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Global design inspiration
meets technology in the spa

Get a sneak peek
at Home2 Suites by Hilton

A classic revival at the Greenbrier

Michigan’s Turtle Creek
takes design cues from nature

VILLA & HOTEL MAJESTIC, PARIS
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— first word

Taking Home?2 Suites for a test drive

Paul J. Heney
Editorial Director
pheney@questex.com

ast month I had the opportunity

to visit the new Home2 Suites by

Hilton brand’s “Oasis” lobby and

guestrooms. The experience was
especially interesting, given that the first
property, slated for Fayetteville, N.C., will not
open until later this year.

I was at Hilton’s corporate offices in Mem-
phis, where the brand has built out the Oasis
lobby inside one of their buildings, allowing
franchisees, investors and employees to really
touch and see—and, of course, tweak—what
previously had been seen only in renderings. A
few miles away at the Shady Grove Hampton
Inn, Hilton has dedicated a cluster of fifth-floor
rooms for several of its brands to construct and
test guestroom prototypes.

The Home?2 studio suite room is a model
of efficiency, with clean lines and zero clutter.
(Both the rooms and lobby were created by
Cincinnati-based FRCH Design Worldwide.)
Dawn Koenig, VP of brand performance sup-
port for Homewood Suites & Home2 Suites
by Hilton, says there are three different color
schemes, three wood grain colors and enough
flexibility for what she calls “controlled choice.”

I wasn’t all that wowed by the guestroom
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renderings when they were unveiled more than
a year ago, but standing in the spaces and walk-
ing around the room changed my opinion. The
studio suite I saw is a mere 323 square feet—but
it felt open and spacious, a tribute to the design
team.

Hilton estimates that between 75 and
100 potential franchisees have visited the test
spaces. They’ve had everyone from Hilton IT
employees to hospitality management students
come through the lobby. It was interesting to
hear how open the Hilton team was to modify-
ing the design. Having the prototypes helped
designers and owners see what needed work.

For example, installing corkboard behind
each guestroom’s “working wall” was a main
design element early on—but in practice, the
team realized how difficult it was for local con-
tractors to accurately cut the cork to fit prop-
erly. Synthetic grass that adorned the top of the
lobby’s banquette was phased out, due to the
cost ($1,500) and cleaning issues.

Franchisees come in and see operational
problems that can be solved before the specs are
worked into dozens of properties—recycling
bins that are too heavy for associates, louvers
that will catch dust, white chairs that will make
maintenance a nightmare, slots in a picnic table
that will collect who-knows-what from guests.

While much of the design for Home2 was
engineered to appeal to female Generation Y
travelers, Bill Duncan, VP of marketing and
sales for Homewood Suites & Home?2 Suites
by Hilton, says feedback has shown that both
younger and older consumers, male and female,
are impressed.

“Strong design can cross generational lines,”
he told me. “This is very eclectic, but it’s also
soothing.”

Most brands don’t have the time to con-
duct such extensive tweaking for launches or
relaunches after the initial consumer research
and design phases. So despite the economic
environment in which Home?2 launched,
maybe the timing will end up as a long-term
positive for the brand. For more details on the
model spaces, please turn to page 32.

Enjoy the issue.
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How are hotels in America
protecting their assets?

(A R

superior fire-retardant fabrics
WINDOW ¢ BEDDING ¢« UPHOLSTE

The following is a partial list of hotels providing safety using FR-One fabrics

Westin Atlanta, Holiday Inn Alexandria, Tarsadia Hotel, Tulalip Resort Casino, Shilo Inns,
Majestic Cruise Lines, Downtown Miami Hotel, The Maxwell Hotel, Hotel 550 Wellington,
Silverbirch Hotels & Resort, Chic Hotel, Worldmark Indio, Sand Dollar Inn, Omni Hotels,
Isle of Capri, Hampton Inn, Drake Hotel, Inn on the Hill, Walton Houston Galleria Hotel,
L’Auberge Orchards, Holland America Line, Doubletree Sacramento, Essex Inn Chicago,
Fairmont Hotel, Residence Inn, Hotel Ambassador, Hyatt at Olive 8, Carnival Cruise Lines

Raising the bar in safety & embracing eco-friendly qualities

The FR-One symbol guarantees fabrics perform to all ’

stringent flame retardant standards applied anywhere

in the world. FR-One fabrics are environmentally safe °
and are not harmful to human health. They are fully F A B R I C U T
tested and certified under the Oeko-Tex Standard 100. CONTRACT

800.999.5533 fabricutcontract.com fr-one.com
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meet & greet

Track Days

1) Steven Galbreath, RTKL; Carlos Sousa, Audit Logistics; Matt
Sysko, Audit Logistics; Amy Jakubowski, BBG-BBGM; Tracy
Chevalier, Soho Myriad; Billy Avilia, RDH & Associates; Laura
Galbreath, RTKL; Michele Wimpling, Fairmont Raffels Hotels
International. 2) Alan Benjamin, Benjamin West; Mary Beth
Steadman and Steve Reisman, Neoteric Luxury; Jonathan Nehmer,
HVScompass Interior Design. 3) Alexa Docheff, Benjamin West;
Nelson Knight, Apple REIT Companies; Darlene Henke, Audit
Logistics; and Alan Benjamin (in car). 4) Carl Ross, Carl Ross
Design; and Matt Waddell, HotelWorld Network.

