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Reveal’Up collection
Made in France

Ser ving your talent
Chimney to reduce
the smell and tart taste of alcohol

Chef&Sommelier, the French expertise
dedicated to wine tasting.
Natural gauge

Elegant collection of 11 glasses
designed for the young and mature wines tasting.

Collection supported by

chefsommelier.com
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Humble companies,
big impacts

22

28

Although impactful corporate social responsibility
programs have become
prevalent among the world’s
hotel giants, smaller companies are spearheading
unique programs that result
in meaningful contributions
to a diverse variety of charities. Read about a handful
of CSR innovators.

34

Regional PRoFile

F&B

Europe

Menu engineering

Europe’s hotel growth continues to be somewhat muted, even
though its economies began to regain momentum in 2014. Slowand-steady growth in Europe has even been described as a mask
to long-term tourism declines but long-haul travel to Europe is
coming off a positive third quarter and the upward trend in arrivals
is set to continue. What will it mean to development?

While recent buzz in F&B circles has centered on the celebrity and
developing restaurants with renown chefs, today’s pioneers are
casting a narrower net to attract a much more unlikely crowd: the
locals. And although food is getting more refined, hotel restaurants
are generally becoming more relaxed, catering not just to
Millennials, but also an older crowd.
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Kämp Group’s Lilla Roberts hotel in downtown Helsinki does
everything it can to make customers simply feel good – warm,
cozy and happy. So perhaps it is not surprising to find animal
motifs, daring use of materials and open windows looking out
to the street taking center stage at the Art Deco-style hotel.
Read more in Design starting on p40.
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OUR DYNAMIC DUO.

2013
2014
2015

“Highest in Guest Satisfaction among
Economy/Budget Hotel Chains,
Three Years in a Row”

“Highest in Guest Satisfaction
among Mid-Scale Hotel Chains”

For further information call (888) 222-0712 or visit us at www.whgdevelopment.com

Wingate by Wyndham received the highest numerical score among mid-scale hotels in the proprietary J.D. Power 2015 North America Hotel Guest Satisfaction Index StudySM. Study based on responses from 62,997 guests measuring 10 mid-scale hotels and measures opinions of
guests who stayed in a hotel June 2014-May 2015. Proprietary study results are based on experiences and perceptions of consumers surveyed May 2014-May 2015. Your experiences may vary.
Microtel Inn & Suites received the highest numerical score among economy/budget hotels in the proprietary J.D. Power 2013- 2015 North America Hotel Guest Satisfaction Index StudySM. 2015 study based on responses from 62,997 guests measuring 11 economy/budget hotels
and measures opinions of guests who stayed in a hotel June 2014-May 2015. Proprietary study results are based on experiences and perceptions of consumers surveyed May 2014-May 2015. Your experiences may vary. Visit jdpower.com.
This is not an offer. Federal and certain state laws regulate the offer and sale of franchises. An offer will only be made in compliance with those laws and regulations, which may require we provide you with a Franchise Disclosure Document, a copy of which can be obtained by
contacting Wyndham Hotel Group at 22 Sylvan Way, Parsippany, NJ 07054. All hotels are independently owned and operated. © 2015 Wyndham Hotel Group, LLC. All rights reserved.

Hot openings:

W debuts in the netherlands
hotelsm.ag /Wnetherlands
W Hotels Worldwide recently debuted in the Netherlands with the highly anticipated opening of the W
Amsterdam. The 238-room hotel spans two iconic
buildings, one of which used to house the former
Telephone Exchange and the other was previously
home to KAS Bank. Architects collaborated with
local designers to refresh the historic buildings with
contemporary features inspired by their pasts.

interview:

Jin Jiang’s
strategy
folloWing
massive merger
hotelsm.ag /JinJiang
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Jin Jiang International’s merger
with Plateno Group resulted in it
becoming China’s largest hotel
group. Together, the group boasts
a combined portfolio of over 6,000
hotels with more than 640,000
guest rooms in 55 countries
across all regions. HOTELS spoke
with Jin Jiang about the hotel
giant’s domestic and global plans
and potential new brands.

Blog:

the neW nutrition – entomophagy
(insects)!
hotelsm.ag /entomophagy
Ten years ago, eating an insect, other than as part
of a truth-or-dare type of setting, would have been
repelling. Today, the thought is actually not as
strange to many people. In fact, apparently onethird of Americans say that they are interested in
eating more insects.

It pays to tend
to your ﬂock.
Over the past 5 years, employee
out-of-pocket expenses have
risen nearly 40%.1

Aﬂac can help protect your employees with
cash to cover their bills in the event of a covered
sickness or injury. And now employees’ claims
can get paid in a day with Aﬂac’s One Day PaySM
when they submit online.2
Small businesses like how easy it is to add
voluntary coverage to their beneﬁts at no
direct cost. Especially when it is from Aﬂac,
the number one provider of worksite/voluntary
insurance sales for 13 consecutive years.3 Aﬂac
may even be a pre-tax deduction, so when we
say it pays to tend to your ﬂock, it just might.

Call your local agent and visit
aﬂac.com/smallbiz

2014 Employer Health Benefits Survey, The Henry J. Kaiser Family Foundation, September 10, 2014. 2One Day PaySM is available for most properly documented, individual claims submitted online through
Aflac SmartClaim® by 3 PM ET. Aflac SmartClaim® not available on the following: Short Term Disability (excluding Accident and Sickness Riders), Life, Vision, Dental, Medicare Supplement, Long Term
Care/Home Health Care, Aflac Plus Rider and Group policies. Individual Company Statistic, 2015. 3Eastbridge Consulting Group, U.S. Worksite/Voluntary Sales Report. Carrier Results for 2002-2014. Avon, CT.
Coverage is underwritten by American Family Life Assurance Company of Columbus. In New York, coverage is underwritten by American Family Life Assurance Company of New York.
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Airbnb

debATe

renemy, foe, potential partner, alternative to OTAs? Just what is
Airbnb and its like-minded shared economy hospitality providers to
the hotel business, and how will they evolve? Those are among the
questions for one of the day’s hot topics. While the answers apparently are not yet at hand, I expect that they lie not too far out of sight.

In what now seems like a
never-ending growing layer of
hotel distribution complications
(add Expedia’s acquisition of
HomeAway’s vacation rentals), the narrative surrounding
shared economy accommodation providers, specifically
Airbnb, is heating up. For now it
is not much more than talk, with
the exception of BridgeStreet
Global Hospitality, which has a
new agreement with Airbnb (see p12).
A few players, such as Marriott
International, have barely admitted to
having conversations with Airbnb, but if
Marriott had a meeting other hotel operators likely are doing the same. Almost
comically, it sounds similar to American
hoteliers skulking around Cuba – nobody
wants to publically admit it.
Airbnb frontman Chip Conley, still a
hotel owner, was not immediately available to HOTELS for comment about
whether his company, with a market cap
bigger than Hilton’s, is in discussions with
hotel companies. Silence, however, can
sometimes be deafening.
But why would Airbnb and hoteliers
meet? As Chris Nassetta said during
Hilton’s quarterly earnings call, Airbnb,
while interesting and worth watching, is
an outlier. It doesn’t matter to his business. Marriott’s Arne Sorenson a few

years ago said the same thing.
So, based on published data,
generating 5% of New York
City rooms revenue in Q2 2015
is inconsequential, as are 80
million Airbnb bookings in
2015, which is double what it
generated in 2014. Could those
numbers be mostly incremental, generated by consumers
Editor In Chief
who would have not otherwise
traveled or chosen to stay in a
hotel? I have a hunch we would predominantly answer “no.”
For now, hoteliers are mostly crying
for a level playing field with Airbnb and
its providers paying equal taxes, operating under similar safety and security
conditions, and not pushing renters to the
street. Will that truly make a difference?
Does it really matter either way, as Chris
Nassetta says? Or is it time to sit up and
consider the implications and responses?
It is going to be very interesting to see
where this story goes in 2016. You can
already chalk up one big victory for Airbnb
in November when San Francisco voters
defeated what Airbnb called a hotel industry-backed measure – a ballot proposition
that aimed to limit all short-term rentals to
75 days a year. It is reported Airbnb spent
US$8 million to beat its opposition.
The lines are being drawn. Let’s see how
it plays out.
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Atelier Cologne, Creator of the Cologne Absolue
Established in 2009, Atelier Cologne is the first
Maison de Parfum creating Pure Perfumes
inspired by the legendary Eau de Cologne.
The Founders, Sylvie Ganter and Christophe
Cervasel, gave birth to a new olfactive family,
«Cologne Absolue». For the first time, citruses
are blended with the most precious natural raw
materials for perfectly balanced creations and
exceptional lasting power. Each Cologne Absolue
tells the story of treasured emotions and powerful memories.
Today, Cologne lovers can choose amongst 25
Colognes Absolues as well as enjoy a refined
Treatment Line and a Home Collection with
candles – all produced with the traditional
French craftsmanship. Since the creation of the

brand, more than 500,000 bottles have been sold
in 35 countries in the most prestigious department
stores all over the world and in the five Atelier
Cologne boutiques in Paris, New York and since
September 2015 in the sumptuous ifc mall in
Hong Kong.
With their signature Venetian blue store fronts,
Atelier Cologne boutiques are simply furnished
with a minimalist touch and the warm ambiance
is accented with industrial furniture, vintage
lamps and stools discovered by the founding duo
during their travels around the world. Atelier
Cologne Perfume Specialists provide Fragrance
Consultations and a unique service of personalization bringing yet another facet of exclusivity
to all the Ateliers.

www.ateliercologne.fr

GROUPE GM PRESENTS IN EXCLUSIVITY

A WO R L DW I DE NE T WO RK O F G U E ST AME NIT Y CO MPANIE S
www.groupegm.com
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o partner or not to partner? That is the
new question surrounding the sharing
economy’s hospitality phenomenon,
and some would say threat and competitor,
Airbnb. It all depends on whom you ask.
At October’s Lodging Conference in
Phoenix, Arizona, Marriott International
executive Liam Brown quietly admitted
without elaborating that his company has
had conversations with Airbnb.
In its third quarter earnings call, Extended
Stay America CEO Gerry Lopez said he is
keeping an eye on Airbnb, adding, “We will see
in the future whether they are a potential distribution channel for us, a competitor or what.”
In a similar call, Hilton Worldwide’s Chris
Nassetta said Hilton went as far as to do
research about the potential impact of Airbnb
and he walked away worry free. “I think it’s

extremely hard for them to replicate what
we're doing,” he said, referencing their lack of
amenities and ability to attract business travelers. Nassetta added that Hilton, of course,
will keep tabs on Airbnb, but, “As we speak to
our largest corporate clients, we're confident
that Airbnb will not satisfy a meaningful
piece of their demand.”
On the other hand, again during a Q3 2015
earnings call, Mike Barnello, CEO of LaSalle
Hotel Proprieties, said his concern about
Airbnb and its likes is growing, which is not
surprising considering a report that came out
a few days later from the Hotel Association of
New York City stating it cost the lodging industry US$450 million in revenue over the previous 12 months, cost more then US$226 million
in lost tax revenue and had an overall negative
US$2.1 billion impact on the broader economy.

