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Editorial Director
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’m going to stay positive in 2010 and say that
our industry is on the upswing. But I think
it's also instructive to look back alittle and
see how the financial difficulties have been
transformative for the design industry.

Todd Lundgren, VP at RTKL Associates, says
the economic downturn generally hasled to a
greater level of economy and efficiency—people
want to get more and pay for less. As a result, the
challenge for designers is providing that ‘more’ in
creative, flexible and efficient ways.

“Increasingly, we're seeing ‘design’ become
commodity-driven. Rather than being about
design value, it’s about how much, how many,
and how I can cut costs,” Lundgren says.

Brent Lynch, principal and EVP of HES
Concepts 4, says that due to the significant
decrease in projects and the resulting staff reduc-
tions, the remaining staff members at a firm are
required to do more than ever. And the crunch
affects everything.

“Budget constraints are pushing us to develop
new resources ... at lower costs,” he says.

Don Harrier, business development/project
manager and associate principal, HKS Hill Gla-
zier Studio, says he’s seen numerous top-flagged
hotels and resorts taken back into receivership by
lending institutions, due to unmet occupancies
and lagging ADR.

“The lenders are not in the business of man-
aging a portfolio of hotel assets and are often
approaching any reasonable offer as a way out of
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ng from a tough year

holding onto a distressed property. Developers
are finding that the cost of purchasing existing
properties is well below the cost of new, ground-
up developments—and they often have estab-
lished flags to support a new repositioning of the
asset,” he says.

Ilija Karlusic, design director and principal
of HBA-Hong Kong, says hospitality design
is always the part of construction that gets hit
first—Dbut he is staying positive.

Karlusic says: “It definitely has affected us in
the sense that we don’t have as many projects on
hand ... we were experiencing a super boom,
and we have now come down to more sane
levels, where designers can take a little breather
and totally immerse themselves in their designs
and projects again. We are now in the early, early
beginnings of a new upturn.”

Looking ahead

2010 doesn’t look to be a year of many new-
builds or redesigns—in the U.S., at least. Some
designers are shifting their focus overseas.

“Our focus will be on the demand generated
from the renovation market,” Lynch says. “In
China, we continue to see new build projects and
expect to experience continued success there.”

Andrew Chiu, principal for Dil.eonardo
International, agrees that Asia definitely is going
to be the hot market for designers, and China in
particular.

“The Chinese government’s stimulus plan
took effect carlier this year and many projects
have started back up again with new deals being
signed every day,” he says. “There will be more
limited-service brands and economy brands
opening throughout the country, while luxury
brands continue to open up at prime sites in
secondary and tertiary cities.”

Budgets will continue to be strained as owners
take a conservative approach to renovations. But
better days are ahead. The multitude of distressed
hotel properties on the market likely means that
many hotels will change hands. New owners will
plan repositionings. And that will mean more
work for the firms that are the most innovative,
flexible and efficient.

Enjoy the issue.

www.HotelWorldNetwork.com
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e all enjoyed a

teptieve from

tradeshows and

conferences to
spend time with family and
friends.

Over the holidays, T had a
chance 1o visit the Swiss Alps. T
spent time at the beautiful Verbier
ski resort, where one of Sir Richard
Branson’s resorts resides—nestled
in the picturesque mountains. All
hotels in the Verbier area were
brimming with activity and many
had 100-percent occupancy over
the holiday season.

Speaking of Sir Richard Bran-
son, check out Editorial Director
Paul Heney's exclusive interview
with him on page 10. If you are
not farniliar with Virgin Limited
Edirion properties, please visit
www.virginlimitededition.com.

Now thar holiday relaxation is
ovet, conference and tradeshow
season has begun again, It was
exciting to see the innovations
coming out of this year'’s Consum-
er Electronics Showin Las Vegas,
where 2,500 exhibitors showeased
more than 20,000 products.

Our Paul Heney saw many of
you at the inaugural InspireDesign
SbOW II n I_Z.S Veg:i.s Chc‘ck out
photos from that event and more
on our new Meer & Greet photo
page, on page 8 in this issue,

Over the holidays there were
some big openings to speak of,
primarily CityCenter in Las
Vegas. Starting on page 36, we
take you through the design
process there from start to finish,
Most vecently, ir’s been exciting
to see Marty Collins open the W
Hollywood hotel. It is opening

SNOW-COVERED MOUNTAINS are the centerpiece at Verbier ski resort, which
was buzzing over the holidays, with mosl holels boasting 100-percent oocupancy.

just in time for awards season in
Tinseltown!