KBIS

Becky Luther, Faux Painter; Paula Wyble,
interior designer; and Brenda Terral, sales
consultant with Moore Supply Bath &
Kitchen Showplace.
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classic bentwood
chairs on the 160th
anniversary,
1850-2010, of the
T5 and T5A (afeé
Daum chairs.

130 T20 T18 119

PIEC Daniel Paul Chairs Lic

DPCcHAIRS.cOM 423.586.9977
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UDIC Relaxation

pa treatments have their roots in

many ancient Asian and European

cultures, and because of their deep

spa heritage, those regions are
pioneering most of today’s innovative spa
techniques.

For example, the bathhouse experience is
an early European tradition, according to Eva
Jensch, principal of the SpaSense Group LLC.
Bathhouses incorporated different alcoves for
bathing and stone slabs for the era’s “spa-goers”
to be scrubbed by attendants. These concepts
have evolved over time and are now being done
in a much more contemporary way in Europe’s
biggest spa trend—the elaborate wet area.
Features of these areas include sea-salt steam rooms (which are good for the

lungs), ice fountains in conjunction with heat treatments, vitality pools with sunken
stainless steel lounge chairs that shoot jets of bubbles, and lavish shower experiences
run by computers. It’s not that the individual treatment room is dead, but the public
areas take the priority.

“Those cultures have a much longer history in bathing—a culture that developed
over the years,” Jensch says. “Those cultures have stimulated these trends, so hotels are
trying to be more timely and contemporary and trying to modernize those.”

8 Hotel Design | JUNE 2010
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Villa & Hotel Majestic, Paris
Debuting in January, The Villa &
Hotel Majestic offers a 4,800-
square-meter spa called the
MajClub Wellness Centre. The
Centre’s innovative treatments
were designed by Céline Claret
Coquet and incorporate the

use of acupuncture and gold
needles. Other treatments
include deep-cleaning facials
using extracts of seasonal
products to nourish and tone the
skin, and the Turina massage,
which restores the flow of energy
throughout the body by stimulat-
iNng pressure points.

PHOTOS BY VILLA & HOTEL MAJESTIC

In days past, people would run
outside from the steam room to
roll in snow. Now there are snow
rooms being built next to saunas
to modernize the classic exchange
from hot to cold.

Other updates to old tech-
niques include contemporary ar-
chitecture, LCD TVs and displays
and LED lighting,

“In the salt saunas, [we put]
salt blocks with lighting behind
them to shine through the salt,”
Jensch says. “It evaporates the
salt and the lighting also creates a
mood and feeling in the sauna.”

The public concept exists in
U.S. spas too, but not to the same
extent. For designers looking to
get creative with a public spa area,
your best bet is in Las Vegas.

Robert Henry, principal of
Robert D. Henry Architects,
worked on the Health and Beauty
spa in CityCenter’s Vdara in Las
Vegas. It is divided into a lively,
public downstairs and a more

10 Hotel Design | JUNE 2010



HANDWOVEN OUTDOOR FURNITURE CREATED WITH WEATHER-RESISTANT DEDON FIBER

DEDON Worldwide: www.dedon.us - info@dedon.us
1-877- MY DEDON (693-3366)
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trendlines

peaceful individual experience
upstairs. However, one room tries
to combine the strengths of both
concepts into one: the tranquility
room.

“It’s a relaxation room,”
he says. “It has a series of day
loungers that use memory foam
and are carved ergonomically out
of wood, a focal wall, a two-tier
system of waterfalls and then a se-
ries of large candles. ... The room
has a really relaxing vibe to it.”

But it’s a relaxing vibe that all
guests can share at the same time.

“After you get a treatment, the
last thing you want is to go back
to the real world, so we offer this
chill space to spend as much time
as you want. You might spend the
time alone, reading, snoozing or
talking with friends.”

—Chris Crowell

The Resort at The
Mountain, Welches, Ore.

MNID Associates of Seattle
handled the interior design of
the $14-million renovation of
The Resort at The Mountain.
The makeover included the
addition of The Spa, a 5,000-
square-foot space that features
seven treatment rooms in all,
including a wet treatment room
with a Vichy shower, a deluxe
doubles treatment room and a
manicure/pedicure room. The
interior design showcases con-
temporary lines and a subdued
earthy color palette inspired

by the forests surrounding The
Resort.

