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Green Day: Designing for the Future

David Eisen
Managing Editor
deisen@questex.com

Building a green hotel used
to bbe more expensive than

a normal build, but studies
today show that the cost of
building to LEED standards is
no greater than any other type
of design.
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’m often asked what the big design trend is in

hotels. Is it an over-the-top bathroom? Well,

yes, the bathroom accounts for such a large

chunk of a guest’s time spent in a room that it
behooves designers and developers to create special
bathroom experiences.

What else? One trend that has moved well past
fad is the notion of green design and development.
Notable figures such as Al Gore and New York
Times journalist Thomas Friedman pushed the
green movement from the sidelines into the game.
Now it’s the talk of the town.

It takes time for hotels to adapt, but adjust they
must. Not only are consumers now seeking out
more environmentally sensitive products, govern-
ments are beginning to mandate reduced energy
use and emissions. Turns out, hotel owners should
embrace green design and implore designers to build
with sustainability in mind. Why? It saves money!
Whereas building a green hotel used to be more
expensive than a normal build, many studies today
show that the cost of building to LEED standards is
no more greater than any other type of design.

Consider one such model: Proximity Hotel in
Greensboro. There, water is heated by 100 solar
panels on the roof and the hotel uses 40 percent less
energy and 30 percent less water than comparable
hotels. “The widely held notion that building and
operating hotels with a commitment to sustain-
able practices is too expensive is a myth,” Dennis
Quaintance, owner of the hotel, told North Caroli-
na’s News Observer. “We wanted to get to the point
where we’re not wasting energy and the guest is still
very comfortable—and that’s where we ended up.”

That’s key. Many owners assume that building
green hotels will cost upwards of 20 to 25 percent
more. The reality is far less—less than 5 percent by
most counts.

This is why it’s so important for both hotel own-
ers and designers to read up on the guidelines the
U.S. Green Building Council sets forth on Leader-
ship in Energy and Environmental Design (LEED).
Hotel owners should realize the benefits of green
hotel construction and designers should ensure that
proposals or choices are in step with green design.

One’s reason for green design shouldn’t mat-
ter—whether it’s care for the environment or more
avaricious in nature. It doesn’t matter—the envi-
ronment doesn’t care why or how.

www.HotelWorldNetwork.com

editorial staff: 757 Third Avenue, New York, NY 10017

Vice President-Editorial Director
Ruthanne Terrero

Managing Editor / David Eisen
(212) 895-8436

Contributing Editors: Victoria Burt, Kirk Cassels, Meagan Drillinger,
Jena Tesse Fox, Jason Q. Freed, Katie Tandy

Editor in Chief, HKMM magazine

rterrero@questex.com
deisen@questex.com

Stephanie Ricca sricca@questex.com
(216) 706-3791 FAX (216) 706-3711
Senior Art Director / James Huntley jhuntley@questex.com

Associate Art Director / Debbie Sheehan  dsheehan@questex.com

advertising and sales staff

Vice President/Group Publisher

John McMahon

(212) 895-8243

Publisher / Mary M. Malloy

(216) 706-3790 FAX (216) 706-3711
Executive Director, H&MM magazine
Stacy Silver

(954) 306-0747 FAX (954) 697-6265

jmcmahon@questex.com

mmalloy@questex.com
ssilver@questex.com

digital media

Executive Director, Digital Media
Amy Coronato Osborn
(714) 338-6731 FAX (714) 338-6711

acoronato@questex.com

circulation, production

Senior Production Manager / Janelle Heller  jheller@questex.com
(218) 279-8834 FAX (218) 279-8815

Assistant Production Director / Jamie Kleist  jkleist@questex.com
(218) 279-8855 FAX (218) 279-8812
Audience Development Manager
Debbie Gullian

(216) 706-3755 FAX (216) 706-3712

dgullian@questex.com

lists, reprints, classifieds

Classifieds / Doug Kereszturi dkereszturi@questex.com
(216) 706-3794 FAX (216) 706-3711

Classifieds Production Manager

Chris Anderson canderson@questex.com
(218) 279-8848 FAX (218) 279-8815

Reprints hoteldesign@theygsgroup.com
(800) 290-5460, ext. 100

Permissions questexpermissions@theygsgroup.com

800-494-9051 Ext 100

Subscriptions, Customer Service
(866) 344-1315 (847) 763-9594 FAX (847) 763-9694

Back issues, single current copies
(866) 344-1315 (847) 763-9594

QUESTEX

MEDIA

corporate

President & C.E.O. / Kerry C. Gumas
Executive V.P. & C.F.0. / Tom Caridi
Executive V.P. / Tony D'Avino
Executive V.P. / Gideon Dean

Hotel Design’s Editorial Advisory Board

Jill Cole, president / Cole Martinez Curtis Associates

Nunzio M. De Santis, executive principal and director / HKS

Lia DiLeonardo, principal / DiLeonardo International

Richard P. Millard, president / Tecton Hospitality and Desires Hotels
Robert Polacek, vice president and creative director / The Puccini Group
Rhonda Rasmussen, associate vice president / WATG

Cheryl Rowley, principal / Cheryl Rowley Design

Ivanka Trump, EVP, development and acquisitions / The Trump Organization

Hotel Design mission statement

Hotel Design celebrates the design excellence of hotels, resorts, lodges and destina-
tion spas. Vivid photography, creative layouts and descriptive writing help present to
the reader a broad focus on the new styles and fashion trends emerging in furniture,
fixtures and the lodging spaces that provide a foundation for creativity. Hotel Design
aims to be the source of inspiration for the individuals who help make it happen.




Rl

One that meets all
creating one worldwide standard

—INALLY,

for Every Code

All FR-One fabrics exceed the most
stringent FR standards applied anywhere
in the world, including:

NFPA 701 (test #1 - 2010)

IMO A471

Boston Fire Test BFD IX-1

New York / New Jersey Port Authority
FAA Part 25.853-1992

Safety Quality Affordability & Design

The FR-One symbol guarantees a fabric
performs to all stringent flame retardant
standards applied anywhere in the world.
The properties of flame retardancy in
FR-One fabrics are inherent and permanent
to the fabric itself and are not simply
limited to the yarn. FR-One creates a new
standard of safety combined with quality,
providing interior designers, specifiers and
architects with one standard that meets all.

BDNY BOOTH #3107

¥

“FEABRICUT

(B8 N T R A C T

fabricutcontract.com

800.999.5533

fr-one.com



— publisher’s pulse

Mary Malloy
Publisher
mmalloy@qguestex.com

Above: HGTV’s Designed to Sell host
and designer, Lisa Laporta, with Mary
Malloy at The Casual Furniture Show.
For more pictures from the event,
please see page 8.

1) Architect Anthony DiGuiseppe sitting with Bryan Ashley
of Bryan Ashley International 2) Questex’s Amy Osborn,
Jason Gindele, Mary Malloy and Stacy Silver with Neil
Locke of Neil Locke & Assoc., David Shulman of Project
Dynamics, Inc., Lisa Cavanaugh, director of Hollywood
Heart, and Mitch Parker of The Parker Company 3) Ken
Schindler of Walters Wicker 4) Carlos Canjura and Rick

Sequeira of Serta Mattress
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Seasons of Change

s autumn is now in full swing,
changes are afoot. And, as we move
quickly towards 2011, you will see
some changes in the direction of our
publication.

We will be launching a new publication,
Hospitality Architecture+ Design, which will
replace Hotel Design.