Sowhat's new at HoTeL
DEesiGN in 20102 We have exciting,
content to offer you in the coming,

months, as well as more products
and projects to inspire,

Keep in rouch, and as always,
stay tuned ro www. Horel World-
Network.com/hotel-design.
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meet & greet

Inspire Design
in Las Vegas

1. Gary Cawn, senior associate,
Gensler of Nevada 2. Fred Melloy,
national contract sale manager,
east, Flexsteel 3. D.B. Kim,
principal, D.B. Kim; Paul Heney 4.
Ronnie Hodge, founder, Dimension
Millworks.

| 4
Seventeenth annual L.A. holiday party

1. Francie Kelly, Paragone Art Gallery; Andy Nelli, AND 2. Keith Stibler, Grupo Kettal; Mitch Zerg, Mitch Zerg & Associates;
and Carlos Alfaro, Grupo Kettal 8. DeeDee Hogan, RJF; Sari Polinger, Sari Polinger Associates; Mitch Zerg, MZA; Kathy
Stein, Mohawk Industries 4. Steve Higgins, Canoe Hospitality; Jen Mazziotta, Cheryl Rowley Design; Emily Zimmerman,
Cheryl Rowley Design; Erin Kendrew, Cheryl Rowley Design 5. Steve Mittman, EF+LM; Kirk Nix, KNA; Ken Schindler,
Walters Wicker; Mary Kay Spears, Arcform Design.

el

Michael Payne
ichael Fayne s Codeclic

Homa Golection
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industry player

ir Richard Branson

has the same approach

toward hospitality

as he has toward the
airline industry, where he has
been a great innovator: Have fun
doing it.

“There is no point in being

in business if it is not fun—and
both industries have brought me
immense pleasure over the years;
in return I hope to have brought
fun to our customers,” Branson
says. “In 1984, my dream was to
set up an airline that was better
than the competition, provid-
ing a better quality and value of
service. This has not only been
fun, but also it has been very
satisfying. ... [In] purchasing
retreats under the Virgin Limited
Edition arm of Virgin ... my
main objective is the same—pro-
viding an amazing experience for
the customer.”
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Urban Fire's award winning fireplaces will increase
your outdoor hospitality sales overnight!

Our fireplaces draw in your after-dining clientele to
the outdoors, where they will enjoy a
warm fire and your finest hospitality.

Let us customize our outdoor fireplaces to
match your hotel’s décor.
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Branson’s foray into ultra-luxe
resorts, Virgin Limited Edition,
now boasts six properties situated
in fabulous locations ranging from
the Caribbean to Morocco, from
London to the Swiss Alps.

Branson, who says he endeavors
to take 10- to 15-minute catnaps
during the day to keep fresh, feels
that challenges are nothing new
o him.

“I've had a lot of challenges in
my life—from boats and bal-
loons—to starting an airline,” he
says. “I started in business at the
age of 16, so I have never known
any other kind of life—getting
used to taking risks so early has
meant | handle most challenges
pretty well.”

Ask others about the man Bran-
son is, and you're likely to hear he’s
down to earth and that he thinks
like a customer does.

Richard Millard, chairman
and CEO of Desires Hotels, said
Branson has a lot to bring to the
hotel industry.

“Most people who have been in
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the hotel business a long time will
tell you all the reasons why they
can’t do something,” Millard says.
“He brings a ‘why not?” and very
much a customer’s eye perspective.”

Millard says when Branson
comes into a new industry; he sees
all the things that are wrong with
it and isn’t afraid to ask “Why does
it have to be like this?”

“I think he brings a different
perspective as to what customers
in today’s world are looking for
because he’s one of them,” Millard
says.

Point man

One commonality you'll find
among world-class managers is
that they know how to find the
best talent and keep them on
board. Branson is no different in
this regard.

“T guess my best leadership qual-
ity is listening to others ... listen to
those around you, trust in them,
believe in them and respect them,”
Branson says.