PHOTOS BY THE RESORT AT THE
MOUNTAIN
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Mandarin Oriental, Las Vegas
The Spa at Mandarin Oriental,
Las Vegas, is 27,000 square feet
and embraces a 1930s Shanghai
design scheme. It evokes sleek,
warm and opulent Art Deco el-
egance with indigenous elements
of the Chinese culture. Water fa-
cilities include vitality pools, steam
rooms and ice fountains with

five different experience shower
journeys to choose from. Addi-
tional amenities include a heated
relaxation room with contoured
bench-style seating and tempera-
ture-controlled chairs, with views
overlooking the city.

PHOTOS BY GEORGE APOSTOLIDIS,
COURTESY OF MANDARIN ORIENTAL




their tunes
N your rooms

» Guest friendly instructions printed on unit

e + iPod/iPhone charges overnight and wakes your guests
with their favorite tunes.

Built-in Adjustable Dock accommodates all docking
iPods and iPhones (no loose parts!)

Soothing Classic and Jazz Bedtime Beats Music
proven to promote restful sleep

Prerecorded nature sounds and music

Single Day Alarm so guests won't be disturbed
by previous alarm settings

RediSet™ — Never set the time again! Clock automatically bf_ﬂ‘“
updates itself for Daylight Savings and Leap Year -

USB port to charge any USB powered device
Security Lanyard to prevent theft

IHoMe.

#1 iPod/iPhone Clock Radio in the U.S.'

Featuring

bedtime beats

T HIE = SVE C REET. - T QF-S AR Erip

otel

For more information, please contact Ely Ashkenazi
eashkenazi@hoteltech.com - 888-74HOTEL, ext. 3-228
www.hoteltechnologies.com

] - *Based on 12 month unit sales enqing Marlch 2010: NPD. Made for
© Copyright 2010 Hotel Technologies. All rights reserved. N .
iHome is a registered trademark of SDI Technologies, Inc. I Pod @ I P hone
iPod is a registered trademark of Apple Inc. in the U.S. and in other countries. @

The Science of feeling at home"' Bedtime Beats and The Secret to Sleep are registered trademarks of Smash Arts, LLC.
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Updating a classic

A THE GREENBRIER
RESORT NORTH LOBBY
AND THEATRE HALL

Legendary decorator and
interior designer Dorothy
Draper redesigned the interior
of the historic Greenbrier
Resort following World War
Il. Spread across more than
6,500 acres in the Allegheney
Mountains of White Sulphur
Springs, West Virginia, the
Greenbrier is a National His-
toric Landmark.
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The resort underwent an
extensive $50-million renovation
in 2007, and this latest update
focused on the north lobby and
theatre hall areas of the resort.

The challenge, according to
C2 Limited Design Associates
principals Craig J. Smith and
Christina H. Romann, was to
update Draper’s flamboyant
aesthetic while maintaining the
classic details guests expect.

The new north lobby is a
nod to Draper’s color palette.

It features a custom-designed
pink lattice-patterened carpet,
upholstered wing chairs and
cage chandeliers.

Previously an underused
space, the hallway to the the-
atre now boasts ornate theater
doors, a dramatic damask
carpet and leather wing chairs.

Designers worked with Green-
brier historians on the hallway’s
decor. Red walls are lined with
classic photographs of legend-
ary guests and events.

The revived space now main-
tains what designers call “The
Draper Cool,” while bringing it
into a more modern era.

C2 Limited Design Associates
Fairfield, Conn.
www.c2limited.com

Design Team

Craig J. Smith, design

Christina H. Romann, decor and
furnishings

Elaine Wells, purchasing

Holly Russo, design assistant
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INnspiration
FABRIC APPLICATIONS
FOR EVERY HOTEL SPACE

FROM TOP TO BOTTOM

HARD COAT

From Brentano’s Platinum
collection comes Hard
Candy, a wall panel and
upholstery textile created
by coating a linen and rayon
ground with a thin layer of
vibrant polyurethane.
brentanofabrics.com

FAUX LEATHER

Gran Reserva from Endura-
tex was inspired by Cali-
fornia viineyards and has a
subtle grain and microfiber
backing.

enduratex.com
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ROMANTIC FABRIC

The patterns of Perennials’
More Amore collection give
a modernity to 15th century
Romanicism. Its jacquard-
woven surface gives the
impression of an ancient
stucco wall.

perennialsfabrics.com

LATIN FLAVOR

Sina Pearson’s latest
outdoor upholstery collec-
tion, Colores de Mexico,
was inspired by handwoven
serapes and ponchos in the
Mexican markets. It is avail-
able in 23 colorways.