HA+D will maintain a 10 issue annual
publication schedule in 2011 and will have
distribution in North America, Asia, Middle
East and Europe. It will also combine efforts
with successful Asia sister publication, Hospital-
ity Architecture+Design Asia, to join print and
online audiences for an even greater global
reach. The magazine will now deliver hospitality
design information to a total of 25,000 hotel,
spa, restaurant, nightclub and senior living
on-site decision makers, as well as key purchas-
ing companies, interior designers and architect
influencers.

Content will provide in-depth coverage on
everything from technology trends, signature
projects, products and more as they relate to
the three new pillars of the magazine. HA+D
will also feature profiles on design professionals
and developers, as well as purchasing firms and
industry manufacturers.

While we have been traveling and attending
industry trade shows and conferences through-
out the past few months, we have had the
opportunity to speak to many of you about our
vision and strategy. We are happy that the hote-
liers, designers, purchasers and manufacturers
are all in agreement and support.

Over these past few months, we have been on
the road attending industry events. One of my
favorites is ISHP (International Society of Hos-
pitality Purchasers); event images are below.

This was a “speed dating” format featuring
short meetings directly between vendors and the
industry’s top purchasing agents. In the past 10
years, ISHP has raised more than $1.5 million
for Hollywood Heart, an organization that pro-
vides summer camping experiences for children
affected by HIV/AIDS at Camp Pacific Heart-
land. It also provides opportunities for inner city
children to make movies as part of The Movie
Team.

According to Mitchell Parker, ISHP
president, “This is a real win/win for everyone
involved. The vendor sponsors get some one-

on-one face time with top purchasing compa-
nies and interior designers in the U.S., while
at the same time supporting a fantastic cause.”
This year’s event raised $113,900.
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meet & greet

The Casual Furniture Show was held
September 21-24 at The Merchandise
Mart in Chicago. Exhibitors at the

show included outdoor furniture and
accessories including fire elements, water
elements and numerous other resources.
Here are some images we snapped.

6) The fashion show during
the Apollo Awards dinner.
Fashions were created using
actual outdoor fabrics.

7) Clayton Vogel and Andrew
Fabin of Edwin Blue.

8) Ross Johnson, sales and
marketing manager, Outdoor
Greatroom Company.

Hotel Design | NOVEMBER 2010

1) Elaine Smith of Elaine Smith, Inc.; Mike Hayes of Sunnyland
Furniture; John Wasylenko of Ancient Mosaic Studios; Ron Joiner

of Sunnyland Furniture; and Teresa Scott of Sunnyland Furniture. 2)
Alexander Eburne of Harbour Outdoor. 3) Braddan Johnson and Del
Fonte Muse of Gloster Furniture. 4) Ward Usmar, Charlotte Hicks,
Curtis Leuenberger and Scott Kent. 5) Charles Hessler, Mark Tyrie and
Pat Mowen—all of Barlow Tyrie Furniture.




The Look of Wood.
THE STRENGTH OF METAL.

Style 3031, NuGrain Stacking Chair in Medium Oak y
All aluminum frame looks like wood, without the slivers. b | |

[33C Daniel Paul Chairs L.c
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BY KATIE TANDY

LIGHT IT UP

Hard Rock Hotel Punta Cana’s
Moon Lounge (above) channels
the cosmos; Drai’s Hollywood atop
the W Hollywood (opposite) has a
retro-glam feel.
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Nhtclubs

Four hotels get new clubs sure to set the night on fire.

hile guests may flock to a hotel for a
divine night’s sleep in palatial suites
amid sweeping vistas, the essence of
the surrounding city is celebrated
and explored outside the guest rooms, lobby and spa,
namely within its nightclub or lounge. The nightlife
venue within every hotel has become increasingly
important to the overall success of the entire venture,

sometimes serving as the driving force behind revenue.

A happening nightclub instantly allows a hotel to be an
attraction for both tourists and locals alike, providing
an authentic slice of city life. Horel Design discovered
four venues that skillfully straddle this notion both in
design and mantra: Moon at Hard Rock Hotel Punta
Cana, ArKadia in Miami’s Fountainebleau, the CV
Lounge in the Hotel on Rivington in New York and
Drai’s Hollywood atop the W Hollywood.

For James Geier and Karen Herold of Chicago-




based 555 International, there was
another delicate dance of duality
heavily influencing their design

of Moon—the conversion of the

Moon Palace Resort into a Hard
Rock Hotel. Rebranding a prop-
erty is always a challenge, but the
heft and history of the Hard Rock
brand was especially tricky as Her-
old and Geier had to couple the
past and present, honoring a long
lineage of evolving music.

“The vision for all of Hard
Rock is for it to be rockeentric,
but to do it in a new innovative
way,” says Herold, vice president
of design. “What we are really
working on is creating an experi-

ence that is aesthetically up to
date; it’s at once now and then.”
President and Founder Geier
echoes Herold’s sentiments,
explaining that Hard Rock wasn’t
interested in renouncing their past
in the name of being avant-garde;
rather, they needed a team who
could interweave hip with history.
“They want to be as ‘now’ as all
the other great clubs and restau-
rants, but still not run away from
30 years of rock and roll because
that’s what it’s about—the
music,” says Geier.

Owned by Mexican family
the Shapures, who own 11 other
resorts throughout Mexico, the
Hard Rock Punta Cana is their
first property in a different coun-
try, the Dominican Republic. The
new nightclub Moon, set for a
soft opening with the rest of the
resort November 1, is like a lush
planetarium, featuring expansive
chesterfield sofas draped in deep
purple with clever, custom-made
nods to the rapture of rock, like
seven-foot chandeliers crafted
from amp cables and micro-
phones. For a touch of the retro,
Geier and Herold also designed
the backbar with an equalizer
amplifier set to change colors and
move to the beat of the music,
offsetting the highly modern ceil-
ing which features thousands of
LED lights.

Herold also explained that in
addition to 555’s mission to deftly
couple the past and present, they
also had to deal with structural
issues, using floating ceilings and
over-sized furniture to convert
the 3,500 square feet of space into
something that decidedly said
Hard Rock, something sexier and
more intimate.

“The property was not
designed for what was to come,”
she says. “We ended up throwing
out a lot of what they had just
finished, working with the prop-
erty owners and the Hard Rock to
come up with things that would

really redo the entire environment
for them without being thematic.”

Making It Work
Steve Lewis, designer of the CV
Lounge in the Hotel on Riving-
ton, knows that nightclub design
isn’t all glamour and gallivant-
ing either—crafting a functional
space that is still aesthetically
stunning is daunting—especially
on a tight budget ($40,000) and
an even tighter timeframe (11
days). Just as 555 had to carefully
convert a pre-existing space into
something rockcentric, so too did
Lewis have to convert a largely
unusable space into a nightclub
worth boogying about, rising to a
seemingly impossible challenge.
“The space wasn’t functional,”
says Lewis. “It didn’t work. It
seemed to be an afterthought to
the hotel property. My task was to
create a versatile space that func-
tioned well for tourists as well as
the hip New York crowd. So often
money is thrown at a problem
and that is not design to me. This
was design in its pure form. I wish
there was a class watching us do
it. We transformed it way under
any conventional budget. I had
to be a Jedi knight, a kamikaze.
You don’t say ‘woe is me,” you
embrace it. The workers and the
staff that helped me we were all
invigorated.”