And the man at the top of Bran-

son’s hotel brand is Jon Brown,
the managing director of Virgin
Limited Edition. Brown joined
Virgin in 1998, leaving for a year
to serve as managing director of
La Residencia in Mallorca before
returning to Virgin Hotels in late
2001. Brown has a wide range of
hospitality experience, including
management positions at Arcadian
and Friendly Hotels.

Brown’s design aesthetic is
decidedly focused on the locale,
steering away from any theme that
could be easily categorized.

“It is totally dependent on the
location of the property and the
blending of local and indigenous
style and culture with luxury and
comfort,” he says.

Brown feels the concept of
boutique is overdone and that the
design community is in danger
of taking over the soul of a hotel
room by trying too hard to be
funky and cool.

“Achieving soul in a hotel room
is probably the biggest challenge
to any hotel designer,” Brown says.

FRAMING NATURE and bring the
outside in are two overriding design
themes at Virgin Limited Edition’s
stunning Necker Island resort, set

in the British Virgin Islands, top and
left. Above, Jon Brown serves as
managing director for the chain’s six
ultra-luxe properties.

“However, I do feel that hotel
design is becoming more adaptive
to its location.”

Given Virgin Limited
Edition’s position at the upper
portion of the luxury segment, it
would be simple to think they’ve
been affected by the supposed
luxury backlash that has been
widely reported in the U.S.
media. But Brown feels the idea
is overblown.

“A backlash suggests that there
is a resistance toward the luxury
market, and I think although it
is definitely tough, there is still
huge demand for this segment.
People still get married and
have honeymoons, anniversa-
ries, birthdays and they want to
celebrate, and I don’t feel this
will ever go away,” he says. “In
the long term, the corporate
segment will think a lot more
carefully with how it uses high
profile luxury offerings and will
be cautious as to how they are
seen to be spending shareholder/
stakeholder’s money.”
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Socially responsible
Brown says Branson established
the “Virgin Aware” program as
the company’s answer to corpo-
rate social responsibility. Its goal
is to create a policy that becomes
part of each Virgin company’s
day-to-day work and responsi-
bilities. Virgin Aware is diverse
in its reach and covers supply
chains and fair trade, ethical
dealings with employees and
customers, the local community
and the environment.

“Realizing the importance of
the ever-growing need for sustain-
able tourism, like Virgin Alantic,
we are committed to sustainable
development and our responsibil-
ity toward the environment, in
addition to helping the local com-
munities in which we operate,”
Brown says. “This is very much

REFINED ELEGANCE is dis-
played at each of Virgin Limited
Edition’s properties. Clockwise
from upper left, Kasbah architec-
ture and Moroccan sensibilities
dominate Kasbah Tamadot; Mak-
wela Suite at the Rock Lodge,
Ususala; and bird’s eye view of

the stunning complex at Rock
Lodge, Ususala.

awork in progress and we've had
some great successes.”

Brown notes there are solar pow-
er and renewable energy initiatives
across the hotel group. The Kasbah
Tamadot property in Morocco
was awarded the ‘Most Socially
Responsible Hotel” in 2008.

“It’s a long journey, but at least
we have started,” he says.

Moving forward

It’s unclear whether Branson—who
famously likes to make splashes
into new industries and shake
things up—will move further into
the hotel business. Rumors have

surfaced occasionally that he may
do so on a wider scale than with
Virgin Limited Edition. But of-
ficially, his focus is on developing a
super eco-friendly island resort in
the British Virgin Islands, within
sight of his Necker Island resort.

Branson says his inspirations
come from humanity.

“I'm always struck by how many
people, from so many countries
across the world, are doing inspira-
tional things for the good of man-
kind—so I guess my inspiration
comes from people, not necessarily
industries. I am inspired each time
I travel to a new place, experience a

new product and meet new people.”

And Brown offers a related
piece of advice for others in the
hotel industry.

“Hoteliers should remember
where they came from and have
humility because it is people
who matter in this business,”
he says.

Millard thinks Virgin will only
continue upward in the future.

“They have an unbelievably
fabulous culture,” he said. “They
have a fantastic brand, and I think
if they went [further] into the hotel
business, they would be an incred-
ible asset to the industry.”