Sinapearson.com

SLICK LOOK

Fabricut Contract’s Guard-
ian collection is a silky
smooth satin solid teamed
with three embossed tran-
sitional designs: Escort,
Protect and Sentinel. They
are available in 12 colors.
fabricut.com




Stacy
Garcia

>

Wallcovering shown: Relic distributed by: D.L Couch, Eykon, TRI-KES
Carpet shown: Stacy Garcia Nouveau Boho collection for Brintons
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treasure www.yorkwall.com Y@RK
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Optimize your medspa design for maximum return

he design of a medical
spa should be viewed as
an important aspect of
the market position and
brand message of the business.

The starting point to a great
medical spa design is to have
a clear understanding of your
mission, concept and program.
This should then dictate all of
the design elements within the
spa. Remember that the interior
design communicates your brand
message on a very personal level, a
level where clients are intimately
interacting with your brand using
their five senses.

In addition, the moment you
attach the word spa to medical, as
in “medspa” or “medical spa,” you
build client expectations that need
to be met through many facets of
the brand, especially the design.

Communicating a brand is
about taking the intangible and
presenting it in a tangible form
that can be perceived easily by
your clients. And what better

18 Hotel Design | JUNE 2010

Francis X. Acunzo
CEO, Acara Partners

form than the interior design
elements of color, texture and
shapes?

But before you begin with the
look and feel of your medical spa you
need to adhere to the old adage: form
follows function. To accomplish
this you must clearly identify all of
the functional areas of your medical
spa, such as skin rejuvenation, laser
hair removal, body treatments, body
sculpting, retail, etc. After that is
complete, take it to the next step and
identify your sales forecast. Clearly

you will build a medical spa with
projected annual sales volume of

$1 million very differently than one
with projected annual sales volume
of $3 million, even if the program is
exactly the same. Your sales forecast
will predict the number of treatment
rooms and retail space needed to
achieve the forecast.

Once that is complete, it is
essential to identify the appropriate
square footage for each resource
identified. A typical treatment room

LIGHT BRIGHT Choose appropriate
lighting for each space based on its
distinct function. These spas were
designed by Prevost Design.
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PHOTOGRAPHY:

in a spa ranges from 90 to 120
square feet. If you plan to have a
laser in that room, it is essential to
increase the size from 120 to 140
square feet.

Consult rooms need to be com-
fortable but feel cozy to achieve a
sense of privacy and intimacy with
the clieng; 90 to 110 square feet
typically works and if you add diag-
nostic equipment to the room then
add an additional 20 square feet.

Here is a review of the most
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common resource areas within a
medical spa and a few helpful design
tips for each:

Lighting: This is a critical com-
ponent of any great design. Use
lighting to provide visual impact
with wall washing, sconces, up lights
and more. Retail should be lit from
the front with directional lights.
Treatment rooms need to be appro-
priately lit with task lighting (lights
to clean and to perform a medical
procedure) and ambient lighting,

Waiting areas: Make these areas
as private and comfortable as pos-
sible. Always include a refreshment
area with a sideboard or built-in
millwork to accommodate bever-
ages and light food service. The area
should be carpeted and strategic use
of fabric as wall coverings or parti-

tions helps dampen any noise. Floor
and table lamps make for a comfort-
able, relaxed environment.
Treatment rooms: In a medical
spa, clinical equals clean. An accent
wall with complementary color
tends to work well to draw your
client into the room and provide
dimension. Do not accessorize
medical spa treatment rooms with
plants, flowers or decorative objects.
Wall art should not be medical
charts and illustrations but prints
that match the overall décor. It is
critical to have sufficient air flow,
since medical equipment can throw
off excessive heat. Check the specs
on all equipment to ensure the prop-
er electrical requirements are met. A
good rule of thumb is to wire each
room with one 200-volt outet.

654 )gﬂ

6 Person Person

12 fi

12 Person

10 ft

10 Person

Consultation room: This
should be a place where private con-
versations can take place between
asales consultant and the client.
Typically, a love seat and chair in
this room works well accompanied
by a side table and cocktail table. It’s
important to have a sideboard with
storage for information.

Itis also important to have a flat-
panel TV/video in the consult room.
The floor should have carpet, and
lighting should be inviting, using
floor and table lamps to complement
any necessary overhead lighting.

Retail: This area works best
when adjacent to the reception area.
Built-in shelves combined with
freestanding units add interest and
makes for a more interesting shop-

ping experience. There should be

no chairs in this area, because no

one shops sitting down. The proper
lighting of your retail area can
increase sales by at least 20 percent,
so it's worth bringing in a lighting
consultant, especially for this par-
ticular area of your medical spa.