Lewis started his design with
a wild wallpaper from Trestintas,
featuring asymmetrical shapes
with pops and switls of lavish
pinks and oranges. “We knew the
wallpaper would carry the room,”
says Lewis. “The rest of the hotel
is grey. We wanted CV Lounge
to stand out against the rest of
the design.” Lewis clandestinely
matched some of the original
leather banquettes with vinyl by
using a cross-stitching trick and
covered the steel bar top with the
supple “secret” plastic as well.
Countering the black walnut-
stained floor, which creates a rath-
er rustic look, are glass filters on
the lights, casting deep amber and
red glows across the walls, which
glint brightly off the wallpaper.
Furthering CV’s sylvan leanings
are repurposed woodcarvings
and faux flowers sprouting from
behind the banquets.

The operator, Matt Asaats, had
to invest an incredible amount
of trust in Lewis’ vision, allowing
him to actualize his design with-
out intricate guidelines or restric-
tions. “They know that you know
better than they,” says Lewis. “Of
course you keep them informed
the entire way, but they trusted in
my abilities to turn it around and
now they are grossing higher than
they ever expected.”

Trust remains a salient issue

'NOVEMBER 2010 | Hotel Design 11 —_—




— nightlife design

among the dialogue between
designers, owners and operators,
something even the hospitality
juggernaut W Hotels & Resorts
seeks to honor. Victor Drai, pro-
prietor of myriad red-hot night-
clubs on the West Coast, explains
that he too was allowed free reign
with his design work, as W had
seen his aesthetic at both Wynn’s
Tryst and Encore’s XS, renowned
for their sultry style—“No one
tells me what to do,” he jokes.
Channeling the opulent glamour
of Hollywood’s heyday, Drai’s at
the W Hollywood features walls
in quilted red velvet, black leather
banquettes and an undercover
disco ball hidden beneath an
enormous lampshade, casting
huge circular shadows instead of
the typical twinkle. Drai says that
it takes him months to finish a
lighting design, making sure that
each track on the ceiling features
a separate dimming system to give
himself as many alternatives as
possible.

“Lighting for me is 90 percent
of the place. You can make an
ugly place look good with light-
ing but I am so particular—the
beam of the light has to be very
small. If you come too close to the
window, you can start to see the
parking lot so at night you have to
keep a cozier atmosphere. All my
shades have a cover so there is no
direct light on your face.”

The outside portion of Drai’s
is equally seductive yet decidedly
more exotic, featuring Moroc-
can-style inlaid wooden tables and
cabinets as well as woven wicker
chairs and four VIP cabanas that
overlook the glinting lanterns and
blood-red chaise lounges below.

Despite Drai’s continued suc-
cess in the nightclub realm, he
has been confronted with a few
pleasant problems that come with
servicing more than 5,000 guests

12 Hotel Design | NOVEMBER 2010

aweek. “I¢’s tricky, I've learned
what we can and cannot do

because of the volume of people,”
he says. Not only has he already
had to switch out the glass tiles
on the banquets for ceramic ones
due to excessive stiletto stomping,
he also has plans to switch out the
wooden tables. “It’s not feasible
to have natural materials between
the ice and the spilling and the
cleaning,” Drai says. “It’s very
tough. At the end of the day we
need to have some sort of plastic
or acrylic tables instead of wood.
The wear-and-tear is huge.”
Speaking of durability,
Fontainebleau in Miami has
undergone myriad incarnations
including a two-year, $1 billion
renovation project in 2007 and
now, a total makeover of the rath-

er quick-to-close Blade Sushi, set
to reopen at an undisclosed date
as the new nightclub ArKadia.
Gleaned from the Greek province
of the same name, which dates

all the way back to antiquity, the
modern manifestation of the word
refers to a Utopia or paradise.
French designer Francois Frossard
was chosen to take on the project
with David Glutman of MMG
asking for a space that echoed an
old arcade from the ‘50s and ‘60s.
Soon enough, however, Glutman
acquiesced to Frossard’s over-the-
top interpretation as the design
was irresistible. “After doing a
couple renderings we basically
said, ‘Listen, this is not what you
want to do in the Fontainebleau
Hotel,”” Frossard says. “Let me
do my take. And then everybody

A HARD DAY’S NIGHT
Sun at Hard Rock Punta Cana
(above), Moon’s counterpart.

The CV Lounge (left) at Hotel on
Rivington in New York’s Lower East
Side plays to the hip New York crowd
and tourists alike.

was like, “Woah, Francois, it’s too
much,” but we kept it this way; it’s
an elegant, glamorous lounge.”
Frossard struggled with struc-
tural problems similar to that
of 555 International, insisting
that in order for a nightclub to
be successful, there has to be an
intense level of warmth and sense
of enclosure.“We tried to make
it more like a small jewelry box
because the space is very big,” he
explains. “We had to divide the
space and make it more intimate
versus an open floor plan. Other-
wise, if you only have 100 people
in there, it’s going to look totally
empty and not have any energy.”
Frossard tackled the problem
with undulating “octopus col-
umns” that create a kind of screen,
separating the entry from the
main space and also from the pool
table. “I wanted to be able to see
through the space completely but
also have an obstruction—it adds
some volume to the room.” Fea-
turing layer upon layer of glinting
gold mirrors set against a palette

of black and purple, ArKadia is



|
1A
iy

l ‘ CONTEMPORARY PATTERNS REFLECT SIMPLICITY OF LINE/
-

)‘ GEO T]%.];\(; SHAPES THAT CAPTURE T GHT AND AMPLIFY

\\\

S N \
vV E .Y DETAIL OF THEIRM @

e

o

o) ¢

armig | RIVOLTACARMIGNANI S.p.A

E__ 20050 Macherio (MI) Italy

sbray@dahlgrenduck

Visit us at IH/M&RS New York 2010 (Nov. 14th - 16th) Booth # 2013




nightlife design

reminiscent of a boudoir. When
you add tufted vinyl couches
coupled with golden goblet tables
and a purple backbar with a bev-
eled mirror, guests are more than
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likely to become hypnotized

by the countless reflections. “It
makes you lose your senses,” says
Frossard. To counter the base-
ment-esque feeling of the space,

Frossard also added laser-cut
golden mirrors to the ceiling that
succeed in hiding the old pipes
and the structure from the floor
above. Despite being somewhere
between a gut renovation and a
regular renovation, the project
was completed in just six months
and on budget, a monetary
accomplishment that Frossard
calls the first one of his career.
Wherever a hotel is located,
however it’s operated and how-
ever it’s designed, it has a very
specific role to play; it must not
only woo tourists from far-flung

ELITE SERVICE: Francois Frossard’s ArKadia at Fontainebleau in Miami (left) is
themed after a jewelry box. At Drai’s Hollywood, the pool attracts Los Angeles’
glitterati, with VIP cabanas, lounges and poolside service (below).

foreign lands, but also speak to the
locals who comprise the very city
it resides in. Perhaps even more
important, but much less tangible,
is the nightclub’s power to stylish-
ly suspend guests from reality. “It
has to transform you,” says Lewis.
“It has to take you out of your
world and into another one that

is familiar and you are awed by.

A bottle of Jack [Daniels] is the
same bottle of Jack in the swanki-
est of places or in a dive bar. What
people buy is atmosphere and it is
the nightclub’s job to take people
away from their lives.” m
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— bath trends

Here Comes the Sun: Bathrooms Add Nature

hotel bathroom has

become more than

just a place to bathe,

primp or preen—
guests expect a sumptuous solace
where they can truly relax and
rejuvenate in style. High-end
design aesthetics must consistently
evolve to accommodate industry
trends and travelers’ desires
alike. The current incarnation
of bathrooms celebrate a return
to nature, highlighting color,
sunlight and of course, a “green”
agenda.