B The design of each Virgin
Limited Edition property varies,
based on its surroundings.

Necker Island,
located in the British
Virgin Islands, is a
resort that encom-
passes the entire
island. In addition to
a great house, mul-
tiple Balinese-style
houses are scattered
around the island.
The public spaces
are full of rich woods

and take advantage
of the stunning views
with open-air designs
as well as open floor
plans. Elegant white
fabrics are offset

with bold colors that
complement the rich
hues of the Carib-
bean Sea.

Kasbah Tamadot,
set in the mountains
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south of Marrakech,
Morocco, encom-
passes a warm
Berber style, with
rich golds and in-
tense blues and reds
throughout. Sumptu-
ous fabrics and pat-
terned tiles enhance
the traditional Kas-
bah architecture.

Ususala, in South
Africa, may be the
perfect game re-
serve, with stunning
rough-hewn wood

ceilings, animal
print fabrics and
traditional African
art on the walls.

An enormous fire
feature in the lodge
dining room features
a flame-shaped
opening and coarse
stone outlining a
larger flame.

The Lodge at Ver-
bier, Switzerland, is
a skiing getaway that
plays off its muted
colors well. Modern

furniture with clean
lines abounds, and
an emphasis in the
rooms is on a homey
comfort.

The Roof Gardens
in London, with

an emphasis on
events, has amaz-
ing landscaping and
eye-popping colors
and modern designs
that might make

a boutique lobby
blush. The emphasis
is on simple lines,

eye-catching pat-
terns and textiles and
elegance.

Sa Terra Rotja,
Spain, has a light,
clean look, with
Mediterranean-in-
spired bedrooms
and traditional stone
architecture. Furnish-
ings are traditional,
yet comfortable.
Many rooms have
French doors that
open to reveal the
hills and sea beyond.
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streaming revenue daily.

IPTV has arrived. And the Panasonic IMP-2000
IP-tuner board is the smartest, most elegant
way to implement it.

As the first fully integrated IP-tuner solution
for hotels, the IMP-2000 delivers HD-IPTV streaming

content, a customizable welcome screen, Interactive Program
Guide and more. And, the IMP-2000 enhances the in-room
experience with free-to-guest services, including the ability to
interface with automated, energy-saving amenities such as
lighting, drapes/shades and HVAC systems.

The results are more guest interaction, more services accessed
and more room revenue. In addition, as a complete IPTV hotel
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solution, the IMP-2000 eliminates the need for the
external systems normally required to connect
guest and function rooms to hotel facilities.
The IMP-2000 board integrates internally with all
Panasonic 11 and 12 series Pro Plasmas, eliminating
unsightly cables, brackets and external boxes for closer wall
mounting and a more streamlined, upscale look.
Available as pure IP or a hybrid (IP plus RF coax), which includes
a tri-band tuner and Pro:ldiom decryption, the IMP-2000 is
compatible with most major IP solution providers. It is also
available for 12 series Hospitality models as the DTB-2000.

For more information visit panasonic.com/hotels.
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Simple ways to create a high-tech guestroom

n my experience, when you get
down to it, guests are looking
fora room that is comfortable,
looks like a guestroom rather
than a command station and
provides a suitable environment for
working and entertainment.

How high tech do you really
need to be to meet the ever-evolving
demands of the guest? It isn’t neces-
sary to go extremes in order to make
guests happy and eager to return.

There are really three essential cat-
egories of technology to address in
the guestroom: connectivity, enter-
tainment and creature comforts.

Connectivity

Today, guests travel with smart
phones, laptops, MP3 players,
cameras, camcorders, razors,
clectric toothbrushes, etc. that

all require charging overnight.
Providing multiple, easily acces-
sible electrical outlets has become
a necessity and should be common
practice.

While this is not particularly
high-tech, it may be one of the
more expensive propositions in a
guestroom renovation.

Outlets should be placed above
desks and above nightstands for easy
access. Every project we do now
has a connectivity panel built into
the desk. We spend time on the
design of these panels to ensure that
plugs are spaced far enough apart to
accommodate multiple chargers.