Francis X. Acunzo is CEO of Aca-
ra Partners, www.acarapartners.
com. Contact him at facunzo @
acarapartners.com. Contact Pia
Prevost at prevostdesign @uerizon.
net or piaprevost.com

14/17 ft

Exercise Pools
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e Pre-Plumbed and Easy To Install
e Less Expensive than Concrete

e Light Weight and Waterproof for
Upper Level Installations

e Built to IAPMO, APSP
and VGB Standards

HydreaTher

Fine Manufacturers of
rofherupy Massage Beds,
Commercml Spas and Exercise Pools.

1.800.891.5811 info@HydroTher.com
www.HydroTher.com
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ECO-FRIENDLY CARPET BACKING

HOSPITALITY

Withstands repeated,
aggressive wet cleanings.
Reduces downtime and
extends carpet life.

-~

* Qualifies for LEED
* 3rd-party certified
* 55% to 85% green by weight

* Rapidly renewable and
recycled materials

* Bio-based polymers from
soybeans

| * Post-consumer recycled PET
. from plastic bottles

COMMERCIAL

Mw. For high traffic
w areas. Lightweight
and easy to install

Carpet Backing for any app

UNIVERSAL 706.279.3801 x6104 |  universal-textile.net

TEXTILE TECHNOLOGIES
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from northermn Michigan’s
sloping shoreline

nspiration for the Turtle Creek Casino and
Hotel in Peshawbestown, Mich., comes
from northern Michigan’s sloping shoreline
and a local Native American legend.

“The project was inspired by the constant-
ly changing nature of the northern Michigan
landscape and how it rises out of watery
depths of Lake Michigan,” says Stephen
Knowles, design principal for Walsh Bishop.

The goal was to make the 257,500-square-
foot building, owned by the Grand Traverse
Band of Ottawa and Chippewa Indians, feel
as if it rose up from the sloping landscape—
an idea that originated from a local native
legend about creation, Knowles says.

PHOTO CREDIT / FARSHID ASSASI

Hotel Design | JUNE 2010



elegantly crafted | unique solutions

at wholesale prices.

F DECORATIVE GLASS PRODUCTS

= Py

INTRODUCING OUR LAVICO LINE O

High-end Architectural Glass, Mirrors and Shower Enclosures at cost savings
that owners, contractors and investors can appreciate.

Join hotel owners, investors and contractors saving millions on hospitality projects like the

W Hotel Buckhead, Marriott’'s Grand Ocean, and Loews Hotels. Factory Glass Direct

ensures on-time installation at a fraction of the cost, while staying true to the designer’s
vision. All materials meet safety codes and ASTM standards.

DESIGN CONSULTATION | SHOP DRAWINGS | VALUE ENGINEERING PLANNING | PROJECT MANAGEMENT

~
ctoryGlassDirect

== CALL|877.314.4121

Factory Glass Direct | www.factoryglassusa.com | 470 Satellite Blvd., NE., Ste A, Suwanee, GA 30024

i i SAVE ON YOUR NEXT PROJECT
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— casino hotel

GUIDING LIGHT Straight lines,
lighting and other graphic elements
direct guests along routes and
walkways in the hotel. The paths

lead guests to landscaped plazas,
entertainment, retail and conference
spaces and cultural venues.

Pathways throughout the
project help organize the space
and shape guests’ experiences
from the moment they enter
the landscaped plazas. The
pathways also lead guests to
26,000 square feet of eater-
ies, 5,000 square feet of retail,
10,000 square feet of confer-
ence space and 2,000 square
feet of cultural venues.

“These circulation paths
helped develop a variety of
entries, overlooks and outdoor
spaces for guests,” Knowles
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People
Love.”

Celebrating fifty years,
and still growing.
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LIFESCAPES INTERNATIONAL, INC.
tectsand G
4930 Campus Drive

ort Beach, CA 92660
76,8888

www.lifescapesintl.com
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REFLECT ON THE POSSIBILITIES.

When it comes to designer technology solutions, there’s one name you'll find in more beautiful
environments than any other — SEURA. The reason is simple: unlimited selection, USA-made quality,
and an infinite range of custom options limited only by your imagination.

The possibilities are endless. The results are breathtaking.

Discover our collections at www.seura.com

I
®
© 2010 SEURA, Inc., Made in the USA S E l ' R A
www.seura.com, 800-95-SEURA
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casino hotel

says. “This strategy also allowed
the hotel to be pushed up the
hill to offer guests on the upper
floors a visual connection to

the bay and Michigan’s rolling
landscape.”

The pathways feature skylights
and windows to connect the
interior to the landscape and sky.
The lighted and reflective pat-
terned surfaces in the pathways
contrast with the dark earthy
color of the exterior.

To capture the unique
qualities of Michigan’s changing
seasons, Walsh Bishop used LED
lighting throughout to show off
the interior’s cool blues, spring
greens, warm reds and harvest
yellows throughout the year.