Sunlight is streaming into
bathroom construction on an
international level, says Brooke
Pearsall, managing director of
design for HVScompass in Bos-
ton. “Designers need to find some
way of getting daylight into the
bathroom whether it’s a window
in the shower that opens into
the guest room or actually push-
ing the bathroom to the exterior
wall,” says Pearsall. “If you look at
the more recent boutique hotels
you'll see that, especially overseas
in Hong Kong, Tokyo or Seoul.
They have huge windows between
the bathroom and guest room.
It’s becoming more and more of a
trend here in the U.S.”

Furthering this embrace of
nature is another exciting advance
in environmentally progressive
design, namely Hydrotect, a new
paint that actually cleans the
air. Developed by TOTO, one
of the world’s largest plumbing
manufacturers, Hydrotect sounds
stranger than fiction and too good

16 Hotel Design | NOVEMBER 2010
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| bath trends

to be true, but happily for the hos-
pitality industry, the paint is real
and so are its results.

Hydrotect paint emulates the
process of photosynthesis that
plants use to harness sunlight,
and can be applied to any man-
made surface, remaining invisible
whether applied to tiles or glass or
embedded in paint mixtures. The
sunlight reacts with the titanium
dioxide, initiating a natural puri-
fication of air and surfaces. This
product development could prove
to not only ameliorate bacterial
buildup that plagues hotel bath-
rooms, but also purify the very air
guests breath, as well as minimize
costly paint renovations.

In Living Color
An additional movement that has
emerged in the bathroom realm
is a decided shift away from the
sleek sheen of cold white walls
and replacing that aesthetic with
something more colorful, lively
and welcoming, whether it’s with
vibrant tiling or eccentric sinks.
In San Diego’s Hotel
Solamar, you won’t find stark
modernism in the
bathrooms,
but rather a
design that

1

echoes its sun-soaked surround-
ings with jewel-bright hues.
“The mosaic behind the
mirror really helps trans-
form the space,” says David
Sussman, vice president of
design for Kimpton Hotels.
“The bathroom has more of
aresidential feel, and could
easily have come out of some-
one’s home. Our main goal is
to always design a functional
bathroom that gives people
enough space and lighting yet
is playful and fun.”

Pearsall echoed these senti-

ORGANIC DESIGN
The sculptural Bandini Ocean Sink.

18 Hotel Design | NOVEMBER 2010

COLOR INFUSION
Kimpton’s Hotel Solamar
in San Diego.

ments, explaining that a tre-
mendous amount of attention

is placed on the lighting of the
mirror, and with new tools and
technologies, designers are able to
become increasingly creative in
their bathroom design, creating
chic looking glasses.

“We are beginning to see lots
of fleur-de-lis and scroll patterns
in millwork due to innovations in
laser cutting,” says Pearsall. “We
can carve beautiful designs right
into the mirror so you are getting
light and artwork all at the same
time.” —Katie Tandy



Panasonic

ideas for life

GREAT FOR GUESTS,
EVEN BETTER FOR BUSINESS.

KEEP GUESTS CAPTIVATED WITH NEW LCD HDTVS.

With an impressive image quality, high contrast ratio and a space-saving design with built-in hidden
speakers, Panasonic’s new LRU20 series LCD displays were built to hotel specifications. Offering
the benefit and flexibility of integrated TV solutions with built-in tuners and SD card slots, these
displays (available in 42-, 37- and 32-inch screen sizes)
come fully equipped with a locking pedestal stand that
rotates 90 degrees in both directions and many more
features, including:

In-room massage-$250

Manicure/pedicure-$150

¢ Built-in tuner with Pro:Idiom and major
PPV compatibility

¢ No set-top box required

e Easy cloning of settings via SD card

¢ Hotel-mode functions

For more on how the LRU20 Series LCDs can
enhance your properties, guest experience and
bottom line, visit www.panasonic.com/hotels
or call 888-762-2097.
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What, exactly, is global design? Is it a perception of aesthetic, doing

business in an international arena—or something else all entirely?

At Miami’'s Betsy Hotel, Hotel Design along with sister publica-

tion Hospitality Architecture + Design sat down for breakfast with

six designers and three sponsors to try and answer these questions

among other subjects affecting the design industry.

Here is a snapshot of where our debate went and what we tried to

identify as being global design.

Moderated and edited by Tony Smyth

Smyth: How would you define global design, in as
much as how it affects your business and how you
look at what it is, what you used to do and also
if—and how—it’s changing from when you just
worked domestically?

DeSantis: I'd like to comment on what this recession
means for a lot of full-bodied, full-service hospitality,
leisure, lifestyle, architectural firms. From an interior
standpoint, I still think there’s some serious domestic
work in the U.S., but this recession has forced our indus-
try to look beyond the typical boundaries. I think that’s
extraordinarily important. Because when I think about
what the experiences have been these last two, two and a
halfyears, it’s all about diversity. I don’t mean diversity
in the sense that we typically say it, but when you think
about culture, approach, attitude, people, distance—the
diversity of what we’ve learned through this global chal-
lenge is extraordinary.

We've had to transform and reach. The thirst and the
quest to inspire is different and you handle it differently
in this global endeavor. I find it incredibly invigorating,
because you used to go to the table knowing who you
were and who your competitors were. Now you go to the
table like a young child, and it’s really quite remarkable.
I’s very refreshing, it’s exciting and it’s challenging. But I
think that we all have a commonality, and I think that is
that we want, to deliver an experience that is memorable
and lasting,.

I see the upper crust of the clientele going out to mar-
ket beyond their own boundaries and going to seek those
talents in different locations. That’s what's made us very
viable in pursuing this work elsewhere.

So it’s a very different play. What used to be an edge
for a firm located in Dubai, Abu Dhabi, Jordan or some-
where, is not so much a benefit these days. Because these
clients are really interested to reach out because they can

see that the value of our service has come down—not
what we give in terms of value—Dbut our competitiveness
out there. There’s so many things that we don’t control
that still define us. 'm playing around the clock.

Chiu: Well, these days, in the region I'm most active in,
which is Asia, the Chinese clients are really shaping how we
do business just because there’s so many of them compared
to the rest of the world, and there are so many more active
projects. Not only do we have to be the best [at our head
office in the U.S.] but we also have to have a local team
that can suit their needs on a real-time basis. They don’t
want to deal with the time difference and coordination
efforts. So our business model really had to make adjust-
ments even though we did have a Hong Kong presence
already. But we still had to start making adjustments as far
as what the staff does over there, and the way we commu-
nicate with each other. Technology has definitely helped
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From top to bottom: Karrie Drinkhahn;
Nunzio DeSantis; Jonathan Douglas

with that part of it. And in terms
of just doing global work, there s,
I think, a global movement where
hospitality design is going. I also
think that in different regions it’s
at different stages of that move-
ment at the same time. You’ve got
to be on the ground and spend
alot of time working with the
people. Everybody’s different.

Drinkhahn: Yes, you must be on
the ground, but you also must

be on your toes. We're working
with our Hong Kong office quite
a bit, too. The design expectations
are the same, but just when you
think you know what the design
process is, you find out you don’t.
The timeframe in Asia is so much
shorter and the expectations on
deliverables are so great so the
timing is everything—you’re con-
stantly learning.

Smyth: Looking at design aes-
thetic, if there is a definitive
American style versus a glob-
al style, is there a paradigm
shift that is taking place now,
to look outside our local influ-
ences and be influenced from
outside and bring these back
home, too?