Global Update: Profile

The report further stated that more than
2,800 jobs were directly lost as a result. The
report asserted that if the trend continues,
the impact on hotel revenue could jump to
US$805 million by 2018.
Naturally, Airbnb responded by saying
the report’s assumptions are false because
its presence in New York created more
incremental travel opportunities for
consumers who otherwise could not
afford the trip.
First collaborator
All that being said, one industry executive
has concluded that it is better to partner.
In early October, BridgeStreet Global
Hospitality, a serviced apartment operator,
unveiled a collaboration with Airbnb,
offering a link to Airbnb’s products on the
BridgeStreet website.
Without offering information about
terms of the deals, BridgeStreet CEO Sean
Worker says there is an “extraordinarily
small” revenue share for Airbnb bookings
originating through the BridgeStreet site
and that, in fact, BridgeStreet has placed
a few of its listings on the Airbnb site, and
they have delivered a fantastic return.
“Great pickup, actually,” Worker admits.
So why cozy up and give even greater
exposure to the perceived enemy that most
hoteliers argue does not play on an even
playing field by not paying its fair share
of taxes or having to meet fire and safety
regulations? “It became apparent through
surveys our BridgeStreet customers want
choices. Airbnb seemed like a good idea for
us and through technology, our customers
can do business with them,” Worker says.
“We run about 92% to 95% occupancy as a
portfolio. Our need for wholesale disposal
is marginal at best. This is more of a client
service more so than us putting a lot of
inventory on Airbnb.”
Worker says that BridgeStreet is

learning about its customer and their
behavioral changes as a result of the
collaboration. “The shared economy is
not limited to millennials; statistics are
not supporting that at all,” he says. “It’s
more about a structural change in society.
People are willing to explore, it is global
and we are embracing it. If that is not
popular, I don’t understand.”
Worker concludes that he prefers to
“test the edges and run right at potential
threats” like Airbnb, adding that he has
very few concerns, mostly making sure
his clients are choosing accommodations
appropriate to their corporate travel policy. “I see them more as a partner in the
business eco-system,” he says.

It’s more about a
structural change In socIety.
PeoPle are wIllIng to exPlore,
iT iS gLObAL ANd WE
ArE EMbrACiNg iT.
If that Is not PoPular,
I don’t understand.”
– Sean Worker

Will hotel companies – perhaps struggling independents – follow BridgeStreet’s
lead and partner with Airbnb, listing some
of its inventory with this sharing economy
giant? Will others follow? Attempts to
get comment about this potential from
Airbnb’s Head of Global Hospitality Chip
Conley were unsuccessful at press time.
But time will tell whether Airbnb might
be the industry’s next distribution partner,
and likely sooner than later.

Airbnb
facts
» More than 1.5 million listings
in more than 34,000 cities in
190 countries (more than 8,600
listings, 27,000 units in New
York City alone)
» US$25.5 billion market
capitalization, compared
to US$24.6 billion for Hilton
Worldwide, the biggest among
public hotel companies
» Forecasted 80 million
bookings in 2015 versus 40
million in 2014
» Accounted for 5% of New York
City rooms revenue in Q2 2015
» 10% of all overnights in the
United States are now booked
at properties marketed by
short-term rental groups such
as Airbnb
Sources: STR, Airbnb, HVS
Consulting, PKF Hospitality
Research, D.K. Shifflet &
Associates
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GM’s
surprise
Move down
the soCal
beaCh
One of Southern California’s
most exclusive office building
developers, The Mani Brothers
Real Estate Group, has jumped
into the hotel business with both
feet – first by acquiring in March
for US$80 million from David
Geffen the 47-room, oceanfront
Malibu Beach Inn in Los Angeles, and then by hiring away from
iconic Shutters on the Beach in
nearby Santa Monica its General
Manager Gregory Day. The Manis are injecting significant capital
to reposition their first hotel and
are already evaluating more
potential area acquisitions.
Day, very visible at Shutters
for eight years, and who served
a 14-year stint with Fairmont
as well as managed resorts at
Pebble Beach, will focus on the
renovation and creating the new
hospitality culture for what will
be an expanding hotel portfolio.
In fact, it wasn’t more than
Day’s second day on the new

14
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job in August when Simon and
Daniel Mani took him to assess
another serious acquisition target in the Los Angeles area, and
Day expects the group’s hotel
portfolio to grow somewhat aggressively – perhaps as many as
six luxury assets within the first
few years. “The Manis can do
things with great dispatch, but
also with care as they want the
right fits for their luxury brand,
which has been developed over
more than 20 years,” Day says
of the brothers who first grew a
bakery business before selling
out to Sara Lee and expanding
their property empire. “They will
look for great locations, but it
must meet our brand standards
for smaller boutique properties
that give us more flexibility. If we
have to renovate, smaller hotels
allow you to do that with a lesser
impact on the bottom line.”
Speaking of the bottom line,
Day mentions how Santa Monica

Gregory Day is working on
the renovation of the
Malibu Beach Inn, as well
as creating a new culture
for the fledgling Mani
Brothers hospitality group.

“where opportunities lie is in the level of service
we will provide. there are always amazing locations,
but if we charge a premium, while the location is worth
something, guests come for the service,”
has been doing great business
and how everyone now wants
to operate in what is already a
crowded market. “It might be
on a bit of a precipice and I’m
not sure how much more rate
and occupancy it can drive,” he
says. “The next logical location
is Malibu. Over a short period it
will gain its own identity as there
are not many luxury places to
stay. Maybe we will consider a
second location here.”
In the meantime, Day has
been staffing up in preparation
for growth, as well as creating
a marketing and branding message for the emerging group.
Plans call for a complete overhaul of the Malibu Beach Inn and

potentially adding a pool deck.
Waldo Fernandez has been hired
to design the interiors and Day
estimates an 18- to 24-month
timeline. “Where opportunities
lie is in the level of service. There
are always amazing locations,
but if we charge a premium,
while the location is worth
something, guests come for the
service,” Day adds.
Just a few months into his new
position, Day says his friends
were surprised to hear about
his departure from Shutters, but
he says it was more about an
interesting move. “It’s a risk, but I
am already very comfortable with
the Manis and feel very comfortable about the move,” he says.

www.angelopo.com

PRO KITCHEN STORIES

“

Some works of art are created
in an atelier, others in an oven.
Corrado Michelazzo
Executive Chef, Shanghai - China

“

”

Since 1922 innovation has always
been our finest ingredient

”

Innovation is our prime resource. Combistar FX,
the latest generation combi oven, guarantees
quality and versatility when cooking, together
with ease of use and energy efficiency. Angelo
Po is the ideal partner for carrying on writing
a success story.

Global Update: Profile

Emoji

spEak

Emojis, characters and pictures used in messaging to
express feelings and emotions, have gone mainstream,
and they are not just for millennials. As a result, hotel
companies on the bleeding edge are using Emojis to communicate, and Starwood Hotels and Resorts’ Aloft brand
has gone as far as to create a fun Emoji room service
menu. Evidently, the Emojis that translate into delivering
a hangover remedy is the most popular.
“Emojis are valuable as they transcend language,”
says Benji Greenberg, principal at BCV in Chicago, a
social media services provider. “A smiley face is a smiley
face, and Emojis can say something extra to better
interpret a written message… The only danger is they
can mean different things to different people, so you first
have to understand the customer’s expectation.”
Greenberg says hotels like the Hotel Del Coronado
in San Diego use them on their Instagram feeds and
that brands are starting to sponsor and own Emojis or
hashtags. “I can see in the very near future brands such
as Westin owning a "heavenly bed" Emoji that is associated with an incredible nights sleep,” he adds.
For Paige Francis, global vice president for Starwood’s
Aloft, Element and Four Points brands, the use of Emojis
on Aloft’s social media platforms and new room service
menu makes sense and is in keeping with the innovative
tone of the brand. “Why wouldn’t we layer in something
fun and in a more meaningful way based on how guests
are communicating today?” she asks. “Emojis can clarify
tone and sentiment. They have become universal and can
cross language lines.”
Francis says Aloft’s Twitter channel uses Emojis
where they makes sense and match the brand voice. “We
are not using Emojis for the sake of using them and they
are not intended to replace words, but [they are used]
where they are meaningful and appropriate.”
Francis adds that the Emoji has become a daily
communication tool across age brackets. “I’m not saying
written words will be replaced, but Emojis do meet a
desire to be efficient and display emotion,” she says.
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Ritz redux.

Aloft’s TiGi (Text It. Get It.) Emoji
Room Service Menu first went
live in New York City and will be
tested next in Liverpool, London
and Bangkok. Text orders go
directly to the front desk and are
delivered to guest rooms.

“We want to recreate the Ritz
of 2016,” says Christian Boyens,
general manager of the legendary
Ritz Paris. In 2012, the historic hotel closed its wrought iron doors
to undergo a major renovation,
and the grande dame is getting
ready for her curtain call (see p32
for more). “We want to protect
our DNA, our private residence
feel, but also create one of the
most technologically advanced
hotels in our market,” Boyens
says. Among the additions is a
tunnel under the Place Vendôme
entrance for A-List guests hoping
to dodge paparazzi by arriving
discreetly through the parking
garage, as well as a retractable
roof over the hotel’s gardens so
guests can enjoy the expansive
outdoor space year round. The
Ritz Paris is scheduled to re-open
on March 14, 2016 (at press time),
but Boyens hopes to welcome
guests earlier in 2016.

Global Update: Profile

Conservatism
rules here

Colorful
Collaboration
Starwood Hotels & Resorts in
October opened Le Méridien Paro,
Riverfront, the brand’s second hotel
in the Kingdom of Bhutan. In conjunction with the opening, American
photographer Gray Malin unveiled
his newest series, “Bhutan, Land of
Happiness,” which contributes to Le
Méridien’s “Follow Me” global art
collaboration bringing video and still
photography shot by Malin on all seven continents into Le Méridien lobby
hubs. Here, Malin juxtaposes the
iconic landscape and traditional architecture of Bhutan with his modern
interpretation of joy and happiness –
vibrant bright-colored balloons that
pour from the doors of the 59-room
hotel situated on the edge of the Chu
River, offering panoramic views of
the Eastern Himalayas.

18

HOTELS December 2015 www.hotelsmag.com

Not everyone is concerned about
marketing to millennials, and consider
Bernard Lackner one of them. The CEO
of Fisher Island Club just off Miami
Beach is more old school with his simple message to create a “wow effect”
for guests of the newly refurbished
16-room resort (trimmed from 38) and
club with 650 members. And the method works as Lackner says business is
great (US$1,100 average rate) at the
complex, which after a US$60 million
renovation is now home to all four
Grand Slam tennis surfaces.
For three years now Lackner has
been walking his dogs each morning
on the beach before heading into the
office as opposed to the streets of
New York City, where he last worked
as GM of the Plaza Athenee for some
25 years. “The dynamic has not
changed – make sure people have a
pleasurable experience that lasts,”
Lackner states with an assured tone.
“Guests come first, everything is done
with smiles and attention to detail, and
we practice proactive thinking and anticipating guest needs. Yes, technology
now plays a role to an extent in day-today dynamics, but in the one-to-one
relationship not much has changed. It
has been my philosophy for a long time
and it has paid off to a large extent.”
The other piece of the success
equation, Lackner says, is constant
training, and he has a team committed
to just that. “If anything has changed,
we have a lighter approach to our interactions with guests, who no longer

everything is more easygoing, but this is not
south beach. We
have a pretty Conservative
approaCh here.
— Bernard Lackner

wear suits and ties.”
Lackner says simply achieving the
highest levels of membership satisfaction is what gets him going each morning. “Failure is not an option, and that
somewhat applies to me,” he says,
adding that speaking four languages
and communicating with guests in
their mother tongue helps develop
a sense of trust. “If you are able to
present yourself as an effective communicator able to anticipate needs,
be a good listener and make the right
decisions, that is very meaningful.”

Global Update: Profile

Lotte
takes Manhattan,

first

Lotte Hotels & Resorts CEO YongDok Song last month unveiled the
Lotte logo at its newly acquired
Lotte New York Palace.