The building’s design also
respects the tribe’s philosophy to
be stewards of the land by incor-
porating sustainable strategies in-
cluding a green roof, day lighting
and low-voltage lighting.

—Kathy Franzinger

SERENE SCENE Michigan’s
changing seasons are reflected in
the color pallete throughout the
property.

PROJECT SPECS
Project: Turtle Creek
Casino and Hotel

Project cost: $85,000,000
Design firm: Walsh Bishop

ONLINE EXTRA:

FOR MORE PHOTOS OF

TURTLE CREEK AND
SOURCE LISTS, PLEASE VISIT:

HOTELWORLDNETWORK.COM/
TURTLECREEK0610
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COLLECTION

TRADE SHOWROOMS NATIONWIDE OR THROUGH YOUR DESIGN PROFESSIONAL
DANIA  HOUSTON [INDIANAPOLIS

® ATLANTA COSTA MESA CHICAGO DALLAS
PA \/ I I , O | 4 KANSAS CITY LOS ANGELES MIAMI MINNEAPOLIS NAPLES SAN FRANCISCO

EXCEPTIONAL INTERIOR & EXTERIOR FURNITURE SAN DIEGO NORTH PALM BEACH SARASOTA SCOTTSDALE TAMPA TROY

16200 NW 49th Avenue, Miami, FL 33014 « Phone: 305.823.3480 « www.pavilion-furniture.com
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| technology focus

In-room options

FROM TOP TO BOTTOM

ALL IN ONE

Bittel’s UNO combines a hotel
room phone, alarm clock/
radio and an iPod/iPhone/
mp3 player audio interface.
bittelcom.com

PLUG IN

Hotel Technologies’ HiP9 is a
digital alarm clock radio that
docks, charges and plays
mp3 devices.

hoteltechnologies.com

A/V EXPERIENCE
Denon Electronics’ S-5BD
BD/Receiver combines a
surround sound receiver with
a 2.0 Blu-ray player.
w Sailing Regetta Sea Festval
T
CUSTOMIZABLE
LG’s Pro:Centric application
platform allows hoteliers to
customize the in-room
experience and give guests
access to hotel amenities.

lge.com

TOTAL CONTROL
Control4’s Suite Systems,
featured in Aria guestrooms,
set the systems to personal
preferences, including
lighting, temperature, TV/
video systems and music.
control4.com
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Spoil them with
eco-friendly luxury

The total in-room solution that's good for your
guests... and your bottom line, too.

Treat your guests to advanced technology and brilliant picture quality with eco-
friendly features like our EcoSmart™ line of high-definition LCD TVs. Our TVs
feature Dynamic Power Savings, Static Power Savings, and Intelligent Sensor
qualification — so they are better for your customers, better for the environment,

and better for your bottom line* LG
To view our full line of EcoSmart high-definition TVs, please visit us at

www.LGcommercial.com/ecofriendly. Life's Good

LG makes it simple...naturally. www.LGcommercial.com
CIRCLE NO. 111

© 2010 LG Electronics US.A. All rights reserved. "Life’s Good" is a registered trademark of LG Corp. EcoSmart is a trademark of LG Electronics Inc
*Eco-friendly features vary per model. Screen image is simulated.



— technology trends

Guests evolve along with the technology

ravelers today do a great
deal of work on laptops
and use a lot less paper.
And less paper means
less reliance on large desks, which
means the desks in the guestrooms
need to be smart desks, with ways to
recharge computers and cell phones.
“Guests do more work in
their rooms and travel with fewer
co-workers—meaning they
use the guestroom more of the
time—dining in, for example,”
says Howard Pharr, president of
HBA/Hirsch Bedner Associates.
“People at home are used to large,
flat-screen TVs and expect the
same in their guestrooms, with
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the ability to access their e-mails
wirelessly, check out from their
rooms, etc. Bathrooms are larger
and more open, with technology
in guest baths also important.”

Bob Tierney, architect for
Baskervill, says the large formal
desk is not as important as a com-
fortable place to sit or recline with
a laptop or handheld device.

“I watch my daughter use her
laptop and she is never at a desk or
table,” he says. Instead she is “usu-
ally lounging around the house
in a comfortable place with good
indirect lighting and not a lot of

glare. Niches and soft seating have
taken the place of the desk.”

Jorn Biihring, VP, hospitality
Americas for Bang & Olufsen,
says notebook computers and
iPods have shown hoteliers that
a large amount of content is

“Whatever the guests’
motive, business or leisure
travelers alike have demanded a
re-think of how today’s guest-
room needs to connect with
brought into the guestroom by the outside world,” he says.

“The introduction of flat-screen

the guest.