Drinkhahn: I think if there was, it’s
starting to merge. Ten years ago,
you would work on a project here
in the U.S. and know how long
your thematic design was and how
long your design development
was. Now we work on projects
that move very quickly. We work
on projects through our Hong
Kong office where the entire docu-
mentation is done in four or five
weeks. So that process has defi-
nitely changed. As far as styles, it’s
kind of expanding your knowledge

base, your understanding and your
diversity and knowing what the
local clientele might be looking for
and what different aesthetics might
be appropriate or not appropriate.
I¢’s not just one specific style. So

I think that process for me is just
about becoming more global and
understanding because you're able
to do so much more.

Smyth: Callin, you talk about
need versus want. Is there
an education process that
we can bring here to a global
arena?

Fortis: I'm fortunate enough to

do extremely high-end, personal-
ity-design driven concepts. I did
an international rebranding of the
biggest nightlife chain in the UK,
called Gatecrasher. They really
wanted to have that American sort
of sensibility and design, entertain-
ment and specifically nightlife, so
they went on a six-month search
to find the perfect move for their
15-year-old brand. Despite their
[UK] economy lagging a little
behind, I watched them spend

£6 million as if it were the U.S. in
2000. What I really took note of
is that the sensibility between the
clients there and here [U.S.] were
exactly the same. People want to
be entertained; they want to be in
an inspiring environment; they
want great music; and, they want
a place to be with their friends.
What they don’t need is a $3,000
table or lots and lots and lots of
the latest technology. The clientele
are really starting to shift back to
more of what I call an analogue
world, where things are sort of
warmer and richer and a little
more familiar. At one point, we
saw everybody wanting the best of
everything and it was a challenge.
So while you may want all that
stuff, what you really need as the

end user, are the exact same things
that you needed 10 years ago.

So the challenge for us was
really to come up with this meta-
phor of a digital world and an ana-
logue world. I'm finding myself
shifting away from all the latest
technology because any designer
can factor in a $150,000 stealth
screen if the budgets are there;
that’s not that much of a chal-
lenge. But what is a challenge is
to create the emotional resonance
you may get from a stealth screen
but do it in a familiar—ana-
logue—affordable way without
sacrificing the patron’s experience.
Because what we do is experien-
tial. People are there for a minute.
I don’t do residential so the people
that I affect don’t see my work
365 days a year. This is my quick
take on need versus want. I do that
now with every project. I go in
looking at what I think the demo-
graphic really needs, as opposed to
what they may want.

Smyth: So it’s not just back to
basics, but back to some fun-
damental sort of look at how
design builds emotion.

Douglas: A lot of times designers
are coming from locations with
certain biases in place; whether
it’s a way of doing business or the
way that they want to document
a project. And what we pick to
clarify our projects is really about
understanding culture at work
and understanding what some of
those biases might be. Our work
is almost all involved from a sus-
tainable tourism concept, which
is that you don’t want to take
anything more away than what
you bring, so there’s sort of a net
zero effect, both from the cultural
and physical perspective. That
means that you have to do alot
of homework to figure out that,
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Lehman, the GM of The Betsy; HA+D
and Hotel Design editor and publisher;
sSponsor representatives from Aqua
Hospitality and Front of the House;
panelists’ associates.

for example, in Dubai, you may
have cultural biases about orienta-
tion of the building or amenities
that we may not even pick up on
until way after the design work
has been completed. Obviously,
it’s the same thing with China or
somewhere else, so understanding
those things becomes part of that
breakdown of the local experi-
ence. People expect it.

The other part of what we're
doing is looking at how cultural
biases play into design. People
have expectations. They come to
South Beach, for instance, where
everybody wants to be something,.
Or you go to China—everybody
has expectations of being some-
thing else. Those cultural biases
may motivate good behavior or
inappropriate behavior depend-
ing upon the type of venue. It’s a
little bit of an academic discussion
about what is the right experience
to create: Is it where everybody’s
going wild at a beach bar? That’s a
great experience, but is it the best
experience for people to have?
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Livingstone: That cultural context
is number one. I read an article
that said that today’s interna-
tional traveler, when they wake
up, wants to know where in the
world they are. It struck a chord,
because right after that, I went on
a trip to see a client in Panama,
and I had to check out of one of
the big brand hotels there, which
was like a very bad two-star style
hotel. I had a terrible experience,
and I checked right into the only
thing that was available—a brand
new Courtyard by Marriott. They
did it so right. I walked into that
room, and I was immediately

in Panama, in Central America.
It was perfect from the color
between the throw, the artwork,
the accessories—and it could have
been anywhere in the world, but
with those accessories, artwork
and photographs, you immedi-
ately knew where you were. It was
not only the black and white pic-
tures of the Panama Canal, there
was something green and alive
going on in the hotel that made
you aware of that theme.

Smyth: How do we look at
increasingly sophisticated
emerging market clients and
manage their expectations
and impressions of what
constitutes international
design?

DeSantis: Our greatest challenge
is expectation—here in the U.S.
and abroad. We as designers
know we can deliver. We've got
alot of people behind us to make
it happen. We need to under-
stand those expectations, because
from every boundary, from every
location I go to, whether it’s

for a Sheikh or a CEO, they all
expect a process differently and
expect you to deliver in a certain
way and inspire them in a differ-
ent way. Pulling that from them
takes a tremendous amount of
effort. You can’t handle each
client in the same manner.

You may not have access to the
Sheikh all that much, so you get
one little spurt of information
and then you’re dealing with five
or six other guys under him that
honestly have no idea. You may
be doing a really personal super-
luxury private resort for him to
showcase to the most significant
people he flies in from all around
the world. This is his own little
capsule of perception. To get
that understanding of what his
expectations are, through all
these other people, it’s really
difficult.

So as we move through this
global realm of design, we’ve got
to remember, first and foremost,
that we're people serving people.
If we get that right, we're there. m



INSPIRED
BATH DESIGN

Victoria + Albert PRESENTS TOULOUSE

A New Freestanding Tub Defined by Classic Elegance.

eading luxury bath

manufacturer Victoria

+ Albert has added an
elegant new classic tub to its
range of premium bath products.
Toulouse, the latest addition to
the company's Classic Collection,
made its European debut recently

at Cersaie in Bologna, Italy

with rave reviews.

“The addition of Toulouse
allows us to offer the hospitality
market a more traditional look,”
says Edward Taylor, CEO
for Victoria + Albert. “It is
really a crossover product, at
home in either a traditional or

contemporary setting. Toulouse

is inspired by French double
ended bateau baths first seen in
the 1860’s. These original baths
were made from tinned copper,
had seams and must have been
rather uncomfortable to sit in

- and certainly very difficult to
clean. Toulouse is made using
ENGLISHCAST®, our unique
material which is rich in natural
volcanic limestone, warm to the
touch and very easy to care for -
accidental scratches can simply

be polished out.”

Toulouse provides
a modern twist on
French boudoir
bathing.

The Toulouse bath is 71.5"
long, 31.5" wide and 28.25" deep
and features a streamlined built-
in overflow. A new waste kit in
the same minimalist design as
existing waste kits has been
developed for use with the
overflow. Victoria + Albert’s
Tubo range of luxury bath fillers
complements the collection.