South Korea’s Lotte Group in September
signaled its intentions to become a global
hotel owner-operator when it unveiled the
Lotte logo at its first acquisition in North
America, the Lotte New York Palace.
Lotte Hotels & Resorts CEO YongDok Song unveiled the new logo after
acquiring the property in June for US$805
million from Northwood Investors. The
company is also in the process of launching an IPO, which is expected by Q2 2016.
HOTELS asked Song to explain better
Lotte’s plans. Here is what he shared.
HOTELS: Can you outline your development
strategy outside South Korea?
Yong-Dok Song: Hotel Lotte Co. is
currently operating 16 hotels in and out of
Korea, and is planning a global expansion
into major gateway cities (potential sites
could be Los Angeles, San Francisco,
London, Paris, Singapore, etc.). With the
objective of operating 50 hotels by 2020
with a Lotte brand, Hotel Lotte Co. will
initiate acquisitions and/or pure management of key properties.
H: How much will you continue to develop in
South Korea and closer to home compared to
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destinations like Europe and North America?
YDS: We currently operate 11 hotels
in a Lotte Hotel and a Lotte City Hotel
brand, and are planning to further open
three to four hotels. Therefore, our future
expansion is most likely to be focused
more within the Americas and the
European continents rather than within
the Korean peninsula.
H: What was the key to getting the New
York deal done?
YDS: We determined that having Lotte
signage being placed in the heart of New
York will increase the value of the Lotte
brand and will be a great stepping-stone
for the global expansion to America and
Europe. This acquisition marks the start
of the ‘Global Leading Hotel’ project to
becoming the global hotel company.
H: Do you have any plans to change Lotte
New York Palace?
YDS: Lotte New York Palace Hotel is
planning a project that adds value to the
public space. To activate the usage of the
space, we are in the preparation stage of
carrying out a step-by-step upgrade for
parts that need additional renovation.

H: Are you considering any JV partnerships
as part of your global expansion plans?
YDS: We are interested in partnership
opportunities with a leading corporation, which we can trust and will help our
expansion.
H: Would you like to acquire a portfolio of
hotels outside of South Korea to jump-start
global expansion, or will it more likely be big
one-off deals like the New York Palace?
YDS: We may consider an acquisition
if the property is an iconic asset located
in a gateway city, thereby supporting the
global expansion of the Lotte brand.
H: Will you consider launching a new brand
in a different segment or will all acquisitions be
luxury hotels befitting the Lotte name?
YDS: We are currently operating a
5-star brand named ‘Lotte Hotel’ and a
4-star brand named ‘Lotte City Hotel.’
Furthermore, we are in the process of
preparing for the launching of our 6-star
brand named ‘Signiel’ and our lifestyle
brand named ‘L7,’ thereby expanding into
the market with a variety of brands that
would suit the location of the property
and the specific market.

Global Update: Profile

The

DisrupTOrs

The Disruptors addresses issues ranging from the impact of emerging booking
channels and metamediaries to how to best implement new strategies
related to mobile technologies and social media.

BreeDing

innOvATi n

The OTAs
Aren’T evil;
they’re just really
good at giving
customers what
they want.

We’ve all heard how much Expedia spends on
marketing (nearly US$3 billion last year), but I recently heard the OTA giant cite another impressive
number: it has close to 50 different versions of its
website, and of those ideas being tested, only onethird work, one-third are things consumers don’t
really care about and the rest outright fail. I thought
of this when I read that Amazon halted its Destinations travel service.
It is extremely hard to present a compelling value
proposition and get consumer’s attention. How
can hoteliers compete with OTAs when the largest
online retailer has been unable to penetrate this
lucrative market?
Hoteliers must become more nimble and create a
culture that breeds innovation. You may not be able
to test 50 different sites or features, but that doesn’t
mean you can’t learn from OTAs.
Hotel brands talk about how they need to “own
the customer.” Conversely, Expedia talks about
empathizing with consumers. Focus on delivering
value for guests and earning their trust, not just
during the stay, but also through the shopping and
booking process. Don’t worry about trying to own
consumers; give them a compelling reason to type in
brand.com and not Google or Expedia.
Realize that’s not always going to happen. When it
doesn’t, consider the OTAs a great acquisition channel and mitigate the costs by retaining customers.
Patrick Bosworth, DuETTO, San Francisco

WhAT keeps mArkeTing
execs up AT nighT?
What keeps hotel digital marketing
executives up at night?
New entrants: Ironically, many of them
can’t get through to the gatekeepers and key digital agencies
because of their poor sales approaches, or they simply don’t understand the hotel industry.
Attribution: A customer shops across
channels and may use multiple devices.
ROI should be assessed broadly enough
to confirm strategies are working. The
amount of work it takes to measure each
line item of each specific online campaign may just not make sense unless it
generates an actionable strategy.
Personalization: Technology is making
it easier to accomplish. The hotel industry must catch up with other industries
that have perfected mass customization. Content on your website is the best
place to start.
Big data: It’s a struggle and presents
intertwining issues that require a well
thought out master plan and the technology to support it.
Metasearch: Metasearch engines are
emerging into a hybrid – an OTA and a
meta. The digital ecosystem has to be
considered when designing your hotel or
hotel company strategy.

The traditional
cusTOmer
jOurney is
anything but
traditional.

Bob Gilbert, HSMAI, McLean, Virginia

check out more hOTels Disruptors news at hotelsm.ag/hOTeLSDisruptors
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Humble companies,

big impactS
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Families were hosted for Extended Stay America (ESA) New York City
Cancer Survivors Event earlier in 2015. In partnership with the American
Cancer Society, ESA has committed to providing 100,000 rooms over the
next two years to an estimated 15,000 cancer patients and their families.

CSR is now mainstream and
high profile for the industry's
giants, but here HOTELS
shines its light on smaller
players displaying creativity
and commitment.
by Brittany FarB, associate editor

F

or the past five years, Rockbridge, a private equity firm that invests
extensively in hotels, has held Rock the Road in its hometown of
Columbus, Ohio, providing hotel leaders a day of networking, keynote addresses from out-of-the-box guest speakers and breakout sessions
offering leadership advice. All proceeds go to Pelotonia, the largest cycling
fundraiser for cancer research in the U.S., and attendees are encouraged to
stay in Columbus one day after the conference to participate in the charity
cycling event. Rockbridge provides a team jersey, road bike and helmet
for all team participants. It is certainly a one-of-a-kind industry charity
event.“I knew I wasn’t going to come up with the cure for cancer myself, but
I do know a thing or two about raising money,” says Jim Merkel, president
of Rockbridge, a hospitality investment firm for more than 20 years. “I felt
like getting behind this organization based on what they are doing and the
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impact they are having on so many lives
would be a great investment.”
Since 2011, Rockbridge has raised more
than US$1.3 million for cancer research
through support of Pelotonia. This year,
Team Rockbridge had a team record of
143 members, with 121 cyclists, 19 virtual
riders and three volunteers, and raised
US$650,000 for cancer research, nearly
doubling its contribution from 2014.
Sponsors include several of the industry’s
giants including Marriott International,
Starwood Hotels & Resorts and Hilton
“Giving back and engaging in the community is part of our culture as well as an
expectation at Rockbridge,” Merkel says,
adding that the annual event helps galvanize his 60-plus employee organization
by rallying behind a common charitable
cause. “As an organization, we give our
team a lot of support and make it easy for
them to participate.”
Although impactful corporate social responsibility (CSR) programs have become
prevalent among the world’s hotel giants,
small- and medium-sized companies are
spearheading unique programs that result
in meaningful contributions to a diverse
variety of charitable organizations.
HOTELS chose a handful to highlight.
Power of human interest
Similar to Rockbridge’s commitment to
cancer research, Portland, Oregon-based
Provenance Hotels & Resorts first partnered with the Keep a Breast Foundation
in 2012 to launch its “We Heart Boobies”
campaign. Held during October for
Breast Cancer Awareness Month, Provenance Hotels donates 10% of its room
revenue to Keep A Breast.
“We want our employees and our
guests to be excited to share what we’re
doing whether it’s through everyday conversations or on social media,” explains
Bashar Wali, principal and president of
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A 2% carbon tax levied on
guests at Soneva Fushi and
Soneva Kiri (pictured) has
generated US$5.5 million for
environmental causes.

Provenance Hotels.
Additionally, in an effort to raise
awareness for methods of early detection,
prevention and support, Keep A Breast
educational breast self-exam cards and
copies of the organization’s magazine are
available in every guestroom in October.
The hotels also sell Keep A Breast’s signature “I love boobies” bracelets, with 100%
of the proceeds supporting Keep A Breast
education and awareness programs.
“Having the opportunity to partner
with a visionary nonprofit such as Keep a
Breast, which is well-known for working
with boundary pushing artists and using
art as a medium to drive breast cancer
awareness, education and prevention, felt
like a natural fit with our brand as each of
our properties are also deeply rooted in
the arts,” Wali adds.
Charlotte, North Carolina-based
Extended Stay America Hotels (ESA) also
is committed to helping those impacted by
cancer. In 2013, the brand launched a partnership with the American Cancer Society
to provide more than 40,000 room nights to
over 6,700 families for an estimated savings
of nearly US$1.2 million in costs associated
with traveling for cancer treatments.
“We wanted to get the entire company
behind a cause,” recalls Tom Sedden,
chief marketing officer at ESA. “One of
the biggest barriers for cancer patients
getting treatment is not having a place to
stay where they are being treated. Since
we own and operate all of our hotels, we
realized we could serve a massive need.
That was a magical moment.”
ESA recently renewed the partnership
by more than doubling its previous contribution of free and discounted rooms,
committing to providing 100,000 rooms
over the next two years to an estimated
15,000 cancer patients and their families.
The brand also recently launched “Hotel
Keys of Hope,” a nationwide program en-

Extended Stay America
Hotels recently launched
“Hotel Keys of Hope,” a
nationwide program encouraging guests to leave
their room keys behind to
raise money for the American Cancer Society.
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couraging guests to leave their room keys
behind to raise money for the American
Cancer Society. ESA will donate US$1 per
key, eventually adding up to a committed
total contribution of US$1 million.
“Hotel Keys of Hope is a simple idea
but it is resonating with guests that their
stay can make a difference,” Sedden says.
Eco-friendly initiatives
Environmental initiatives are also popular approaches to CSR. Bangkok-based
Soneva Group operates the ultra-luxury
Soneva Fushi in the Maldives Islands

and Soneva Kiri on an east coast island
of Thailand with sustainability as one of
its main priorities. In fact, a 2% carbon
tax levied on guests at both resorts has so
far generated US$5.5 million for environmental causes.
“It is our moral compass as well as our
operating compass,” says Sonu Shivdasani, founder and CEO of Soneva.
“Sustainability runs through our core
and we are always striving to limit the
negative environmental impact of our
activities. Sometimes the more sustainable option is actually the more luxurious

one.” Soneva also removed branded
bottled water from its hotels several years
ago with the savings going to local charities that are part of its Slow Life Foundation. Shivdasani founded the nonprofit
that supports the development of projects
whose impacts directly address social
and environmental challenges around
the world, as well as Whole World Water,
which promotes hotel chains donating
10% of revenues to water charities.
“The hotel industry benefits the richest
20% to 30% of the planet, and because
of our resource-hungry ways, it comes at
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the expense of the poorest 70% to
80%,” Shivdasani says. “Companies
must become the solution, not the
problem. They must have a purpose
beyond just enriching shareholders
and paying employees a wage.”
Shivdasani adds that a further
benefit of the company’s extensive
CSR is the motivation it provides
employees and shows that the Soneva
“goes beyond being primarily for the
profit of the stockholders.”
In addition to its partnership with
Keep a Breast, Provenance Hotels
also invests in eco-friendly CSR. Last
April for National Earth Month,
the boutique hotel company partnered with Friends of Trees, a local
Portland nonprofit that strives keep
urban areas green through planting
trees. Guests staying at three local
hotels were encouraged to donate
at least US$5, which underwrites
the planting of one tree, and the
hotels matched US$5 of every guest
donation. In its first partnership with
Friends of Trees, Provenance Hotels
doubled the number of trees that the
organization planted.
“We want to create programs
around causes that we as a company
and those in our communities feel
passionately about,” explains Provenance Hotels’ Wali. “The program
really has to resonate with both our
guests and employees.”
Focus on local
Serving neighborhood communities is another popular CSR theme
among hotels as they build relationships with locals. New Delhi, India-based Lemon Tree Hotels takes
pride in supporting its local tribal
community as the largest national
buyer of art from the Bastar district
in India’s state Madhya Pradesh.
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"We Want our employeeS
and our gueStS to be
excited to Share What
We’re doing Whether
it’S through everyday
converSationS or on
Social media."
- BaShar Wali, provenance hotelS

“SometimeS the more
SuStainable option
iS actually the more
luxuriouS one.”
- Sonu ShivdaSani, Soneva Group

By doing so, the hotel group can
showcase the art exclusively at its
properties while also supporting
tribal craftsmen. Another local initiative at Lemon Tree is its “Pooch
Policy.” All 27 Lemon Tree Hotels
have adopted one street dog that is
cared for by the property’s team.
Staying true to location is part of
the Noble House & Resorts guest experience, and with that, the Kirkland,
Washington-based company purchases many of its products and services
from local purveyors.
“‘Embrace your backyard’ is a
term we use often,” says Scott Colee,
creative director at Noble House.
In addition to supporting local
businesses, Noble House employees,
ranging from entry-level associates
to company executives, are expected
to participate in hands-on charitable programs. Examples of past
initiatives include volunteering at
local soup kitchens, painting schools
in impoverished areas, and building homes as part of Habitat for
Humanity. Additionally, head sales
executives spend a day each year
during the company’s annual chairmen’s trip, a professional retreat for
the company’s executives, giving
back to local communities in places
like Mexico and Hawaii. A potential future CSR program includes
“Noble Vacations,” providing guests
with the opportunity to visit local
community partners and contribute
to charitable activities while staying
at participating hotels.
“Although we often contribute
monetarily, we all feel a comradery
and collective reward when rolling our sleeves up and helping as
a team,” Colee adds. “We choose
these organizations based off of
needs that affect all of our lives.”