S—

COOL LINES Guests' use of
technology is ever changing;
keep hotels mod_e_rn .t;y adapting

accordingly. B T
L & -



TVs also has played a huge role
in how guestrooms are being
designed today. Once hidden
away in all forms of cabinetry,
today’s TVs are on display, with
designers now needing to under-
stand the way this technology is
going to evolve into the future.
While display sizes may vary, the
designer’s prime focus may lie in
the understanding of how this
medium will play a critical role
in the overall guest experience
today and into the future.”

Thinking that “more is
better” and overcomplicating
things is a problem many hote-
liers make with technology, says
Jill Cole, managing principal at
Cole Martinez Curtis and Asso-
ciates.

“The average guest is not a
gadget guru,” she says. “Guests
can become very frustrated by
a TV remote they can’t operate
intuitively. Even clock radios
can be an annoyance for the
guest who arrives late and tired.
He or she generally wants to be
able to set the alarm and go to
sleep without having to call the
front desk for instructions.”

Biihring warns hoteliers not
to make the assumption that
guest-oriented technology appli-
cations should be focused pri-
marily around business travelers.

In one property “a certain
level of tech-savvy was assumed,
so that simplicity and ease of
use was given less focus. The
advancements in in-room auto-

WELCOME

MASTER ‘
ON/OFF

—

mation—light, curtain and
climate control—saw traditional
switches being replaced with
touch-sensitive pads or screens.
Guests did not always feel com-
fortable or willing to spend valu-
able time familiarizing them-
selves with otherwise simple

commands ... when selecting a
TV, the only criteria may have
been screen size and price; that
now needs to be given far greater
attention as guest expectations
and their perception of quality
has matured rapidly,” he says.
-Paul . Heney

Be green. Save green.

Provide a superior guest experience while reducing operating costs
with Control4® Suite Systems guestroom control solutions.

It's the little things—Ilike having the temperature set
just right or the ability to access concierge services
from your TV—that create an environment perfectly
suited for your guests’ stay. Control4® Suite Systems
are redefining the guest experience by offering an

automation system designed specifically for hotels
that offers control of lighting, temperature, TV, music,
draperies, alarm, and guest services for a lot less than
you might expect. Find out more by visiting us at
HITEC Booth 309 or visit www.control4.com/hitec/

Copyright © 2010. Control4 Corporation. All rights reserved. Control4, the Control4 logo and Everyday Easy are
registered trademarks or trademarks of Control4 Corporation in the United States and/or other countries. Other
names or brands may be claimed as the property of others.

Control@® Suite Systems

CIRCLE NO. 101
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——— signature projects

Eclectic
but calm

HOME2 SUITES “OASIS”
LOBBY PROTOYPE p>

Hilton’s new Home2 brand
built out a full-sized replica of
its “Oasis” lobby concept in the
middle of their Memphis Opera-
tions Center.

A studio suite guestroom was
also constructed at a nearby
corporate-owned Hampton Inn.

Guestrooms (top) feature a
bed and sofabed with a partial
room divider drape. Designers
can choose from three color
palettes and three shades of
wood grain.

Signature items for the lobby
include a banquette (bottom),
which is surrounded by an
eclectic mix of seating options.

The lobby also incorporates
a breakfast area and compact
business center.

FRCH Design Worldwide
Cincinnati
www.frch.com

Design Team

Tom Horowitz, principal

Kyle Kieper, vice president and
creative director

Michael Chaney, design director
Dave Zelman, project architect
Adrianne Korczynski, senior
graphic designer
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Hidden Reflections MBQUARTI’

“A TV Mirror from MB Quart is backed by 45 years of innovation in manufacturing consumer and commercial electronics!"

TV WHEN YOU WANT IT

MIRROR WHEN YOU DONT |

(
S r ‘

The MB Quart HiddenReflections™ TV Mirror — an ultra thin vanishing television mirror that has
the appearance of a natural mirror. When it is turned off, it shows only a 100% distortion free
mirror. When the TV is activated, it transforms into a window to the world of entertainment, infor-
mation and media.

* High-Brite mirror with vanishing television * Minimal installation required
» Completely hidden LCD when off » Waterproof remote

» 1" HDTV depth for easy surface mount * Custom sizes and styles

» Standard HDTV inputs and outputs 45 years of innovation

© 2009 Maxxsonics USA Inc h}OSRii?aﬁtydeSign Hlddﬂﬂ HEﬂEEtIUﬂE visit mbgent.com

forence

VISTBOOTH 4672
Unly Provider to Win CES Innovations Engineering Award Two Years in a Row
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Hotel Design

Hotel Design has great
opportunities to fit your unique

g NESTLOOK .. needs in our Resource Guide
Mirror TV's ] g ' . and out E-newsletter First
Custom Lighted Mirrorss s S "= 3 : " Look. Call Doug Kereszturi at
LCD Frames: ' 21 6.706.3?94 or email him at
dkereszturi@questex.com for
attractive rates.