For details on the Toulouse
and other exquisite Victoria
+ Albert tub designs visit
www.vandabaths.com.
800-421-7189
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Sinking In

A SPLASH OF DESIGN FOR ALL TYPES OF TASTE

1. STONE FOREST
Weighing in at approximately 225 pounds, this hand-carved pedestal sink
has a decidedly rustic quality, revealing the natural exterior of the honed
basalt and evoking an ancient artifact or ruin. The sink also comes in a
more pristine and muted papiro cream marble.

www.stoneforest.com

2. WOOD ARTISTS GALLERY
These hand-carved teak ves-
sel sinks are crafted from
solid wood straight from an
Indonesian artisan. While each
sink is completely unique, rough-
ly-hewn and utterly organic in its
shape, they are also treated with an eco-
friendly, water-resistant finish and can easily
be fitted with a standard lavatory 1.5-inch
diameter drain.
www.woodartistsgallery.com

3. LINKASINK

This copper sink is covered in intri-
cate mosaics of hand-laid stainless
steel tiles adding a subtle sparkle
to any bathroom space. Available in
three sizes (20-inch square, 16-inch
square or 16-inch round) and two
styles (drop-in or undermount), this
stylish sink offers maximum versatility
for designers and builders alike.
www.linkasink.com

4. VIGO INDUSTRIES
Hotels could add some drama to their bathrooms with the luminous Tigre
Glass Vessel Sink, a layer-upon-layer of solid tempered glass
in striated shades of orange, yellow
and brown. The Tigre sink
is designed for above-
counter installation,
featuring a faucet with
a sold brass body and
polished chrome finish,
which will not tarnish,
corrode or discolor.
www.vigoindustries.com
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Dleal

COLLECTION

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

® ATLANTA COSTA MESA CHICAGO
P \/ I I , N 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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CHECKING IN ON THE ART OF SLEEP

2. HI-INTERIORS 3. SHAWN LOVELL
The Hi-Can (High Fidelity Canopy) is This whimsical, four-poster Tree Bed craft-
a modern incarnation of the classic ed by sculpturer Shawn Lovell is hand-
1. YISO FURNITURE canopy bed, creating a futuristic cocoon  forged from wrought iron, making each
This neo-sleigh bed is handcrafted from complete with a state-of-the-art sound leaf, tendril and branch one-of-a-kind.
solid wood and is sure to add a dash of system, reading lights and, of course, www.sIimetalworks.com
retro flare to any guest room with its an entertainment console connected to
supple ltalian leather in jewel-bright hues.  a projector—guests can repose with a 4. LOMME
www. gdyiso.com personal home theatre screen, which The Lomme bed is a play on all the
slides down at the foot of the bed. senses—a source of supreme slumber

www.hi-can.com combining light, color, sound and touch.
\ / Guests can specify everything from wak-
’ ing up gradually to a sunrise and falling
asleep to guided meditations, to rejuve-
nating their bodies with a built-in mas-
sage option. The Lomme bed straddles
furniture and art, highlighted by an
organic shape that is sure to sooth and
scintillate.
www.lomme.com
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their tunes
N your rooms

* Guest friendly instructions printed on unit

i » 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

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

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

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

iIHoMe.

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

Featuring

bedtime beats

TLHPE SqE=C REET S0 =5 Bkt
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For more information, please contact Ely Ashkenazi
eashkenazi@hoteltech.com - 888-74HOTEL, ext. 3-228
www.hoteltechnologies.com

O-I-el *Based on 12 month unit sales ending September 2010: NPD. Made for

]
™ © Copyright 2010 Hotel Technologies. All rights reserved.
iHome is a registered trademark of SDI Technologies, Inc. M P d D M Ph
iPhone and iPod are trademarks of Apple Inc., registered in the U.S. and other countries. © I 0 I one

The Scie“ce of feeling at home‘" Bedtime Beats and The Secret to Sleep are registered trademarks of Smash Arts, LLC.



1 signature projects

Montage Deer Valley, Park City, UT

Next month, a new wave of
luxury will crash down on Park
City, UT, when Montage Hotels
& Resorts opens Montage
Deer Valley. Construction broke
ground in 2007 headed by ar-
chitectural firm HKS Hill Glazier
Studio. Wilson Associates was
in charge of the hotel’s interior
design.

= The property takes its Alpine
surroundings into consideration,
offering views of Douglas fir,
blue spruce and Aspen groves.
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Resort rooms are protected
from the beating summer sun
with deep terrace overhangs,
which still let in natural light.

= The rooms are accented by
exposed timber brackets, wood
siding and rough-hewn stone,
which evoke the mountain
setting. Overall, the resort was
designed to recall the historic
mountain lodges of the West,
combined with a sophistication
of European Arts and Crafts
architecture.

u The smallest room measures
600 square feet, making it pos-
sible to have fireplaces, estate-
quality furnishings, walk-in closets
and five-fixture baths in each
room. Radiant heat floors, soak-
ing tubs, private balconies and
terraces are all part of the design.

u The property’s management
team worked collaboratively
with the designers in all deci-
sions, from the 35,000-square-
foot Spa Montage to the
55,000-square-foot indoor/out-
door meeting and event space.

= The most challenging
aspects of the project were
keeping in line with the site’s
historic heritage. Dating to the

< SPA MONTAGE
» GUEST ROOM BATH

YV RESIDENCES’ LIVING
ROOM

early 1900s, the area was once
a mining community and, as
such, the designers worked to
remain environmentally consci-
entious in the redevelopment.
The old mining site transfor-
mation was made possible
through the EPA’'s ERS initiative,
known as the Environmentally
Responsible Redevelopment
and Reuse program.

® Interestingly, the recession did
not pose itself as a challenge
for developers. At no point did
the Montage owners’ group

or management alter or delay
construction on the resort.

Hotel Owner:
DV Luxury Resort LLC
www.montagedeervalley.com

Hotel Architect:
HKS Hill Glazier Studio
www.hksinc.com

Design Firm:
Wilson Associates
WWW.wilsonassoc.com



MIRROR WHEN YOU DONT TV AND SOUND WHEN YOU WANT IT

L

M B Q U A R -|- I@ 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,
information and media.

Imagine a speaker that allows you to turn your walls themselves into your speakers! With NO
unsightly wires, holes or speaker grills to compromise your room design! Our unique transducer
designed speaker has been engineered to not only work with Gypsum board, but many other
surfaces as well including Glass, Marble, Granite, Ceramic Tile and even Concrete! In fact most
materials can become an audio speaker just by attaching our Acoucentric® module to it.
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1 signature projects

Banyan Tree
Mayakoba

Riviera Maya’s Banyan Tree Mayakoba had
its soft opening less than two years ago in
March 2009. Under the watch of Banyan
Tree'’s in-house design arm, Architrave De-
sign and Planning, the hotel took three years
to construct and was built around the theme
of water, which seems fitting for its location
among the mangroves.

The resort evokes themes of Asian hospi-
tality blended with tropical Mexican interiors
and contemporary amenities. The main
transport to the beach is a boat shuttle from
the hotel that winds through the mangrove
forests. Guests also access the main court-
yard via shuttle boat, which sails right into the
building.

The main planning concept for the villas
was drawn from courtyard houses in the Far
East, where the houses encircle a garden.
Each villa has its own individual garden, pool
and sundeck, as well as views of the riverfront A BOAT DOCK
with foliage acting as a barrier between villas. RAINFOREST VITALITY POOL >

A BEACH FRONT POOL VILLA LIVING AREA

PHOTOS COURTESY OF BANYAN TREE HOTELS & RESORTS

Creating
naturally b eJ[J[er

U@S ..............................................

experiences

For more information on how easily you can Go Green
visit our website or contact our Green Experts.