THE ALL-NEW METRIS

GIVES YOUR BUSINESS ENDLESS POSSABILITIES.
Starting at only $28,950.*

Introducing Metris—the new mid-size commercial van from Mercedes-Benz. The passenger model seats up to
eight people, while the front, second, and third-row airbags ensure that every occupant is protected. The cargo model
offers 186 cubic feet of storage space and an impressive 2,502-lb payload. Both are equipped with advanced safety
features like ATTENTION ASSIST®1 and Crosswind Assist2 for industry-leading protectability. From customizeability
to garageability to affordability, Metris gives your business endless possabilities. Visit MBVans.com

©2015 Mercedes-Benz USA, LLC. *Excludes all options, taxes, title, registration, transportation charge, and dealer prep fee. 1 Driving while drowsy or distracted is dangerous and must be avoided. ATTENTION ASSIST
may be insufficient to alert a fatigued or distracted driver and cannot be relied on to avoid an accident or serious injury. 2 Crosswind Assist engages automatically when sensing dangerous wind gusts at highway speeds
exceeding 50 mph. Performance is limited by wind severity and available traction, which snow, ice, and other conditions can affect. Always drive carefully, consistent with conditions.

Regional PRofile: EuropE

NH Collection Torino Piazza Carlina sits in
Turin's historic center in Northern Italy and
was formerly the home to Antonio Gramsci,
co-founder of Italy's Communist Party.

Mixed
Restrained growth, perhaps, is the best
way to describe europe’s status.
by Brittany FarB, associatE Editor

E

uropean hotel growth has been considered to be somewhat muted, even though its economies began
to regain momentum in 2014. While Lodging Econometrics data shows that the hotel construction
pipeline has experienced five consecutive quarters of modest year-over-year increases since early
2014, the number of projects under construction remains essentially flat. Forecasts for 2015 to 2017
call for continued moderate supply growth, averaging 215 to 230 hotel openings a year.
Maybe muted growth isn’t the worst thing for the region as the European tourism industry faces increasing global competition from emerging destinations that are attracting growing numbers of tourists,
according to Eduardo Santander, executive director of the European Travel Commission. He predicts
that destinations in Asia and the Pacific will benefit from the expansion of intraregional travel and that by
2030, Northeast Asia will replace Southern and Mediterranean Europe as the most visited sub-region.
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Slow-and-steady growth in Europe has
even been described as a mask to long-term
tourism decline. Recent data from ForwardKeys showed tourism in Europe was
growing at an annual average rate of 3.7%
since 2007, compared to a global average of
5.7% over the same period. However, longhaul travel to Europe is coming off a positive third quarter and the upward trend
in arrivals is set to continue, albeit slower
than other regions around the world.
Western Europe’s consistency
Naming the UK as a priority market, IHG
reports especially solid RevPAR growth
in the region, up 4.8% in the third quarter
of 2015. Moving forward, it continues to
stress the importance of smart, quality
growth in the UK. Dublin-based Dermot
Crowley, deputy chief executive of business
development and finance at Dalata Hotel
Group, attributes the UK’s strong performance to this year’s Rugby World Cup,
adding that his company’s properties in
Cardiff, Manchester and London have reported especially strong RevPAR numbers
for the year. He also credits the election of
a majority conservative government for
providing political stability in the UK.
“Management contracts are becoming
more owner friendly,” Crowley says. “The
industry appears to be going through
structural change as the big brands move
more to a franchise model with new
third-party operators emerging.”
According to Stephen McCall, IHG’s
chief operating officer for Europe, the
company plans to continue growing in
Western Europe. Over the past year, its
InterContinental brand became the largest
luxury hotel company in Portugal with
the additions of InterContinental Lisbon
and InterContinental Estoril. Other hotel
companies see opportunity in Western
Europe, including Wyndham Hotel
Group’s commitment of 20 Ramada hotel
openings in the UK over the next decade.
Germany continues to show its prow-

With IHG's additions of the InterContinental
Estoril (pictured) and InterContinental
Lisbon, the brand is currently the largest
luxury hotel operator in Portugal.

ess as an economy and hotel market with
CBRE reporting “above average growth
within the Eurozone” over the past several
years. German hotels experienced positive
RevPAR growth and occupancy has grown
3% to reach almost 62%.
IHG’s McCall says the company has
signed 10 hotels in Germany in 2015. In
2014, IHG reported a record 12 signings,
doubling the number of its signings in
Germany in comparison to 2013.
Concerns remain in Spain
Spain, despite economic turmoil, is repeatedly a growing tourism market. A recent
report by Real Capital Analytics indicated
that Madrid has returned to the ranking
of the world’s five most active real estate
markets since 2008. However, Ivar Yuste,
founding partner at consultancy PHG in
Madrid, predicts significant change in
Spain’s historic political parties with the
classical two-party system becoming a
four-party system in the next election.
“The fundamentals remain solid: Spain
is the world’s second tourism destination
in terms of revenue receipts and the world’s
third in terms of passenger arrivals,”
Yuste says. “Significant work still needs
to be done by the servicers working for
American funds that have taken on hotel
collateral in the large debt portfolios they

have acquired. Dissecting these assets and
putting them into value should generate
ongoing activity for hotel asset managers.”
Madrid-based NH Hotel Group’s Group
Senior Vice President of Development
Claudio Capaccioli tells HOTELS that
Spain has shown promising growth for NH
in 2015, but adds events such as political
elections result in uncertainty. Barcelona
has already been impacted by a new city
government supportive of imposing limitations on the number of new hotel openings.
Opportunity amid crisis
Although its current financial crisis is
alive and well, Russia expects to see hotel
development grow due to Moscow’s hotel
market. Cushman & Wakefield Russia analysts predict Moscow hotel development
may increase 40% by the end of 2015 to
16,500 rooms, and 80% in 2016 with growth
expected to continue through at least 2018.
“The crisis has not had a catastrophic
effect on the occupancy of local hotels,”
says Alexis Delaroff, regional director
of AccorHotels in Russia and CIS. “For
Accor, 2015 has been a successful year in
Russia, as we even achieved a small growth
in some indicators of key performance.”
IHG also reports a positive outlook and
is planning 70 new hotel openings in Russia
by 2020.
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EUROPE PIPELINE
TOTAL PIPELINE Q315
EUROPE (% PROJECTS
YEAR-OVER-YEAR)
865 projects/140,774 rooms
367 projects under
construction (-4.2%)
221 projects scheduled
to start in next 12 months
(+17.6%)
277 projects in early planning
(+18.4%)
Top five franchisors account
for 45% of the region’s
construction projects

TOP MARKETS
(% PROJECTS YOY)
London, UK: 58 projects/11,000
rooms (-1.7%)
Istanbul: 34 projects/5,704
rooms (+9.7%)
Moscow: 32 projects/8,235
rooms (+3.2%)
Berlin: 24 projects/6,276
rooms (+84.6%)
Munich: 23 projects/4,743
rooms (+35.3%)

TOP FRANCHISE
COMPANIES Q315
(% PROJECTS YOY)
Hilton Worldwide: 138
projects/23,417 rooms (+7.8)
IHG: 95 projects/16,215 rooms
(+18.8%)
AccorHotels: 72
projects/10,726 rooms (-4%)
Marriot International: 49
projects/9,299 rooms (+36.1%)
Best Western Hotels &
Resorts: 39 projects/3,535
rooms (+95%)

TOP BRANDS Q315
(% PROJECTS YOY)
Hampton Inn by Hilton: 59
projects/9,298 rooms (+22.9%)
Holiday Inn Express: 43
projects/6,369 rooms (+26.5%)
Hilton Garden Inn: 40
projects/6,559 rooms (-11.1%)
Travelodge UK: 36
projects/3,180 rooms (-7.7%)
Holiday Inn: 29 projects/5,786
rooms (11.5%)
Source: Lodging Econometrics

REGIONAL PROFILE: EUROPE

Q&A: MELIÁ’S
MAVEN ON
SPAIN’S
POTENTIAL

Meliá Hotels International's Vice President
of Development María
Zarraluqui Darder says
politicians have the
power to positively or
negatively influence
the hotel industry’s
competitiveness.

Although it is a global hotel chain with 274 hotels in 40
countries, Palma de Mallorca-headquartered Meliá
Hotels International is heavily rooted in Europe and
is the largest hotel operator in Spain. HOTELS spoke
with Meliá’s Vice President of Development María
Zarraluqui Darder about Spain’s challenges, Europe’s
opportunities and the company’s overall growth plans.
HOTELS: How is Spain’s hotel market fairing
compared to Europe as a whole?
María Zarraluqui Darder: Spain is doing well compared to other major European markets. According
to STR, RevPAR in August in the UK and Germany fell
behind Spain’s, while occupancy in Italy and France
also fell behind. In 2015, National Statistics Institute
reports that we received more than 65 million international visitors in Spain, which is 13% more than in 2012.
H: What challenges face Spain?
MZD: Spain’s most successful resort destinations
were developed many years ago, and some of them
are in need of renovation and repositioning. The
emergence of alternative resort destinations in the
Southeast Mediterranean puts more pressure on the
Spanish sector’s competitiveness, and the answer is
innovation and diversification.
Another challenge is the regulation of alternative
accommodation and the shared economy model. In
several cities, including Madrid and Barcelona, there
are more Airbnb listings than hotel rooms. Both models can coexist, but the challenge is to consistently
regulate the new shared economy formulas so that
quality, safety and fair competition are ensured.
H: How do political issues impact Spain’s hotel
industry?

MZD: Spain is a strong tourism power, but politicians
do have the power to influence its industry’s competitiveness, either in a positive or negative way. On the
positive side, we have examples in Spain such as the
Balearic Island’s recent tourism law that has fueled
sustained investment on hotels upgrading and on the
repositioning of destinations. On the negative side,
measures such as Barcelona’s ban on hotel licenses,
or the introduction of new taxes on hotel stays may
not only negatively affect the investment flows, but
also the legal security and the destination’s image.
Another serious threat for tourism is political instability. As long as the tourism policies and strategies
keep changing according to the political cycle, there
is going to be instability. In my opinion, Spanish politicians should do a “national agreement” on behalf of
tourism to set a common strategy and implement it in
the medium and the long term.
H: What are Melia’s plans for development in Europe?
Is the company targeting any specific region?
MZD: Europe is not only the largest touristic market
in the world for Meliá, it’s the region with the largest
share of our hotel portfolio. We keep looking for
opportunities either with new developments or repositioning existing assets.
We especially want to keep growing in leisure
markets, leveraging our experience in Calvia Beach
on the southwest coast of Mallorca with our Sol
Hotels & Resorts and ME by Meliá developments. We
would like to increase our presence in Europe’s tier-1
and tier-2 urban markets through our urban brands,
with a special focus on our lifestyle Innside brand. We
are also keen to welcome new opportunities in urban
markets with a high component of leisure, developing
so-called “bleisure” hotels.