The second most important
requirement for a guest is high-speed
Internet access, both secure and
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Cheryl Rowley
Cheryl Rowley Design
cherylrowleydesign.com

wireless. It’s not enough to offer
guests wireless connections in the
lobby or in a specific hotspot in the

hotel. Travelers demand wireless in
guestrooms today. And, dare I say it,
freewireless connectivity is expected.
Guests do not want to pay for this
feature. They want flexibility in the
guestroom to work in bed or on
their terrace.

Entertainment

You cannot call your hotel high-tech
without a flat-panel TV. The most
common placement is on top of

a cabinet. This has many advan-
tages, including less sound transfer
between rooms, no requirement for
additional blocking in the walls to
carry the weight of the bracket and

screen and no need to move electri-
cal and TV and data connections
up higher in the wall.

These cabinets have typically
taken the place of the ubiquitous
and bulky armoire that always
seemed to dominate the room. The
cabinets house dresser drawers,
mini-bars, DVD players and some-
times provide the location for the
connectivity panel.

A more custom installation would
include mounting the flat screen on
awall.

At The Epic Hotel in Miami
we used a wood paneling feature
to achieve a more finished and

HIGH-STYLE TECH Flat-screen
televisions are installed in custom wood
paneling at The Epic Hotel in Miami.
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expensive look.

You could also consider conceal-
ing the flat screen behind artwork
that retracts to reveal the screen or
behind a decorative mirror that com-
pletely disguises the screen until the
TV is actually turned on.

Guests want more than just the
ability to watch network or cable
TV, though. They want to watch
programming they bring from home
or from the hotel’s lending library.
This can be accomplished through
the simple installation of a DVD
player in the cabinet below the flat-
screen T'V or via a connectivity panel
that allows guests to connect and
run their laptops or media players
directly through the TV.

Creature comforts
While high-tech concepts usually
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bring electronics to mind, systems
that address a guest’s creature com-
forts also enhance the high-tech
experience. Guestroom lighting can
be as simple as providing enough of
it-though this has become an issue
with the imposition of fluorescent
technology.

There is nothing worse than a
guestroom that is under-lit with
flat, cold, dull light from fluores-
cent bulbs. Another problem is not
enough light in the bathroom.

During the renovation of the
Hotel Sofitel in Los Angeles, we
solved this problem by installing
glass panels between the guestroom
and bath that transform from
opaque to translucent with a flip of
the switch. They let daylight pen-
etrate into the bathroom and allow
views from the bath out into the
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room and beyond.

We are introducing white LEDs
in reading lights and in decorative
lamps in an effort to balance the
cool light of fluorescents. While
LED lighting is more expensive, it is
remarkably efficient and long-lasting
and provides a more brilliant light
source.

But, the ultimate high-tech intro-
duction to address guest comfort
is automated control technology.
With a single remote, guests can
control draperies, lighting, room
temperature, in-room privacy, music
and video systems. Because a small
bedside device controls this system,
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itis discreet and only requires a
nightstand large enough to accom-
modate it.

No matter what the technology,
no matter how cutting-edge, no mat-
ter how expensive, if your guest can’t
use it, it’s worthless.

It’s worse than worthless: it’s
damaging.

The important thing to remember
about technology, like any other
aspect of hospitality design, is that
it’s part of a larger picture. And that
picture is creating a great guest expe-
rience. Give them a beautiful room
with technology that works and they

will return.
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The Premier Series TV Mirror features innovative mirror technology using our proprietary glass. Our HRHC (High-Reflective,
High Contrast) mirror multi-layer substrate provides a natural reflection of color and skin tones that’s no different than a
traditional mirror. The HRHC mirror technology, along with LG's Digital Hi Def LCD Technology yields the brightest TV Mirror
available, and offers clear and vivid color. Why settle for viewing a HD program through a low-resolution window?

Blue Vision is your best and brightest TV Mirror solution.

blue vision

> LG

_ Life's Good

television

mirror
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BARLOW TYRIE

quality since 1920

Exceptional
Outdoor
Furnishings

Manufactured from plantation
grown teak, stainless steel,
aluminum and woven resin

Recipient of fifteen
international design
excellence awards

Tel: 856 273 7878 Fax: 856 273 9199
www.teak.com

CIRCLE NO. 102



—| bath trends

Tune out, plug in and power up

e are nomads.

