work environment.

JW Marriott strongly emphasizes delivering a “club-like”
premium private experience, as evidenced by the diverse
range of services provided. Beyond its rich dining and
conference facilities, the hotel boasts multiple pools and
private villas, offering guests a personalized and secluded
vacation experience. This focus on privacy extends to the
physical layout of spaces and the customized services that
enhance guests’ emotional experiences. Through meticulous
service strategies, Marriott tailor’s exclusive experiences for
each guest, thereby fostering brand loyalty and enhancing
competitiveness.

JW Marriott Sanya Haitang Bay Resort showcases a high
degree of personalization in its facilities and services. It plays
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a significant role in conveying brand culture and meeting
guests’ emotional needs. Its highly customized dining,
business, and privacy services exemplify how luxury hotels,
through refined management and personalized offerings, can
stand out in a fiercely competitive high-end market.

4. Comparative Case Analysis and
Comparison

4.1. Policy Context and Global Practices in
Hotel Personalization

The support of the Chinese government, particularly within
the Belt and Road Initiative framework, has significantly
propelled the internationalization of Chinese enterprises.
Since the reform and opening-up policy, optimizing the policy
environment and government backing for enterprises to "go
global," especially in the tourism and hospitality sectors, have
greatly enhanced the global presence of Chinese businesses.
According to the "China Tourism Development Plan (2021-
2025)," the government has outlined strategic goals to
accelerate further the growth of internationally competitive
enterprises, particularly in the areas of personalized services
and brand building (National Development and Reform
Commission, 2021). This policy support provides a solid
foundation for luxury hotel brands like the InterContinental
Sanya Resort and JW Marriott Sanya Haitang Bay to achieve
service innovation and localization in global competition.

This policy framework enables these luxury hotel brands to
expand internationally and encourages innovation tailored to
local consumer demands, particularly in personalized services.
Such innovations often involve integrating local culture and
addressing consumers' emotional needs to deliver customized
and  unique service  experiences.  Consequently,
InterContinental and JW Marriott, in their global expansion
efforts, have enhanced their market competitiveness by
offering localized, personalized services that cater to the
specific needs of diverse cultures and markets.

4.2. Personalized Services and Meeting
Consumers’ Emotional Needs

Personalized services address consumers’ material needs
and, more importantly, fulfill their emotional demands. In the
luxury hotel industry, implementing personalized services is
a core factor in enhancing customer satisfaction and brand
loyalty. For InterContinental Sanya Resort and JW Marriott
Sanya Haitang Bay, such practices highlight how they cater
to consumers’ emotional needs through meticulous service,
elevating perceived value.

InterContinental Sanya Resort emphasizes the deep
integration of local culture in its personalized services. For
instance, it offers customized Chinese festive activities and
cultural experiences, such as tea ceremonies and traditional
music performances, providing guests unique emotional
experiences. These services address Chinese consumers’
desire for cultural identity and enhance their overall
experience through exclusive offerings. Studies indicate that
culturally tailored services significantly boost customer
loyalty, as consumers are more inclined to choose brands that
meet their emotional and cultural needs.

In contrast, JW Marriott uses data analytics to personalize
services by analyzing customers’ preferences and behaviors
to deliver tailored experiences. This approach enhances the
precision and personalization of services and strengthens
emotional connections and brand recognition among



consumers. JW Marriott has built a more robust customer
base through such technology-driven personalized services,
particularly in markets that demand efficiency and refined
services.

4.3. The Impact of Personalized Services on
Brand Loyalty and Market
Competitiveness

The role of personalized services in enhancing brand
loyalty and market competitiveness has been well-
documented in academic research. In the luxury hotel industry,
personalized services improve customer satisfaction and
deepen emotional attachment to the brand, which is critical to
fostering brand loyalty. The personalized service practices of
InterContinental Sanya Resort and JW Marriott Sanya
Haitang Bay reflect the differentiated strategies of their
respective brands from the perspectives of brand loyalty and
market competitiveness.

At InterContinental Sanya Resort, personalized services
enhance customers’ emotional experiences and strengthen the
brand’s competitive differentiation. For example, by offering
culturally customized and localized service models, the resort
provides consumers with deep cultural experiences that
increase satisfaction and encourage repeat patronage.
Furthermore, tailored services help the brand deepen
emotional connections with customers, fostering stronger
revisit intentions and contributing to brand loyalty.

Meanwhile, JW Marriott reinforces its competitiveness in
the high-end market through precise customer data analysis
and flexible service design. The core of its personalized
services lies in leveraging technology and big data to offer
customized accommodation experiences, such as
recommending room types and dining options based on
clients’ historical preferences. This enhances customer
comfort and convenience and boosts the brand’s global appeal.
Through this innovation, JW Marriott has successfully
established an efficient customer relationship management
system, improved brand loyalty and significantly
strengthening market competitiveness.

5. Conclusion

A comparison of InterContinental Sanya Resort and JW
Marriott Sanya Haitang Bay demonstrates that the
implementation of personalized services not only
significantly influences consumers' perceived value and
emotional experiences but also plays a pivotal role in
enhancing brand loyalty and market competitiveness. While
both hotels possess strong InterContinental Sanya Resort
combines cultural customization and localized services to
provide deeply unique and locally inspired personalized
experiences that fulfill consumers’ desires for cultural identity
and distinctive experiences. In contrast, JW Marriott focuses
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on globally standardized luxury experiences, leveraging
refined services and technological support to enhance
customer satisfaction and loyalty. These practices offer
valuable insights for the development of high-end domestic
hotel brands in China, highlighting the importance of
differentiated strategies in a highly competitive luxury market.

In terms of theoretical implications, this study expands the
theoretical framework in service management and consumer
behavior by analyzing practical cases of personalized services
in luxury hotels, particularly applying Service-Dominant
Logic (SDL) to research personalized services in high-end
hotels. It provides theoretical support for future related
studies.

In terms of practical implications, by comparing the service
practices of the Sanya Tianfang InterContinental Hotel and
the Sanya Haitang Bay JW Marriott Hotel, this study offers
practical guidance for luxury hotel managers to optimize
personalized service strategies, helping brands build a
differentiated advantage in the highly competitive high-end
market. Additionally, the study explores how personalized
services can enhance consumer experience, promote the
integration of tourism destination culture and global brands,
and provide practical insights for driving the sustainable
development of the high-end tourism market.
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