Regional PRofile: EuropE

Ritz PaRis,
ciRca 2016
For General Manager Christian Boyens and
his team at the Ritz Paris, quality wins over
quantity. The legendary hotel closed on
August 1, 2012, for a major restoration by architect Thierry Despont, and is getting ready
to welcome guests again in early 2016.
Among the changes was a reduction in
room keys to 142, previously 159, with 71
guestrooms and 71 suites. Rooms will continue to embody their original opulent empire
style, but also include improvements that cater to modern travelers such as double-vanity
sinks, heated floors and fiber-optic Internet.
Boyens, who spent about a decade in management positions at California’s Hotel Casa
Del Mar in Santa Monica and The Peninsula
Beverly Hills, explains the ambitious project
is not meant to bring a second life to the hotel.
Instead, it will continue the legend of the Ritz
Paris while staying true to its historic DNA.
“We looked at the hotel that was open for
114 years and asked how we could make it
better,” Boyens says. “There were a lot of
strong, elegant, historic elements but there
were also some weaknesses that needed to
be brought up to 2016 standards.”
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“We looked at the hotel
that Was OpEn fOr 114
yEarS and asked hoW We
could make it betteR. theRe
WeRe a lot of stRong, elegant,
histoRic elements but theRe
WeRe also some Weaknesses
that needed to be bRought uP
to 2016 standaRds."
- Christian Boyens, ritz Paris

The ritz paris first opened its doors to guests
in 1898 on the place Vendôme and has hosted
a long list of a-List guests including Coco
Chanel and Ernest Hemingway.

Other key aspects of the project include
the construction of a tunnel under the Place
Vendôme to provide private hotel arrivals
through the parking garage and a retractable
roof that will transform the winter garden into
a year-round patio. The Ritz Paris also purchased the adjacent former bank building to
expand its spa and health club. Paying homage to Coco Chanel, who lived at the hotel for
several years, the spa will be named “Chanel
au Ritz Paris” and feature an exclusive area
dedicated to Chanel skin care products.
The history and grandeur have also
presented challenges during the renovation.
Protecting the authenticity of the property
requires daily problem solving and creativity.
“We have to work with the city of Paris and
the architects to respect all of the guidelines,"
Boyens explains. “It's a challenge to integrate the latest technologies when you can't
just take the ceiling down, but instead work
around it and keep the moldings in place.”
At press time, the Ritz Paris was preparing
to start accepting reservations on March 14,
2016. However, Boyens is optimistic that the
opening will move to earlier in the year.

Localizing concepts not only makes
F&B more authentic, it creates more
revenue streams.
contributed by Jeri Clausing
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Aged Beef Culotte
Steak at Union
restaurant inside
the Press Hotel,
Portland, Maine

hile recent buzz in hotel food and beverage circles has centered on the celebrity and developing
restaurants with chefs who have gained national
renown through televisions shows and awards,
today’s pioneers are casting a narrower net and
honing in on what might seem a much more
unlikely crowd: the locals.
“We want to build for the locals first and the rest will
come,” says Brad Nelson, vice president for food and
beverage, and global corporate chef for Marriott International. “That’s a big shift – addressing the places where
people want to be. As a traveler you are looking for the
place where the locals are so you can experience your
destination.”
Patrick Goddard, president of Trust Hospitality, Miami,
Florida, says that the way he and his team approach restaurant branding today is very much the same way they develop
concepts for their independent boutique hotels. “We do an
outside study where we look at demographics, psychographics and the local population,” he says. “…We realize that if
we don’t design a concept that works within the community
we’re not going to succeed. We want the community to feel
like they own the hotel and the restaurant. That is central to
our philosophy on hotels and dining experiences.”
And while food across the board is getting more refined,
hotel restaurants are generally becoming more relaxed,
catering not just to that key demographic, millennials, but
also to an older crowd. “The way I look at restaurants is
older people want to go where younger people are hanging
out,” says Guy Rigby, Four Seasons Hotels and Resorts’
vice president, food and beverage, Americas. “Until they get
into their 70s, they want to hang out with younger people.
They want to feel the vibe. So I’m building restaurants for
the 25- to 50-year-old demographic.”
That means restaurants also have to be approachable,
Goddard adds. “We want them to be good enough for a
special occasion, but not so fancy that I won’t go there two
or three times a week to have a steak sandwich at the bar,”
he says.
On the following pages, HOTELS profiles some new
concepts and re-concepted spaces with menus driven by the
trends of the day, ranging from beer or tequila driven to oldschool and farm-to-table.

Food & Beverage: Menu engineering

When the tap
is pulled at
Marionett Craft
Beer House, the
puppets “move
around and do
their thing.”

MarioNett Craft Beer House,
Budapest Marriott Hotel

While local, relaxed and refined are among the latest buzzwords
in hospitality, Marriott International’s Global Chef Brad Nelson
says there is no magic bullet that makes a venue cool. So to find
innovative new concepts for its hotels around the world, Marriott launched a project called Canvas to “embrace and uncover
and provide creative freedom to entrepreneurs around the world
in food and beverage,” Nelson says.
One of that project’s very new and “hopefully very successful
benchmarks” is the Marionett Craft Beer House at the Budapest
Marriott Hotel, which draws on the puppets and puppeteers that
are huge slice of central Eastern European culture.
“We actually kind of discovered this little troupe of puppeteers that were really into theater,” Nelson says. “They came
up with the idea of doing craft beer in a former storage shed just
off the street that was used for 10 years to store boxes. That has
been converted on a shoestring budget, with us just giving them
the freedom to go and build this.”
Nelson says Marriott “streamlined the red tape and
removed the hurdles that we in the industry often throw at”
third-party operators.
The result, a bar with beer taps that have puppet strings
attached to them. When the tap is pulled, the puppets “move

around and do their thing.”
Marionett Craft Beer House has 18 craft beers – all on tap –
matched with butcher’s choice Hungarian food. Menu items
range from a pastrami sandwich or barbeque ribs to mangalica
butt in garlicky mustard soak, deer stew or chicken sausage
with thyme in tandoori Indian sauce with pfefferoni hot pepper.
Sixteen taps are the permanent selection of local Hungarian
small-batch brews, while the other two have an oft-changing
offer of import small-batch craft beers from Berlin, London,
Prague and other beer capitals of the world.
“It’s really a phenomenal example of how you provide the
framework, provide the structure and some of the broader
guidance that amazing ideas come to,” Nelson says.
While this is just one idea, the Canvas program has 14 projects “with a lot more to come,” according to Nelson. Another
project on tap, Nelson says, is a brick oven pizza restaurant in
Baltimore with young woman who grew up in a bakery and then
started a pizza trailer with a wood burning oven.
“It’s really kind of a change in F&B mentality, to be less
restrictive and to try new things – and be OK if they don’t
work,” Nelson says. “We’ve opened 13, closed three and
re-concepted two.”
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DOS CaMINOS,

Pescado Naked Tacos at Dos Caminos in the W New York – Times Square

Noah Fecks

W New York – Times Square
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One of the original hipster hotels in New York,
W New York – Times Square, decided it was
time to turn one of its earliest F&B attractions, the Whiskey Bar, into a restaurant.
Like many hotels these days, it went looking to put something unique in an area that
has become a sea of chain restaurants. “Our
desire was to have a destination restaurant
that provided great service, good cocktails
– well, margaritas – fun cuisine and a place
where neighborhood residents and global
travelers could come together,” says General
Manager Ed Baten.
Executive Chef Ivy Stark says Dos
Caminos is the company’s fifth restaurant in
New York, offering fresh, authentic Mexican
cuisine and a bar with hundreds of tequila
varieties. Everything is made on site from
scratch, even the tortillas. “We don’t serve
fried food with melted cheese,” Stark says.
One of the main features of the restaurant
is a 40-seat mezcal and margarita bar on
the street level, along with a custom agave
plant-inspired glass and steel back bar. The
main, subterranean dining room seats up
to 80 people and features a margarita and
guacamole bar.
Chef Stark’s menu features smaller plates
with a focus on lighter, health-conscious
fare. Dishes include the tortilla-less Naked
Tacos, which include a choice of protein
or vegetables over a warm quinoa pilaf,
pinto beans, corn and poblano salad and
avocado salsita. Chef Stark also grinds her
own nixtamal for handmade tortillas, using
Masienda corn, which is an heirloom variety
from Mexico.
Since Dos Caminos just opened in September, Baten says there aren’t yet real metrics
to show its success. “However, we do know
we have made more guacamole than ever
before,” he says.

Food & Beverage: Menu engineering

Coast BeaCh Bar aNd Grill,
Centara Grand Beach Resort, Samui, Thailand

When the Centara Grand Beach Resort in Samui, Thailand,
looked to redo its restaurants, it decided to remake its traditional
Thai and Japanese bar and adjacent alfresco beach bar into a
more modern venue that targets both local diners and what the
hotel calls “modern sophisticated travelers.”
The goal, says Winfried Hancke, group director of F&B for
Centara hotels, was to merge the existing venue into one with
different zones catering to the resort’s different mix of guests
and “create a cutting-edge venue where island residents and hotel
guests had a place to relax and enjoy the exceptional view.”
“We wanted the venue to offer guests the services that they
are looking for, which meant offering choices according to their
schedules such as lunch, post-lunch, sunset, dinner and after
dinner menus.”
The design philosophy includes small areas and indoor space
that offer privacy for small weddings and special meals without
disturbing the outlet’s vibes.
The menu offers everything from stir fry, burgers and tapas
during the day to seafood, roasts and local specialties at night.
“The outlet’s success has been extraordinary from the get-go,”
Hancke says. “Guests have accepted the venue and offerings
so well, which is reflected by the feedback on social media and
traveler feedback sites such as TripAdvisor. The local community
has embraced the venue and has helped to bring some local relevance to the outlet. The financial performance has significantly
improved after the implementation of the changes.”
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UNioN restaUraNt,
Press Hotel, Portland, Maine

Bon Appetit has dubbed Portland, Maine, “America’s Foodiest
Small Town.” So the new Press Hotel in the city’s old newspaper building had some high bars to cross in developing its
dining venue, Union Restaurant, a farm-to-table concept that
focus on the town’s culinary heritage.
“Our positioning statement was to bring the exciting Portland culinary foodie market a concept inspired by our culinary
team, which has a deep history with the farm-to-table community,” says Patrick Goddard, president of Trust Hospitality, the
management company that operates the hotel.
As a farm-to-table venue, Union draws on the increasingly
popular concept of sourcing locally.
But the executive chef, Maine native Joshua Berry, also
draws inspiration from his travels. The menu features a wide
variety, from coconut soup to New England fish and chips.
There is an emphasis on the visual identity of the food,
Goddard says, “unique, fresh, healthy looking, simple, organic.” Dinner entrees include a Maine salmon with lemongrassginger tea; braised and pressed pork shoulder with local savoy
cabbage and apricot Mostarda natural jus; and a Casco Bay
cod with Littleneck clams, soy brown butter bok-choy and
Chinese fermented sausage.
Union also caters to the local business lunch crowd looking
for a quick bite. Lunch sandwiches include a pressed chicken
with local brie cheese, fruitwood smoked bacon and truffle
honey mustard. “We have a corporate crowd who all mill out
of the government buildings for lunch,” Goddard says. “They
have a 30-minute lunch break. They can walk in and have a
sandwich put together at the table.”
The dining room at
Union inside the Press
Hotel, Portland, Maine

irvin serrano

The main dining room
at Coast Beach Bar
and Grill in the Centara
Grand Beach Resort,
Samui, Thailand.

The throwback-style
dining room at the Chicago
Athletic Association’s
Cherry Circle Room.

