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WHAT ARE WOMEN’S EXPECTATIONS IN TRAVEL
A COLLABORATION WITH IPSOS

&

1 INCREASE THE KNOWLEDGE ABOUT WOMEN’S 

NEEDS TO FINE-TUNE THE OFFER. 

2 COMMUNICATE ON THE STUDY RESULTS TO 

IMPROVE POSITIONING OF THE BRAND
4 COUNTRIES

3 000

RESPONDANTS

Australia

France

UK

Italy

DRIVE AWARENSS OF MGALLERY AS THE BRAND 

OF CHOICE FOR FEMALE TRAVELELRS. 
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OF WOMEN ARE POSITIVE ABOUT A HOTEL OFFER DEDICATED TO WOMEN

AN OFFER MAINLY ABOUT RELAXATION & BEAUTY

WHAT WOMEN WANT…
THEY VALUE AN OFFER DEDICATED TO WOMEN, FOCUSING MAINLY ON RELAXATION AND BEAUTY

Source:  IPSOS SURVEY for MGALLERY, Sept 2017 – N=2,951

Shower with massage 

jets

A powerful 

hair dryer

Dressing gown in 

the right size

An emergency 

beauty kit

86%
AND 80% OF MEN SUPPORT THE IDEA !



Source:  IPSOS SURVEY for MGALLERY, Sept 2017 – N=2,951

WHAT WOMEN WANT…
THEY WOULD VALUE OFFERS INCLUDING ITEMS FORGOTTEN WHEN PACKING

FORGET AT LEAST ONE ITEM, MAINLY COSMETICS73%

AND IF PROPOSED AT HOTEL WOULD VALUE AS TOP 4:

Razor Sunscreen
Make-up 

remover

Nail vanish

& remover

˃ EMERGENGY KIT

˃ BEAUTY PRODUCTS

˃ MAKE UP MIRROR

˃ QUALITY HAIR DRYER

˃ HAIR STRAIGHTENER

˃ DRESSING GOWN

˃ CUISINE

˃ WELLBEING



EMERGENCY KIT

1 X BRAND 
AMBASSADOR

3 X KEY 
INFLUENCERS

INFLUENCER +  
MEDIA STAYS

2 x EVENTS

IN-HOTEL + EDM 
+ SOCIAL

GLOBAL EDM + 
SOCIAL
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A 360 DEGREE APPROACH



Overview

 43 articles and 12 million social reach

 3% increase in total awareness YOY*

 Greater consumer understanding of the brand 

as having services dedicated to wellbeing*

RESULTS

Source: *BVA BDRC BEAM Study 2018

Key Takeouts

 Be authentic

 Have data to reinforce your message

 Listen to the consumer and understand what 

they’re looking for




