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THE ART INN brand was born
in Lisbon in 2013 with the aim
of providing its guests the full
experience of the place while
visiting  the city and while
enjoying their stay.

CONCEPT

The ARTINN aims to involve the guests
in the culture, history and traditions of
each location through the expression of
in all the decorative details. Every
unique, with artistic details
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SERVIIGS

We are a reference
in guest service.

All our units keep the
highest standards in

'r y making the guest feel
I at home, and provide
a professionally close
service.

"LOCATION

Our locations are carefully selected in order to be close to the major
attraction points, as well as being easily accessible through the main
public transportation services.
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SEATTLE

LISBON

FLORENCE

LISBON

All our properties are representative
of the local architecture, with links to
the past and to contemporary
design. Each location offers its own

original touch.

Each art inn is designed to have no
more than 30 rooms for a more
personalised experience. Rooms are

spacious and comfortable.

Some rooms are specifically designed
to accommodate families and group

of friends.

Each room will be customized with
illustrated works by local artists that

explain the city.
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CREATIVE THINKING

WELCOMING VALUE

INDEPENDENT SPIRIT
TEAMWORK

STORYTELLING

TECHNOLOGY
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HOSPITALITY CULTURE

RESPECTFUL
Guests are treated with esteem for their
worth and excellence as people.

RESPONSIVE
complaints are quickly resolved in favor of
the guest.

PERSONAL
Guests are addressed by name; their likes
and dislikes are known and respected.

NON-JUDGMENTAL
Guests are never made to feel wrong; they
always receive the benefit of the doubt

NON-INTRUSIVE
Just as good service is invisible, hospitality
does not call attention to itself.

RELAXED

There is no feeling of being rushed or
processed; the staff never shows signs of
stress.

PERSONABLE
The staff is always smiling and friendly, even
with unfriendly or irritable patrons

PERCEPTIVE
Guest needs are met before patrons even
realize they had the need.

CONSISTENT
Guests leave feeling connected although
the specific execution may differ each time

APPROPRIATE
The service always perfectly fits the occasion

SURPRISING
The staff goes beyond simple job requirements
to do something memorable for guests
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2-4 persons
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Multimedia services are available throughout our properties to enhance our guests’ experience.

MULTIM
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THE

LISBON RECEPTION
PERFUMERY SHOP

ROTTERDAM RECEPTION
JUST CAFE

SEATTLE RECEPTION
BAKERY AND JUST CAFE

FLORENCE RECEPTION

ANCIENT METEROLOGICAL OBSERVATORY ENTR

ALL THE ART INN RECEPTIONS !
ARE AT THE SAME TIME

OUR FRONT DESK

AND COMMERCIAL AREA

RECEPTION
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OUR
CHECK IN

FORMAT
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MAGNETICS
CUPBASE
PLATEMATES
£ b PILLOW CASES
T-SHIRTS

ART WORKS

MERCHANDISING B

AUTHENTIC
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ONE BRAND, AFFILIATION

DIFFERENT AND PERSONALIZED
LOCATION

Affiliation to the TAI Group enables us to value an
affirmed brand by pursuing common goals and
strategies while maintaining its identity and legal

autonomy.

The consistency of a franchise system is guaranteed

by the image uniformity and operating modalities

to which all affiliates are kept. Wm wratdte to 3,0’
beyond (cape) Gojadon.,
o to g0 b:.,gua-ru:t pain.
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The franchisor TAI provides a package of useful
services for optimizing management, engaging in

institutional brand advertising campaigns, ensuring

promotion to market segments served through all

sales channels.

All affiliated hotels share the same distinctive
signs: from the outside to the uniforms, from the
forms to the courtesy products. They also use the
same method and the same exclusive working

tools.






CEO & OWNER
GIUSEPPE PEZZANO
gpezzano@me.com

www.theartinn.com
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DIRECTOR OF FACILITIES & PURCHASING
CATARINA PRIETO
catarina.prieto@theartinn.com

DIRECTOR OF SALES & OPERATIONS
RICARDO MORAIS
ricardo.morais@theartinn.com