Time poverty and

a desire to remain

near, while far
away, has transformed us into
beings that need mobile devices
and the Internet to do most of the
things we love.

We carry with us a newfound
need for accessibility, be it while
we are in the boardroom or in the
bathtub.

Hospitality bathrooms are as
important for rejuvenating guests
as the beds that are chosen for the
guestrooms.

A bathroom should meet the
needs of the traveler but also
include amenities the traveler

Clodagh
Clodagh Design
clodagh.com

doesn’t experience even in the
luxury of their own homes.

Size matters, and in my travels
I see that hospitality spaces are

embracing the bathroom as an
extension of the guestroom. Tubs
float in the middle of guest suites,
and glass walls separate sleeping
and bathing areas.

The bathroom now, more than
ever, is seen as an integral part of
the hospitality experience, be ita
business trip or a romantic week-
end away.

Anyone can sing along to the
radio in their shower at home, but
when the day is through, slipping
into a bathtub outfitted with a flac
screen and amazing speakers can’t
be beat.

A concealed TV monitor hid-
den in a vanity mirror, or a water-
proof iPod hub for the shower are

unexpected joys for wearied trav-
elers and weekend warriors.

New innovations like chroma-
therapeutic soaking tubs calm the
mind and soul as guests choose
the color of the light that’s cast
into the water of their rumbling
whirlpools.

The inclusion of outlets into
headboards and workspaces is
standard practice in many hos-
pitality guestroom designs and
incorporating this into the bath-
room vanity is just as important.

Guests crave the ability to plug
in their mobile devices and lap-
tops in order to play music, write
home or listen to the news while
they prepare for their day.

Open storage space is incredibly
useful, and ample counter space
to spread out makeup, shaving
kits and other tools allows the
bathroom to become a functional
space.

Never underestimate lighting.

When you’re in the bathroom
you shouldn’t see light but instead
“feel” it. The ability to find the
smallest hair or turn lights low as
you slip into a bubble bath after
along day should always be con-
sidered. Systems are now available
that let guests change television
channels, lighting and volume
within the space through one
main device that can be carried
from room to room.

HIDDEN TECH The baths in the
presidential suites at the W Fort
Lauderdale feature soaking tubs with
lights that change color for therapeutic
relaxation and television monitors for
total entertainment.
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APPEARANCE. STRIKINGLY ELEGANT. SIMPLE, CLEAN AND CONTEMPORARY. THE MINCEY VISION SERIES TAKES YOU T0 THE FUTURE OF BATH DESIGN. PERFORMANCE.
WE NOW OFFER AN ELEGANT SOLUTION T0 THE AGE 0LD PROBLEM OF UGLY, HARD T0 CLEAN GROUT. EACH PANEL HAS BEEN DESIGNED AS A ONE PIECE UNIT
WITH A SEALED SURFACE WHICH ELIMINATES THE BUILDUP OF MOLD AND MILDEW. VALUE. TESTED THROUGH TIME, CULTURED MARBLE HAS PROVEN ITS
OURABILITY AND DESIGN VERSATILITY. WE GIVE YOU GREAT DESIGN AND STYLE FOR VERY REASONABLE COST AND EXTRAORDINARILY LOW MAINTENANCE.

NOW SHOWING AT MINCEY MARBLE
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Clean look

CONTEMPORARY BATH TIME OPTIONS

CLEAR TUB

The Novellini Cristal Tub leaves nothing to the imagination.
Part of Novellini’s Premium Elysium Collection, it features
a chrome-finished faucet and clear safety glass panels.
novellini.com
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BOUTIQUE COLLECTION

The Intarcia tub from MTI Whirlpools is available with or
without either of two pedestal bases and can be equipped
with an air bath system and inlaid with blue lacquer wood.
mtiwhirlpools.com
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LINEAR DESIGN

Quick Drain can be easily
“installed against a shower
~ wall or under a shower
“door, eliminating the need
for a deep shower pan with
“four-way slopes and the
round drain in the center.

quickdrainusa.com
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Tubs are out showers are IN.

Sleek, simple, modern and ADA compliant
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The shower floor dictates the lbathroom look.

-
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Wil 866.998.6685 | quickdrainusa.com
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