Cherry CirCle room aNd CiNdy’s,
Chicago Athletic Association Hotel

One of the Windy City’s hottest new hotels
has several dining options, including the more
formal, old-school Cherry Circle Room with
a food and drink program inspired by the
club’s menus dating back to the 1890s.
“The concept focus is kind of old-school
Wisconsin supper club, with tableside
preparation for cocktails and desserts,”
says Lana Trevisan, co-director of restau-

rants and bars for Commune Hotels and
Resorts, San Francisco.
Executive Chef Pete Coenen has created
specialties that include a roasted branzino
with ocean broth, golden raisin and cauliflower, or a natural aged lacquered duck with orzo
rice, confit leg and roasted plum sauce.
Co-director Frank Giacomini says
Cindy’s rooftop bar at the same hotel also

bucks another trend, that of small plates.
“We sort of turned that idea upside down,”
he says. “Instead of anything small, all the
plates there are built for groups.”
Cindy’s menu includes things like a huge
pot of stew, a whole roasted chicken and
fondue in the winter. Even the drinks can
come large – in fountains for the table.
“It’s been a huge success,” Trevisan says.
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Design: LiLLa RobeRts

Happyin
Helsinki
the Kämp Group’s ninth hotel channels Danish philosophy while
delivering luxurious finishes with hints of whimsy and art Deco style.
By Jeff Weinstein, editor in chief
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Bedrooms are plush and appear grand with
curved walls and big picture windows.

LiLLa
RobeRts,
Helsinki

OwnerOperatOr:

The Kämp Group
Opening:

August 12, 2015
HistOry:

The 133-room hotel
was designed and
built inside a building
originally designed
in 1909 by Selim
Lindqvist, a renowned
Finnish Architect, to
serve as the head
offices and a power
station of Helsinki
Energy.
Designer:

Architect Jaakko Puro
Brief:

I

n keeping with the Nordic service philosophy “hygge,” the
team at the Kämp Group’s newly opened Lilla Roberts
hotel in downtown Helsinki does everything it can to make
customers simply feel good – warm, cozy and happy. So
perhaps it is not surprising to find animal motifs, daring use of
materials and open windows looking out to the street taking
center stage at this newly opened Art Deco-style landmark hotel.
“Hygge” is the defined spirit for Lilla Roberts.
The group’s ninth hotel, owned by its private equity parents
and originally designed by famed architect Selim Lindqvist in
1909 as a power plant and since 1973 as a police station, was
meticulously adapted over the last two years into a 133-room
hotel that opened in August with an €189 (US$206) rate.

Design a stylish, fun
and interesting hotel
full of pleasing details,
good modern art and
spectacular lighting –
anything that would
make the customer
feel good, but not in
a formal way as the
owners wanted to
make it fun.
service
pHilOsOpHy:

Nordic "hygge"
thinking, referring to
all that is good and
pleasant in life.
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More dramatic
use of lighting
and fabrics at
more privately
positioned
banquettes in
Krog Roba
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Design: LiLLa RobeRts

Guestroom suites feature many
dark tones and the use of the animal motif for lighting, which can
be found throughout the hotel.
Varied textures
and finishes
come into play at
the lobby’s wellstocked fireplace

A lobby bar
encourages interaction with
multiple seating options and
big daylight
through large
windows.
Private suite dining in
dramatic style with
big, rounded windows

The brief given to architect and project
designer Jaakko Puro was to reference the
building’s history, but embrace current-day
comforts. “We were able to play with the
different nuances of different eras,” Puro
says. “The pillars in the lobby and the
animal motifs hark back to the colonial period, the colors and interiors are otherwise
pure Art Deco, and the light and space and
large glass surfaces echo modern architecture with a nod to furniture from the 1930s
and 1950s.”
But all design elements, says Puro, come
back to making the customer feel special.
“The functionality of the hotel and the ecological aspects of the design haven’t posed
obstacles to the fact that the customer
will enjoy every little bit of the lobby, bar,
restaurant or the rooms,” he says.
The lobby and the hotel rooms are a
world unto themselves, separate from the
Art Deco-inspired exterior with facades
carefully restored to their former glory and
lit with modern lighting.
Puro says the old windows were restored
and kept where possible. The new gates,
entrances and doors have been built to
embody the spirit of Art Deco, whereas
the old building, with its varied details,
gives the whole a special atmosphere: high
ceilings, tall, curved windows with multiple windowpanes, the uniqueness of each
room and the bathrooms with windows
all echo the original architecture. “Yet the
design does not specifically highlight the
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Suites at Lilla Roberts show off whimsical and
luxurious use of fabric, as well as inviting lighting.
(All photos courtesy Studio Tomi Parkkonen Oy)

history, but instead the goal was to establish a fresh,
cozy, luxurious feel with a hint of Art Deco thrown
in,” Puro adds. “You can see and feel the history, but
for the customer the overall feeling is modern and the
animal motifs and surprising details in the lobby are
meant to amuse and infuse fun.”
Director of Operations Roni Saari’s favorite space
is the Art Deco lobby with a bold black-and-white
checked floor. “Also the old windows and high
ceilings in some of the rooms are interesting details
that have been beautifully restored and show that
the building is old and has a fascinating history,”
he adds.
In addition to unique guestrooms, with plans that
all had to be drawn separately, the hotel also features
modern conference facilities, as well as a charming
courtyard, an outdoor terrace and a spa.
The bar, Lilla E., breaks traditional boundaries
making cocktails with more of a gastronomic touch.
The Krog Roba restaurant, run by Karri Knaapila
together with Benjamin Frostell and Teemu Laurell,
focuses strongly on a Nordic identity, which naturally means large amounts of seafood, but also newer
culinary trends from Iceland and Denmark.
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The Krog Roba
dining room uses
bold colors and
dramatic, if not
whimsical, light
fixtures.

MY NEWS,
MY WAY
Young travelers know exactly what they want. Insights on
every page, sharp commentary in their tablet and engaging
up-to-the-minute news in the palm of their hand.
Across every medium, there’s a personalized Wall Street
Journal that perfectly suits them. Give them The Journal
in print, digital and mobile and you’ll give them a reason
to come back. Every time.
To find out how you can increase guest satisfaction with
The Journal, call 877-WSJ-TRAVEL.

“IfeellikeIhaveafingeronthepulsewhenI
haveaccesstothisnewspaper.”

©2013 Dow Jones & Company, Inc. All rights reserved.

–YoungerTraveler,2013TravelSurvey,
TheWallStreetJournal

the

Data

Deluge

Technology: big data

Hotel companies don’t need big
data to get any bigger. rather, it’s
making use of the massive stockpiles
they already have that presents
the greater—and potentially more
lucrative—challenge.

H

contributed by Brendan Manley

otel companies are looking less these days toward making their warehouses of
“big data” still bigger, and are instead working on new ways to analyze and harness the information they already have. Frequently, this can be a tall order, which
only becomes more difficult the larger the pool of data in question becomes.
Thus, as the big data trend matures in the hotel business, experts say greater
reliance will be placed on third-party partners with various analytics tools, while
internally, companies shift their cultures toward an all-encompassing data-driven
mentality. Simply speaking, for many companies that means looking less at lengthy
Excel printouts and/or relying on one’s “gut,” and instead having all the pertinent
information available with the click of a mouse.
“The hospitality industry in particular has an immense amount of customer data
coming from a number of different systems—PMS, CRS, loyalty, social—but many
times systems aren’t integrated and the data lives in silos,” says Brigette Pence,
director of relationship marketing and Hello Rewards for Red Lion Hotels Corp.
“Unless you have a very advanced analyst dedicated to sifting through the mess of
data, many find themselves unable to pull this data together into something meaningful. This industry, in particular, needs to embrace CRM systems as a required
technology in their technology platform to stay abreast of competition.”
Intelligent rates
As hotel companies work to accumulate and harness more customer data, one of
the areas observers have anticipated will be affected is bookings, and more specifically, dynamic pricing. The idea is, with more information in hand on both guests
and the properties in question, revenue managers are better equipped to tweak
rates and drive bookings that might have otherwise been lost. It’s a compelling
idea, but one that still presents challenges.
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For starters, the convoluted distribution
landscape makes the idea difficult to execute,
especially when factoring in other sellers outside of the internal sales mechanisms.
“The number-one problem is the state of
the distribution environment, or the lack of
flexibility in that environment,” explains Brad
Beakley, senior vice president of commercial
operations for Carlson Rezidor Hotel Group,
Minnetonka, Minnesota. “You have a world
where, in relatively large chunks, we’re distributing through OTAs, and every one of them has
a unique way of receiving our rates and content.
We add goodies to the deal and they may or
may not, and in most cases are not, able to present those when you want and in the fashion that
you want. In a lot of cases in the OTA space,
they may want to claim those goodies as things
customers are getting from them, versus from
the hotel itself. There is also the travel agency
community and the GDS. In many ways they
are trying to compete with the OTAs, and one
way they can do that is to build functionality
and capabilities that the hotel operator wants.”
The up-sell
Another major potential use for big data is
increasing levels of guest personalization and
marketing, wherein the specific information
amassed on each guest is utilized to both better
serve that guest, as well as drive incremental
revenues by offering the guest custom-tailored
promotional opportunities, whether it’s on rate
and room type in the booking stage, or with
added services once that guest arrives on-site.
“A lot of it is what sorts of things you should
be offering for sale, in terms of up-sells and
cross-sells,” says Robert Cole, founder and
CEO of RockCheetah, Menomonee Falls,
Wisconsin. “A lot of offers turn out to be ‘show
them the lowest price,’ and that’s it. That’s not
the best value; it’s the deluxe room, which is
only US$25 more a night, but you get 50% more
square footage, and it’s on the concierge floor
and you get snacks and drinks. That’s what you
should lead with for certain types of guests…
At resorts you’ll see a room is only US$200
per night, but the golf package is unlimited
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rounds and covers green fees and cart rental for
US$100 more a day. That’s an amazing deal,
but how do you communicate that to the guest
properly and work through that?”
Also falling under this domain is the industry’s current focus on using customer data in
on-the-fly, location-based “push” marketing to
mobile devices. An example is instances where
theoretically, a patron in the bar gets a drink
special sent to their phone, since that phone’s
GPS has communicated to the hotel that the
guest is now located within the bar. Usually in
theory, that offer may be for the guest’s favorite
drink, which the hotel knows through big data.
Some experts are growing increasingly critical
of the above concept, though.
“The other thing we’re always tempted to do
with big data, and it’s where we make a lot of
mistakes, is in the one-to-one offer,” explains
Kelly McGuire, executive director of the hospitality and travel global practice at business analytics develop, SAS Institute. “I’ll hear examples like this: ‘Kelly stayed with us before and
she always has a glass of red wine in the bar, so
when she walks by the bar, I’m going to send to
her phone an offer for a glass of red wine.’ Why
would you do that? You know I’m going to buy
it. Why are you going to give me 10% off a glass
of wine when you know I’m in there anyway?
That’s stupid. You’re just losing 10%.”
What would be more effective would be to
take the information on the customer one step
further, and identify what the customer would
also like in addition to their usual preferences,
and they just don’t even know it yet.
“Is there something else you want me to try
to go with the red wine? Do you have something
additional? Don’t give me an offer for something I’m going to buy anyway,” McGuire says.
“Think it through. It’s an execution issue and
that drives me nuts.”
Driving the ROI
Experts agree that beyond just finding meaningful uses for data, the cost of contemporary
big data analytics architecture for hotel companies is perhaps the largest hurdle for progress.
The issue is compounded by the frequent

“Is there
something else
you want me to
try to go with the
red wine? Do you
have something
additional?
Don’t give
me an
offer for
something
I’m going
to buy
anyway.
Think it through.
It’s an execution
issue and that
drives
me nuts.”
– Kelly McGuire, SAS
inStitute

Inspiration can come from anywhere.
HOTELS embodies hoteliers’ passion for hospitality, inspiring service excellence
with original, thoughtful reporting and expert voices and personalities.

A PA S S I O N F O R H O S P I TA L I T Y

“I enjoy creating unique
and extraordinary experiences
for people…creating those

© 2015 Park Hyatt Saigon

© 2014 Park Hyatt Saigon

rare moments of magic.”