decorus 815.788.8305

Tey Hoapitaity www.decorushospitality.com
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OVER 100,000 SAFES
INSTALLED!
wi, BB B0 e <. Com

enhance

your ad with color
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(Dnlgn: Dairiel Bode  www.aceray.com 303 733 3404

HoT1EL AND RESORT PooLSIDE CABANAS

*Pool Side/Ocean Side
©(ustom Sizes

+ oFqsy Maintenance

4 ePowder Coated finish "

(800) 422-9646

WWW.ACADEMYAWNING.COM
AJMM@ACADEMYAWNING.COM

cademy

AWNINGS | CABANAS | CANOPIES | UMBRELLAS
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Metal Feature Walls M6z Tides, Ocean Waves www.mozdesigns.com
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The science of feeling at home-

888-74HOTEL, ext. 3-228
B www.hoteltechnologies.com
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PRODUCTS

"N aceray
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Premium down and synthetic
Pillows, Comforters, & Featherbeds
handmade in USA by Cuddledown.

Eco-friendly and organic fine linens.
Sheets, Blankets, Bed Covers,
Mattress Pads and Protectors

cuddledownwholesale.com
Portland, Maine 04103 - 888-323-6793
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www.hampsteadlighting.com
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— social networking

Elaine Wiliamson specializes
In high-end custom interior
design and style making for
luxury residential, commmercial
and hospitality spaces. Her
design firm, based in Dallas,
Creates designs that are
distinctive, highly personalized
and elegant, yet entirely
functional and comfortable.
Elaine prides herself on
adapting to her clients’ needs
because, as she says, “great
design always starts with the
client first. One size design
does not fit all.”

Currently reading

“Atlas Shrugged” by Ayn Rand -

My drink

Coke Zero by day

Blackberry Smash by night

(Muddle blackberries with mint, add
ice and vodka, garnish with whole
berries and powered sugar)

Elaine Willlamson

FOUNDER, ELAINE WILLIAMSON DESIGNS

TO ME, HOSPITALITY MEANS graciousness
served with a side of elegance. Meeting all of one’s
needs or at best anticipating and fulfiling those needs.

MY IDEAL SATURDAY CONSISTS OF
spending time with my daughter Alexandra when she
is in from college, my son Austin, my husband Rick
and our dogs: Ivy, Joey and Sydney.

MY FAVORITE ARTIST IS Chris Latanzzio of
Dallas. He does great dimensional wood-based artwork using vivid paints and shapes. | love his creativity
and vision.

MY FAVORITE DESIGNER IS from the Dorothy Draper era. | love all of the plaster and mirrored door-
frames. It still is timeless and elegant. Draper had vision before her time and her drive was immense and
pointed. She was a courageous designer.

MY FAVORITE HOTEL IS Parker Palm Springs. m To me it is eclectic yet elegant; retro yet modern;
avant garde yet refined; and always will be timeless. Hospitality weaves its way
through all facets of one’s stay.

THE MOST IMPORTANT GUESTROOM AMENITIES TO ME ARE fine
linens, a luxuriously appointed bathroom and a view. One should
always choose a hotel room that at least has the same or better
amenities than we find in our own home. The room in which we
stay lends an immeasurable amount of weight toward the pleasure
with which we equate our overall experience.

OVERDONE [N DESIGN TODAY IS faux finishes, heavy fur-

nishings and fabrics. In certain areas of the country, heavy fabrics,
damask chenilles, are still going strong. As more and more shelter magazines are empha-
sizing cleaner lines, it is beginning to spill over into the mainstream residential market. ‘

TODAY’S HOT COLOR PALETTE IS orange, greens and pinks . Although, the
use of strong color calmed by lighter tones is such a classic look. This can be achieved
with all colors on the palette.

Orange

G
MY FAVORITE MATERIALS TO WORK WITH ARE linen and silk velvets, which reen

are the yin and yang of fabrics. These two always will work well together and always are
full of color and texture.

MY ADVICE TO YOUNG HOTELIERS IS to be open to creativity always. Let your
designers be creative and bring many ideas. Putting too many parameters on at the first
meeting can oftentimes cloud the creativity process and something fantastic might be
overlooked.

Pink
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DEsIGNEd FOR A LIFETIME OF LUXURY & COMFORT

Pl

NO OTHER CHAIR sTACKks up™

The Vermillion Stacking Chair « Stacks 8 High
Patented & Available Exclusively from Global Allies ( L B A L
www.globalallies.com « info@globalallies.com « +1.415.453.6041
A LLTIE S.

© 2010 | Global Allies, LLC | All rights reserved
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