Concept Amenities Inc WAL,
3236 Cliff Sieler Court Y

Las Vegas, NV 89117

Phone: +1 (702) 869 3741
erpgreen@conceptamenities.com
conceptamenities.com
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FRENCH CONNECTION FOR HOTEL AMENITIES
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ARTIST

/hee Singer Studio Lends Their Artistic Expertise
to Bring Hospitality Interiors to Life

en Zhee Singer
Studio collaborates
with hospitality

clients to create original works
of art, what they are truly offering
is the sense of endless possibility.
They understand that the perfect
piece of artwork is the most
important finishing piece for any
significant room, and they bring

their extensive knowledge of art
and sophisticated design aesthetic
to help clients design a custom
work that is fresh, exciting and
dramatic.

Their work is driven by
artistic expression and customer
satisfaction. “We will gladly
print any size needed and modify
color and tone to fit individual

project needs,” said Singer.

Zhee Singer Studio publishes
art on deluxe open edition Giclée
prints (ink jet or digital). All
prints come on premium canvas
and the highest quality Somerset
Velvet Fine Art paper, ready
to be framed or on pre-stretched
canvas for immediate display.
The Zhee Singer Studio’s
editions are unlimited. Each print
is accompanied with a document
of authentication.

Passion Dayflower-Chartruese,
shown installed here, features
multiple overlays of floral motif
with a pearlescent crystalline
center. A certificate of authenticity
is included identifying each

“ We consult with
interior designers
to create the
most inspired
solutions for
their projects.”

Zhee Singer

work of art by title, date of
publication and signed by the
artist. Explore their impressive
library of artwork offered ex-
clusively to the trade online at:
www.ZheeSingerStudio.com
413-664-0740

FEATURED TUB: Victoria +
Albert’s beautiful Cheshire classic
tub is the ultimate statement in
quality and style and created from
100% ENGLISHCAST®, a blend
of volcanic limestone and high
performance resins. For details on
the Cheshire and other exquisite
Victoria + Albert tub designs visit
www.vandabaths.com.
800-421-7189



1 signature projects

The public areas include a large, free-form
pool with a dining and sun deck, as well as
restaurant Saffron and a beach club with its
own pool, dining room and lounge.

The in-house designer can tailor each ex-
perience in every Banyan Tree project. Social Hotel Owner:
responsibility ranks high among priorities for Banyan Tree Mayakoba is a joint venture with
the company and conservation of the natural ~ the Obrascon Huarte Latin Group of Spain.

environment plays into the design. Hotel Brand:
Banyan Tree
One of the greatest challenges for this www.banyantree.com

project was that the Mexican government
allotted a thin strip on the beach and a larger
chunk of land a few thousand feet inland,
with the stipulation that the mangroves in
between remain preserved. Thus, Banyan
Tree developed the scheme to transport A SPA POOL VILLA

guests from the hotel to the beach by boat BEACH FRONT POOL VILLA MASTER
and buggy. BEDROOM P>

Hotel Architect:
Architrave Design and Planning

one artist
one brand

custom art > wallcovering > consultation > full production ANGELACAMERON.COM FINE ART
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99% ecologically responsible formulas
60% recycled plastic

100% paraben-free
fully biodegradable ¢ minimal packaging waste
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The 99sixty program offers waste minimizing features including a biodegradable bottle with
a low profile cap and our signature “Waste Reducing” soap.

4§ Composed primarily of Post Consumer Recycled (PCR) material, bottles utilize upcycling to conserve our limited resources.
Bottles are recyclable and contain ECM BioFilms’ proprietary bio-additive, rendering them 100% biodegradable in a
variety of conditions, including landfills and composts, within @ months to 5 years. With this revolutionary material, all
properties can offer an environmentally friendly amenity program, regardless of their recycling policy.

¥ Products have been certified by internationally recognized EU EcolLabel or ECOCERT organizations where appropriate.
High quality formulations are 100% paraben-free and will not harm the water system or waste stream.

¥ Vegetable based soaps and accessories are packaged in eco-friendly 70% recycled duplex paper board and printed
with soy-based inks, as opposed to conventional petroleum-based inks.

1010 Campus Drive West,
Morganville, NJ 07751

P:: 732 591 0500

F:: 732591 1674

roomservice amenities . -
roomserviceamenities.com

personal care amenities « room & bath accessories

Branded Toiletries ¢ Private Label Programs
Room Accessories ® Bath Accessories
Luxury Barware * Food & Beverage Trays
Valets & Luggage Racks © Amenity Presentation
Custom & VIP Gift Packages ¢ Pens, Binders & Directories



reporter’s notebook

Design Field Flocks to Miami for HD Boutique

each year to see vendors he works
with and discover companies

offering new innovative products.

fami is always

a scene. In
September, the
scene was all about

hospitality design, as designers,
purchasing agents, architects,
and hotel owners and operators

He said that the big trend this
year is in residential design. Most

of all, he said, there’s still a deli-

cate balance at work. “Designers

Capital. Bill Tom of Pyramid
Hotel Group cautioned design-
ers that design isn’t always about
bowling someone over. “It could
be about function,” he said. Like

Shulman preached, “I look for
a bold element,” said Gary Dol-
lens of Hyatt. “One that doesn’t
break the bank at the same

time.” —David Eisen

descended on the Miami design for intent; others for bud-
get. You try to please everyone.”
Along with the tradeshow
flurry, the show offered panel
discussions and workshops. One
such targeted young designers,
as a dais of hotel owners and
operators spoke about what they
look for in design presentations.
“I'm a sucker for a sketch,” said

Marty Collins of Gatehouse

Beach Convention Center
for HD Boutique. The show
featured more than 420 global
manufacturers who showcased
their products amid 70,000
square feet of trade-show floor.
We caught up with David
Shulman, a principal with hos-
pitality purchasing firm Project
Dynamics. He comes to the show

PHOTO BY OSCAR EINZIG

{‘ GOM PICETEIBUIIBDINGSOILUTIONS

All American Group is your building solutions resource for commercial and residential building projects. Build
faster with Parallel Construction®, with superior quality, and with green and enerqy efficient features. Construct
your entire commercial building utilizing All American Building System’s modular construction - integrate pre-
built kitchenette or bath CUBEs - utilize green and sustainable modular cabinetry by Green Technologies Group
- build your new single family home with All American Homes.
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Q!!ll—- ilding s wn

m

VISIT-US MI’

liveallamerican.com



The14th International

Hotel Investment Forum 2011

7-9March 2011 | InterContinental | Berlin, Germany

AN INVALUABLE MEETING PLACE FOR THE HOTEL INDUSTRY

>

[HIF -givin

g you the ’E:om’petitive

edge to expand globally l

Each year the most senior industry key players in the
international hotel industry meet in Berlin for three days.

The International Hotel Investment Forum (IHIF) provides
aninvaluable opportunity for leading hotel investors and
executives to meet and do business, we attract the highest
level audience with more CEOs, Chairmen and Presidents than

any other similar event.

The IHIF is also THE most international hotel investment
conference in the World, attracting 1500 attendees from
over 50 countries, opening up such a wide array of business

opportunities and uniting our industry World-wide.

The IHIF is a 3 day conference consisting of unrivalled
networking opportunities, a world-class educational

programme and an exhibition, structured with the aim of
providing you with the knowledge, contacts and information you

need to grow your business.
Don't miss out on this valuable opportunity.