WHAT DO YOU LOVE ABOUT THE HOTEL BUSINESS?

Everything. The excitement, the pace, the connection with people all
over the world, guests and colleagues alike. Most of all, however,
I enjoy creating unique and extraordinary experiences for people —
making a clear difference to them and creating those rare moments
of magic — which is all paid back with a smile from the heart.
Jan-Hendrik Meidinger
General Manager, Park Hyatt Saigon; Ho Chi Minh City (Saigon), Vietnam

Technology: Big data

Case study:Carlson rezidor’'s data evolution

“Over the
course of this
year we have
built automated
reports that our
executive teams
use—kind
of a highlevel set of
reporting
that incorporates
our finance data,
customer data, our
hotel operations
data, guest
satisfaction, and
revenue metrics.
It’s very dynamic
and updated as
soon as the data
comes in.”
– Brad Beakley, Carlson
rezidor Hotel Group
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Big data isn’t all about knowing every nuance of
your guests; it’s also about getting a closer look
at your own business. For companies like global
giant Carlson Rezidor Hotel Group, that has meant
completely evolving the way it performs analysis,
putting greater emphasis on data and reporting
and moving away from decentralized methods.
Over the last two years the company has instituted myriad changes across all departments,
all tapping into big data through a variety of new
interfaces and reporting systems. Executives say
the move is intended to take Carlson’s longstanding guest focus and turn it inward.
“Our brands have been a very guest-centric,
and very highly rated in terms of our personal
interactions in terms of when guests are onsite,”
explains Brad Beakley, senior vice president of
commercial operations for Carlson Rezidor. “But
on the analytics and business intelligence side,
we’ve not historically had a huge focus on that.”
Beakley says all that has changed dramatically at the company over the last 18 to 24
months. This past February Carlson pulled
together all its various heads of departmental
analytics and created a centralized business
intelligence and analytics team, specifically to
ensure the company is leveraging best practices and has some degree of oversight regarding
how one conducts analysis, ensuring that
operations research protocols are adhered to.
Beakley says the company can also share skills
across its teams much easier now.
“It started primarily in our revenue optimization
area, so the revenue management team, which
typically in any company they’re going to have
more data to begin with,” Beakley says. “We’ve
thrown in a couple of key resources, starting a
process a couple of years back of making sure we
have our data in an accessible location and we
have tools for conducting analysis.”
The movement began at Carlson with some
staffers from the revenue management department downloading a free copy of Tableau to their
desktops, and upon seeing the potential, using
the application to build reports.

“Once we started sharing that data more
broadly across the organization, it really started
growing and momentum started building, so we
pulled the team together and started putting a
lot more energy around data management and
storage,” Beakley says. “Over the course of this
year we have built automated reports that our
executive teams use—kind of a high-level set
of reporting that incorporates our finance data,
customer data, hotel operations data, guest satisfaction, and revenue metrics. It’s very dynamic and updated as soon as the data comes in. It’s
all automatic and our executive team can click
on their link and see how we’re performing.”
Beakley notes the company has now built
capabilities similar to that, but at a more detailed
level, for many other departments. Since the trend
started with revenue management, that department’s reporting process is relatively mature at
this point, but Carlson has since added tools and
dashboards for its sales and marketing teams, so
staffers can ingest and analyze consistent channel
and customer data to ensure marketing programs
are designed for maximum impact.
“I’d say we’re still in transition, but we’re
rapidly advancing,” Beakley adds.
He noted the process has been an interesting
study in change management; at many other
companies a similar shift might require a longer
adoption process for harnessing big data and
data analytics, and analyzing social media,
making such a shift into a data-driven culture a
goal that may take several years.
“At Carlson Rezidor, I’d say that’s been an
18-month journey, so it puts a lot of the challenges of making that transition right in your face,”
he says. “It’s about getting our executive team
to stop looking at printouts of Excel files with a
thousand lines of information, and inferring conclusions based on the trends only you can pick
out based on years of experience. We can create
a dashboard and it can be updated as soon as any
new piece of data is available and graphically
guide you toward making decisions. It’s CEO
level down to the field level.”

“Unless you have a very advanced analyst dedicated to sifting through the mess
of data, many find themselves unable to pull this
data together into something meaningful. This industry,
in particular, needs to embrace CRM systems as a required technology in their
technology platform to stay abreast of competition.”
– Brigette Pence, red Lion HoteLs corP.

need to rely on vendors and third-party
analytics firms to help. While third-party
reliance isn’t likely to diminish, the lower
cost of technology will provide some relief . Not to mention, when used properly,
big data can make a significant impact on
the bottom line.
“Traditional revenue management
systems have historically driven a 2%
to 4% RevPAR increase,” says Patrick
Bosworth, co-founder and CEO for
Duetto, Las Vegas, Nevada. “[With data
analytics] hoteliers are seeing a 7% to
10% increase in RevPAR due to being
able to offer more price points to more

customers, and having those prices be
driven by deeper insights about demand
and about customers.”
And it goes way deeper than pure yield
management. When companies use big
data for other operations aspects like
internal reporting, forecasting, valuation
and benchmarking, the returns are also
there. If hotel companies can turn those
endless reams of data into something useful, virtually all business processes benefit.
“If you can better predict your demand
and get your pricing more accurate, you
might make thousands or hundreds of
thousands of dollars more by getting that

right,” says Cindy Estis Green, co-founder and CEO of Kalibri Labs, Rockville,
Maryland. “If you predict what your
performance will be and get it right, you
may save hundreds of thousands in money you didn’t have to spend for customer
acquisition, your net contribution could
be so much higher, which makes asset
valuation more effective. And if you want
to look at it from an owner’s point of view,
the multiples on that are huge. You can
save a million dollars a year in a medium-sized hotel, and that can translate to a
US$12 million improvement in valuation.
The ROI can be unbelievable.”

WWW.SERENATA.COM

We
tame
big data.

SUPPLYLINE

WMF Hotel’s
beverage cooler
Wins aWards
The Diva beverage cooler from WMF Hotel won a Home&Trend
Award and an EESC European Award at the Tendence International Trade Fair for consumer goods held from August 29
to September 1, 2015 in Frankfurt, Germany. For the first time,
prizes were awarded for innovations in the “hotel furnishings”
category, as well as for trend products, and the newest and best in
consumer goods.
The triangular stainless-steel Diva cooler is shaped to accommodate several beverages at once. The double-skinned jacket
allows the cooler to be used on its own without its companion
cooling component. The resource-conserving production adds
to the product’s ecological appeal, according to the company.

stAsh lAunches cArD with perks At inDepenDent hotels
Stash Hotel Rewards plans to launch the Stash Hotel Rewards Visa Signature Card, the only hotel loyalty
credit card that awards double points when travelers stay at any hotel, according to the company. The card
allows consumers to earn loyalty points at hotel chain properties and then redeem them at independent
hotels. The card also rewards travelers for their everyday spending on items such as gas and dining out.

protel tAkes mAJority stAke in incub8 softwAre lAbs
As of September 1, 2015, Protel Hotelsoftware owns a majority share of incub8 Software Labs. The German
software companies plan to combine knowledge and resources to develop powerful data warehouse
solutions for the hotel industry. Their first mutual project will be a comprehensive cloud-based reporting
engine for hotels and hotel chains, encompassing both Protel product lines, according to the company.

JVD opens north AmericAn brAnch
JVD, provider of products for the hygiene and hotel equipment industries in 90 countries worldwide,
announced the creation of a subsidiary, JVD Americas. The new subsidiary has two locations in Houston, Texas and Queretaro, Mexico. According to the company — which produces a range of range of
wall-mounted hairdryers, kettles, welcome trays and magnifying mirrors — the new subsidiary allows it to
offer products and fast service on the North American continent.
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klAfs s1 sAunA wins
plus X AwArD
The retractable S1 sauna from
KLAFS was awarded Best
Product 2015/2016 in its product
category in the Plus X Awards,
an innovation award for technology, sports and lifestyle. The
S1 sauna was awarded honors
in the categories of Innovation,
High Quality, Design, Ease of
Use and Functionality.
The S1 sauna retracts at the
touch of a button, much like a
zoom lens on a camera. In its
fully retracted position, the
sauna is 24-inches (60-centimeters) deep. The sauna extends
into a ready-to-use sauna that
is three times as deep in 20
seconds, and is a completely
self-contained, mobile system.

AVENDRA ACQUIRES BUYEFFICIENT
Avendra, a North American procurement services provider
serving the lodging and hospitality industries, acquired
BuyEfficient, an online purchasing program, from its parent
company Sunstone Hotel Investors, Inc. The acquisition
supports Avendra’s growth strategy in current and new markets
by providing an additional purchasing platform that can be
integrated for customers interested in the technology.

BLENDTEC, LANCER REACH STRATEGIC AGREEMENT
Blendtec and Lancer announced a strategic agreement
combining Blendtec commercial machines with Lancer’s
manufacturing, marketing and service capabilities. The new
collaboration, called Blendtec Commercial by Lancer, will
launch January 1, 2016.
Under the agreement, Lancer will market, sell and provide
after-sale service and support through Lancer’s existing Global
Service Network for Blendtec’s commercial products, and will
manufacture the commercial dispensing equipment.

INTERGASTRA REPORTS FULL HOUSE AHEAD OF SHOW
Intergastra, a trade fair for innovative gastronomy, reports that
it is mostly booked ahead of its February 20 to 24, 2016 show in
Stuttgart, Germany. The show is held on more than 1,076,391
square feet (100,000 square meters) and will host about 1,300
exhibitors. Roughly 90,000 visitors are expected to attend.
“The extremely good booking situation reflects the optimistic
outlook in the sector and the good economic environment —
even though the framework conditions in the industry have
become more difficult,” says Ulrich Kromer, president of
Messe Stuttgart.

WINTERHALTER WINS SMART LABEL AWARD 2015
Winterhalter, a commercial warewashing solutions specialist,
won the SMART Label Award for its PT ClimatePlus, a rack
pass-through warewasher with an integrated heat pump. The
SMART Label Award is given to standout products with
forward-looking features that set trends in the industry.
The PT ClimatePlus releases cool, dry air without letting
steam escape when the hood is opened, cooling the kitchen.
Winterhalter also reports that the warewasher offers 53%
energy savings compared to standard warewashers.

INVilleroy
BRIEF& Boch provided plates for the
■

sixth World Chocolate Masters held as part
of the Salon du Chocolat Professionnel in
Paris from October 28 to November 1, 2015.
■ Guest Supply, a subsidiary of Sysco
Corp., acquired Gilchrist & Soames.
■ Porter & Sail released a digital app
combining mobile functionalities with
customized city guides for hotel guests.
■ Along with ASSA ABLOY Hospitality,
Intelity released an e-book, introducing Mobile
Guestroom Access to Your Hotel.
■ Groupe GM partnered with French perfume
house Atelier Cologne to create and distribute a
new line of amenity products.
■ Julie Brezina joined DLR Group’s Hospitality
and Interiors practice on the West Coast.
■ Cristi Moore joined Gensler’s Atlanta office
as a hospitality design leader.
■ GuestCentric appointed Keith Povah as
director of sales, Northern Europe.
■ Greg Pesik joined EveryMundo as chief strategy officer.
■ Nadel Architects hired Andrew Simons, AIA, as director of the
firm’s hospitality studio.
■ Hotel Technology Next Generation announced a new Board of
Governors member: Mark McBeth, vice president IT, Starwood
Hotels & Resorts Worldwide, Inc.
■ 1 Hotel & Homes South Beach in Miami, Florida, selected
InfoGenesis POS and InfoGenesis Flex solutions from Agilysys.
■ AccorHotels selected Quadriga to deploy its WiFi cloud-based
solution across its African hotel estate.
■ Crave Interactive supplied in-room tablets to The
Lanesborough in London, United Kingdom.
■ Sealed Air’s Diversey Care division secured a five-year
contract to provide cleaning systems, training and support to
Fairmont Raffles Hotels International.
■ Wilson Associates and Tristan Auer announced the planned
opening of an “atelier haute couture of design” in Paris, France.
■ TravelClick and Amadeus announced a multi-year agreement
extending their partnership.
■ Hospitality eResources unveiled its new brand name and
re-launched website at Her-Consulting.com.
■ Nick Hart opened 410 Hogan, a furniture factory in North
Carolina to create custom casegoods and upholstery.
■ Enseo, an integrator in hospitality technology, announced that
it has contracted its 300th hotel.
■ Perkins+Will integrated the firm’s São Paulo office, which has
hotel design and technical planning experience.
■ Guestfolio, a CRM system for hoteliers, partnered with Hotello,
a fully integrated hotel management solution.
■ Tambourine announced the launch of Symphony, a product
combining digital marketing, booking and distribution.
■ Uniguest acquired technology innovator Vertical Systems
Incorporated (VSi).
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The ThinAir Hand
Dryer from Excel
Dryer, Inc. is a
high-efficiency
surface-mounted model that
protrudes no more
than 4 inches (10
centimeters) from
the wall, making it ADA compliant.
ThinAir dries hands in 15 seconds,
operates on 960 watts and is
designed to be an easy retrofit
solution. The product features adjustable speed and sound control,
on/off heat, an antimicrobial ABS
cover and a washable pre-filter.
The unit’s sound can be adjusted from 75 decibels down to 67
decibels and the sensor-activated
dryer is touch free. Excel Dryer,
Inc., East Longmeadow, Massachusetts. exceldryer.com/
products_thinair.php

K ECOSMART G minibars from Indel B pair eco-friendly, quiet operation with a sleek design.
Because of a new compressor, the minibars are rated A+++ Energy Efficiency Class, indicating
the lowest power consumption rating. The minibars work with the company’s Smart System
that detects the presence of guests in the room and only re-activates the compressor when
the guests leave, or operators can use the timer to program the compressor’s operating time.
Indel B, Sant’Agata Feltria, Italy. indelb.com, info@indelb.com

JVD’s MAESTRO represents a new generation of melamine trays.
The tray is smaller and
practical as it features
three trays in one with
assorted JVD cups. The
tray, available in 2016,
comes in white, ivory and
black. JVD, Rezé, France.
jvd.fr, jvdexport@jvd.fr
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Hopal, GFL’s new collection
of sustainable skin and body
care products, is Nordic
Ecolabel certified. The line
comes in white tubes with
metallic text and recycled
paper packaging. The
text on the tubes creates
a simple graphic design
and speaks to the line’s
understated luxury and
dedication to sustainability,
says the company. GFL SA,
Lugano, Switzerland.
gfl.eu, info@gfl.eu

After finding that guests instinctively fill a kettle to around 70%
capacity, Northmace & Hendon
created a hot water kettle with a
capacity of 0.9 liters. The smaller-capacity kettle is designed to
reduce energy use, according
to the company. Northmace &
Hendon, London, United Kingdom.
northmace.com
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Natural Lab from Allegrini
Amenities is an ecological,
bio-organic cosmetics line certified by ICEA. The line features
shower gel, shampoo, hair
conditioner and body lotion in
1-fluid once and 2.4-fluid ounce
(30-milliliter and 70-milliliter)
bottles, as well as a bar soap.
The products are made in Italy.
Allegrini Amenities, Bergamo,
Italy. allegriniamenities.com,
info@allegriniamenities.com

Built from 95% recyclable
materials, the Combistar
FX combi oven by Angelo
Po uses easy-to-operate
economical technologies for
cooking and cleaning. The
product saves 450 kilograms
of carbon dioxide a year –
10% of the energy costs of
similar appliances, says the
company. Angelo Po, Carpi,
Italy. angelopo.com,
marketing@angelopo.it

D EFINING GUEST EXPER IENCE SINCE
S INCE 1942

The new RH 430 NTE noiseless thermoelectric minibar from
Dometic is an in-room enhancement that also provides substantial energy cost savings for hotels. The NTE series has
A+ efficiency and noiseless cooling. Dometic GROUP, Siegen,
Germany. dometic.eu, info@dometic.eu

Valette Welcome Tray
A sleek, contemporary design.
Otrum’s new tile-based guest interface offers a
fresh guest experience while allowing simplified
screen sharing from the guest’s own smartphone or tablet. Guests can request services
from hotel staff in any department, and staff
members can receive and respond to requests
via their SMS- or email-enabled mobile phones.
Otrum, Oslo, Norway. otrum.com,
info@otrum.com

Call: +44 (0)29 2081 5200
Email: sales@northmace.com
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The Carafine Solo Crystal from
Frilich wraps carafes and bottles in a mantle of crushed ice
or ice cubes within a transparent cooler. The product keeps
beverages cool and is made of
clear, dishwasher-safe plastic.
The tubular bottle holder holds
a carafe, or bottled beverages
such as sparkling wine or mineral water. Decorative pieces
of fruit may also be mixed with
the ice for a fresh presentation. Frilich, Buseck, Germany.
frilich.com, info@frilich.de

The CWADT system landscape from
TASCAN Systems GmbH delivers powerful
LAN and WLAN quickly and reliably, says
the company. Following the IP over Coax
system that big cable network operators
use, CWADT uses the latest technical
standard DOCSIS 3 (up to 1 gigabyte per
second). The individual LANs and WLANs
with 2.4 gigahertz and 5 gigahertz can be
realized by using existing in-house antenna
wiring. TASCAN Systems GmbH, Cologne,
Germany. tascan.de
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Hoshizaki America, Inc.’s stainless-steel interior upgrade to its
Commercial Series line includes
multiple upright refrigeration units
with dynamic airflow within the
all-stainless cabinet construction
allowing for optimum air circulation and even temperatures at
each shelf level. Thermostatic
expansion valve technology regulates refrigeration flow for faster
recovery and efficient operation.
The series has top-mount refrigeration, superior insulated walls and
door, as well as pre-installed stem
casters on most units. Hoshizaki
America, Inc., Peachtree City,
Georgia. hoshizakiamerica.com

Danze added a polished nickel finish to its
Mid-town Collection. The finish is an alternative to chrome and is available on several
Mid-town Collection bathroom products,
including the single-handle lavatory faucet,
two-handle widespread lavatory faucet, Roman tub faucet, tub and shower trim kit and
more. The products feature solid brass construction and include ceramic disc valves.
Danze, Woodridge, Illinois. danze.com

Forbes Industries introduced its InRoom Series of housekeeping carts, including the 2280, 2281 and 2277 models.
The 2281 model features a plastic cabinet with brushed
stainless steel corner accents, and two fixed shelves
and one pullout shelf at the bottom. It is equipped with
two ergo-angled push handles and a horizontal stub
handle, two drawers, two brushed stainless-steel bottle
caddies, an adjustable broom handle holder, vacuum
bracket, full wraparound bumper and four revolving
corner bumpers, and black “flat-free” pneumatic-style
wheels. Forbes Industries, Ontario, California.
forbesindustries.com/inroom

20.–24.2.2016
Messe Stuttgart

The must-attend event for hoteliers
• Extensive market overview for ambience, furnishings
and fittings
• Fokus Hotel provides a dialogue on current themes in
the industry, and 3D-Cave for virtual sampling

www.intergastra.de

Load
INTERGASTRA
app:
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ADA Cosmetics International’s natural body care series
Eco by Green Culture is
certified with the European Union’s Ecolabel. The
environmentally friendly line
is available in the company’s
Smart Care dispensers,
an intelligent dispenser
solution. ADA Cosmetics International, Kehl, Germany.
ada-cosmetics.com,
info@ada-cosmetics.com

Lutron Electronics’ myRoom is a light, temperature
and shade control system for hotel guestrooms with
intuitive design and energy-reduction features. The
product combines Palladiom QS keypads and Palladiom
QS thermostats for coordinated installation. The keypad
and thermostat are available in plastic, glass and metal
finishes with flush buttons and faceplates. The myRoom
prime option is cost-effective, but doesn’t integrate with
other hotel management systems. The myRoom plus
option is a guestroom management system that does
integrate with other hotel systems. Lutron Electronics,
Coopersburg, Pennsylvania. lutron.com

The Lifestyle & Wellness line from
Seachrome features ADA-compliant products that meet standards
for commercial use while retaining
sleek design. The products have
fluid lines and simple design, and
are made with #304 stainless-steel
material, which is 100% recyclable in its finished form, says the
company. Seachrome, Long Beach,
California. seachrome.com
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The Deluxe Deli-Style Slicer from the Vollrath
Company has a 13-inch (33-centimeter) blade and is
designed to continuously slice meats and cheeses in
high-volume operations. Powered by a high-torque,
heavy-duty motor, the slicer handles foods that
create more drag. The nonstick coating also reduces
drag and makes cleanup easier. The long slide rod
and large receiving tray accommodate large loaves
of meats and cheeses with precise slice thickness
of up to 1 inch (2.5 centimeters). Vollrath Company,
Sheboygan, Wisconsin. vollrath.com

Public lavatory components from Just Manufacturing are
designed to conserve water, save money and are durable for
high-traffic areas, says the company. The mix-and-match components include a line of 16- and 18-gauge type 304 stainless-steel
or antimicrobial copper-nickel under-mount, wall-mount and
drop-in sinks, faucets including the touch-free Enviro Series sensor faucets, and a variety of accessories including sensor-activated ADA-compliant and high-speed wall-mounted hand dryers.
Just Manufacturing, Franklin Park, Illinois. justmfg.com

The conn4 cloud-based solution from m3connect allows
hospitality needs to be configured and monitored via a
browser-based dashboard anytime from anywhere. The product covers hospitality systems such as digital signage, VoIP,
WiFi, and highly customizable WiFi portals and advertising
campaigns. The full guest infotainment system is included at
no additional cost. m3connect, Aachen, Germany. conn4.com
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The Tigris Chandelier from
Derek Marshall Lighting is a
new addition to the company’s
line of sculptural lighting. Three
pendants are radially spaced in
a 35-inch (89-centimeter) circle. Curved arms form a helical
pattern with a changing focus
from different viewpoints.
The chandelier gives off soft
ambient light and has good task
down lighting. It is available
in more than three-dozen art
glass options. Mounting is on
a standard 4-inch (10-centimeter) electrical box and
all hardware is included.
Derek Marshall Lighting LLC,
Sandwich, New Hampshire.
derekmarshall.com
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Angelo Zuccala

general manager,
Crowne Plaza BuCharest hotel, romania

The majority of Angelo Zuccala’s career in hospitality has
been with IHG, where he has worked in sales, food and beverage, and managing hotel operations for more than 12 years.
Prior to being named general manager at Crowne Plaza
Bucharest in Romania earlier in 2015, Zuccala was executive
assistant manager at the nearby InterContinental Bucharest.
In his relatively new role as general manager, Zuccala is
overseeing the complete refurbishment of Crowne Plaza
Bucharest’s guestrooms, pool area and fitness center, in
addition to an upgrade to the hotel’s conference rooms.
What is your hotel pet peeve?
My number one hotel pet peeve is staff not making eye
contact with you, not smiling and looking away.
What is your favorite travel item?
My smartphone. It is my gateway to the destination. There are
tons of apps nowadays that make your life as a tourist much
easier than before.
Why did you choose to work in hotels?
The hotel industry provides an opportunity to create and deliver absolutely memorable experiences and unique moments
for the guests. This is what makes hospitality, in general, such
an interesting field, one you can never get enough of.
If you weren’t a hotelier, what would you be?
I find it really hard to imagine not working in hospitality, but I
might have tried to become a professional golfer.
Who inspires you in the industry?
One of my hospitality mentors taught me to surround myself with
the best in order to be the best. People driven by passion and
constantly perfecting their skills are, to me, the best sources of
inspiration and energy.
What is your favorite spot in Bucharest?
Mogoșoaia Palace and its surroundings. The palace was
built by Constantin Brancoveanu in a Renaissance style and
dates back to the beginning of the 18th century. It is a very
peaceful and romantic place that my family and I find
beautiful in every season.
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