COMPETITION

For a chance to win a FREE
PLACE at IHIF please go to
our website, enter your details
and the special code ‘HDT'
www.berlinconference.com/
competition

REGISTER NOW! www.berlinconference.com or call +44 (0)1462 490 609

HELPING YOU EXPAND ACROSS THE GLOBE... JOIN US AT OUR OTHER EVENTS

Russia & CIS Hotel Central Asia and
Investment Conference Turkey Hotel

25-27 October 2010 Investment Conference
Renaissance Moscow Monarch 7-10 February 201

InterContinental Istanbul
www.cathic.com

Central Hotel, Moscow
www.russia-cisconference.com

| 1 l “ . ﬂ
Central Asia
Russia“.CIS &TURKEY

Hotel Investment Conference Hotel Investment Conference

International Hotel
Investment Forum
7-9March 201
InterContinental, Berlin
www.berlinconference.com

International Hotel
Investment Forum

International Hotel
Investment Forum

Asia Pacific

18-20 May 2011, Macau,
People's Republic of China
www.ihif-asiapacific.com

International Hotel
Investment Forum

-
International Hotel
Investment Forum

FOUNDER PATRON
CBRE Hotels

PATRONS

ACCOR SA

Choice Hotels International

Christie +CO

Corinthia Hotels

Hilton Worldwide

HG

Marriott International Inc

Molinaro Koger

Moroccan Agency for Tourism
Development

NHHoteles

Starwood Hotels & Resorts Worldwide
Steigenberger Hotel Group

Vision Hospitality Asset Management
Wyndham Hotel Group

SPONSORS

Bank of America Merril Lynch
Berwin Leighton Paisner LLP
BNP Paribas Real Estate
Clifford Chance

cMS

Colliers International
Deloitte

Deutsche Bank

DLA Piper

Emaar Hospitality Group LLC
Ernst & Young

Expedia

Goodwin Procter LLP

Grand City Hotels

Hamilton Hotel Partners
Hilton Berlin

HorwathHTL

HVS

HVS HWE

John Sisk &Son Ltd

Jones Lang LaSalle Hotels
King Sturge

KPMG

Michels and Taylor Asset Management
Orient-Express Hotels
Pandox AB

PKF

Savills

SNR Denton

STR Global

Swisscom Hospitality Services
The Rezidor Hotel Group
Tonstate

Union Investment Real Estate GMBH
Viceroy Hotel Group

WATG

World Hotels

yoo

Confirmed Sponsors as of
20th October 2010

CO-ORGANISERS

QUESTEX

M EDIA

bench
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BED BUGS?
Learn how to bu:ld in Pl’!'\'/?ﬁﬁ?;{ %
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Prevention has always been better than'cure.

As a de |gner bullderq.rde poer ' -
t#a ‘

-
gl | ‘ Glow 6uard ™ properly applied

prevents infestation,

@ 100% non toxic

@ Has NO odor

~ @ Will not Stain

o Easily and Quickly applied

o Certified Effective by the
American Academy of
Entomological Science and

o Guaranteed for 1 Year

. zﬁ‘ '
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An'American Manufacturer ="

www.vaxinatewith88.com .

619.825.2121
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dana hotel and spa  Chicago, Illinois

architecture
hospitality

87 7-37/5-1401

EDlarchitecture.com

o eI
echnologies

The science of I‘eelmg at home’

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

’r_"; A TS L A I

us: REDU__I:TII‘_'-I".I'\I IN
INEICOSTS-FOR,

ACH FIREPLACE

Wouick & EAasy

INSTALLATION

natural stone and glass
tiles and claddings

> islandstone.com
> 800.371.001

available upon request

A

PRODUCTS|

Fast Online Ordering - Quantity Discounts Available

St. Louis, Missouri - USA 10% Off Promo Code: HE10M superbrightleds.com

Hidden RefrEEERE VISIT BOOTH

#3620

€ MBQUARTI®

<

HOSPITALITY - COMMERC

HAMPSTEAD
LIGHTING

www.hampsteadlighting.com

Pool Side/Ocean Side
o (ustom Sizes
"+ ekasy Maintenance
3 ePowder Coated finish
9 oSimple Installation

cademy

AWNINGS | CABANAS | CANOPIES | UMBRELLAS

(800) 422-9646

WWW.ACADEMYAWNING.COM
AJMM@ACADEMYAWNING.COM

NOVEMBER 2010 | Hotel Design



——1 social networking

Dianna Wong established
Dianna Wong Architecture
& Interior Design in 1998.
Since then, her L.A.-
based firm has worked

on such projects as the
W Washington, D.C., and
CityCenter. Wong is known
for her craftsmanship,
spare use of color and
simple geography. Here,
she shares some of her
thoughts on design.

My advice to young
designers looking to break
in is to live as fully as possible,
travel, read and absorb it all.

Dianna \WWong

OWNER OF DIANNA WONG ARCHITECTURE & INTERIOR DESIGN

INTERIOR DESIGN, TO ME, MEANS creating an environment that balances concept with function
and aesthetics.

I GET DESIGN INSPIRATION FROM innovative ideas in art, films, fashion and technology.

MY FAVORITE THING ABOUT INTERIOR DESIGN IS when it reawakens our senses to beauty,
a dialogue that modern architecture thinks is irrelevant.

MY FAVORITE DESIGN SPACE IS Piazza San Marco in Venice. - Napoleon called it Europe’s
grand salon.

THIS IS OVERDONE IN INTERIOR DESIGN Slavish mimicry of the past or any style without
imparting any sense of the present.

THERE NEEDS TO BE MORE OF THIS IN INTERIOR DESIGN
Thoughtful and provocative discourse and execution. i

BEST WAY TO WORK WITH A HOTEL OWNER IS tc
understand how he or she visualizes a project so a means of communication
can be established.

MY FAVORITE THING ABOUT TAKING ON A NEW
PROJECT IS creating a narrative about what the project is about. 3

This can include history, context, programming, branding and, of course,

aesthetic language.

MY GREATEST ACHIEVEMENT SO FAR HAS BEEN being
able to support my lifestyle and create jobs by doing what | love:
architecture and design.

MY IDEAL WEEKEND CONSISTS OF lots of time with family and
friends and discovering something culturally invigorating.

A~ HOTEL DESIGN (ISSN 1932-8990) is published monthly except for combined issues in January/February
*and July/August (10 times per year) by Questex Media Group LLC, 306 W. Michigan Street, Ste 200,
Q—U E §? DE I)S W .VuEB! E?E.Q Duluth, MN 55802. Subscription rates: $36.30 for 1 year, $60.50 for 2 years in the United States and
Possessions: $88.00 for 1 year, $147.95 for 2 years in Canada and Mexico; all other countries $88.00 for
1 year, $147.95 for 2 years. Single copies (prepaid only): $6.50 in the United States, $8.00 in Canada and Mexico, $15.00 all other countries. Back issues, if available: $7.00 in the U.S.;
$10.00 in Canada and Mexico: $15.00 for all other counttries. Iternational subscriptions will be subjected to $75.00 per annual order for air-expedited service. Include $6.50 per order plus
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Copyright © 2010 Questex Media Group LLC. Al rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical
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DEsSIGNEdA FOR A LIFETIME OF LUXURY & COMFORT
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NO OTHER CHAIR STACKs up™
The Soho Stacking Chair « Stacks 8 High
Patented & Available Exclusively from Global Allies G L B A L
www.globalallies.com « info@globalallies.com « +1.415.453.6041
A LLTIE S.

© 2010 | Global Allies, LLC | All rights reserved



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, Infelligent Sensor, and
ENERGY STAR® 4.1 qualification — so they are better for your customers, better
for the environment, and better for your bottom line*

To view our full line of EcoSmart high-definition TVs, please visit us at
www.LGsolutions.com/ecofriendly.

LG makes it simple...naturally.

© 2010 LG Electronics U.S.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.

@ LG

Life's Good

www.LGsolutions.com



