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Journey in Design

“We are all visitors in this moment and place. We are
just passing by. We came to observe, to learn, to grow,
to love and then to go home.” This is an Australian
saying defining life, a motto which | chose as a
metaphor of our voyage in life and as a starting point
for the topic about temporary “habitation” in a hotel.
Beaches and mountains, forests and cities, heroes and
simple people, real landscapes or imaginary paradises
represent today the dreams of millions of people.
The tourism became nowadays the number one of all
the economical activities in the world. From the 20"
century, the mobility is more and more pronounced:;
to stay in a hotel became a way of life for a large
category of people and for tourists an entertainment
associated with relaxation. What does one expects
when inhabits a hotel room? Is it to find something
novel, completely different if they are just having a
vacation or their own home ambiance for the ones
travelling a lot? Or both?

Part of the difficulties in analysing the trends and
new ideas of hotel designing derives directly from
the worldwide nature of business travel and tourism.
Nowadays, our expectations of comfort and services
are homogenised by the international travel, so the
hotel design is often treated as “international design”.
Most of the mainstream hotels have always been more
concerned with reflecting style rather than actually
setting one and when it comes to design credibility,
they can’t afford to stay too far behind. It’s difficult to
let go the corporate concepts which are also a clear
mark of the artificial with tens or hundreds of identical
rooms, so that when you wake up in one of their hotel
rooms somewhere in Europe it is indistinguishable
from waking up in one from Asia...
“Lost in Translation” movie.

In order to assure the clients that their standards are

| could recall now
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met, the grand hotel chains have a policy of offering
also the same services in all the locations around the
globe. However, some clients need the natural surprise
of the arbitrary in order to feel “at home”. Going back
in the 1980s, | recall the design hotels, a form of
lodging which appeared as an alternative to the sterile
establishment hotels, targeted at medium-high income
20 to 50 years. These design / boutique hotels have
a clear, fresh and necessarily unique identity. The
“novelty” status is reached starting with the chosen
location and by means of warm, cunning and intimate
interior design philosophy.

The place needs a personality in order to bring the
clients back again. Because it sells not only a service
but an experience and emotion, the eagerness to
provide innovative features generates creative results.
Boutique hotels have very strong characters, so they
are not suitable for everyone. The clients are buying a
“story”, not facilities, so that finding the right marketing
strategy is crucial. In order to advertise such a hotel,
one must focus on finding and communicating directly
with a specific target market segment.

Within the urban setting, the concepts for the building
configuration are generally pragmatic. Besides urban
regulations, the orientation and the location of the site
within the urban fabric are key elements. However, the
city centre is not always the criteria; also the social
aspects - chic, good, fashionable — of an area are a
decisional key.

In some scenarios, an optimal location is defined by
totally different attributes. The attractiveness of a
hotel lies in a small building accommodating at most
twenty guests, hidden away in some intimate and
exotic corners in the landscape. Here, the traditional
architecture and contemporary design cues are
intertwined to create a comfortable retreat where you
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can have a glimpse of the local spirit.

Also the design can focus on traditional
reinterpretations, even becoming a pastiche of
traditional design and decoration. This typology
embodies a quality and style that exceeds the usual
standards its guests enjoy at home.

For a hotel set in the landscape, the relationship
between construction (artifact) and the natural setting
has two approaches: the dissolution of the building
into the landscape or the antitheses between these
both.

The micro hotels, a particular category of hotels set in
the landscape, approach the prototype of the housing
unit. What is striking in these projects is the over-
exposure of the interior, a symptomatic concept for the
contemporary world, by means of large glass surfaces
which could easily alter the intimate relationship with
the landscape. Usually in this architecture, a poetics
of the “minor” architectural objects emerges and the
proximity of the sea enriches the poetics of ephemeral
dwelling. Thinking further of “Ecolodge”, definitely eco
tourism has a big potential for the future.

The main idea of a boutique hotel is to re-bond people
with uniqueness - a natural and sometimes forgotten
feature of the ambient. This does not imply a return to
the origins, but instead designing new moulds ready
to receive the existing guest’s roots. In this case, the
original is no longer arbitrary; it is carefully searched,
conceived, drafted and achieved.

So incorporating a sense of fun and fashion ability
into an accessible hotel chain is one of the key points
in order to create a distinguished hotel design. When
it comes to visual sophistication, the phrase “designer
hotel” signifies something subtler and more varied.
Either it's about creating a stylish imprimatur or about
reinvention of the entire hotel concept as a piece of
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art, it is reflecting the current elevated influence of the
designer as artist and cultural historian. | recall now
Jean Nouvel who is himself something of a minor jet-
set celebrity or Philippe Starck - one of the pioneers
when design turned exclusively towards elite - whose
hotels have become timeless icons with scenarios
that lift people out of the everyday life into a creative
mental world. Jean Nouvel just finished a new hotel in
Vienna which is creating a lot of attention.

We have to admit anyway that the best hotel design
is where the major design statement is made by the
exterior expression and envelope of the hotel building,
but this doesn’t mean that the interior shouldn’t follow
it through. Contemporary hotel architecture is marked
by a trend consisting of individualising and conferring
complexity to the spatial structure of the building.

The good architecture is definitely a strong criterion
when defining the quality in hotel design. The
mainstream hotels which are of course by far the
most usual ones will change in the future to a more
differentiated design and the local aspect will get
more importance into the projects.

More and more, the hotels are becoming a label of
distinction and prosperity - like in Dubai, Shanghai —
taking over the role of architectural icon of a city that
a cathedral, palace or museum has.

In European countries the focus is a lot on the interior
design, since the urban fabric is set, not a lot of new
buildings are developed and the interventions are
generally in existing construction. On the other hand
there are the “tiger economies” like Dubai, China,
India, etc. that have the opportunity to build new
hotels so the design process is focusing also on the
exterior layout. The main problem here is that you find
a big reluctance in daring new things from the owners,
landlords or hotel developers and often you get stuck

in the international mainstream. In order to come forth
and gain attention they use fancy features that are
usually meaningless gestures, incoherent and more
like a nonsense Las Vegas style. It’'s nothing about
reinterpretation or sophisticated contemporary design.
We should all understand the role of design itself as
central in defining, shading and colouring the diversity
of choices that a hotel offers, besides from the role of
a star architect or designer as publicity magnet. The
use of high technology equipment usually comes to
meet the client’'s needs and if the design has a strong
concept, the whole building can become a spectacle.
The special effects created by moving lights on the
exterior envelope of the building were the main themes
of the last years, but already became stale.

Neutral hotel chains governed by the laws of
comfort efficient services and offering a setting
that is mechanically repeated all over the world are
losing ground to a more selected and differentiating
treatment that offers new parameters of luxury and
glamour. This new trend is translated directly in
terms of design and architecture, which have become
essential values of the service that the establishment
offers its clientele, accompanied by a new style in the
stuff of the establishment.

Each project is unique and has to be capable to
satisfy our dreams and wishes, to be capable to
reproduce and to build places that provide the vital
connecting tissue between ambitions of the hotel
developer and the dreams of the consumer.
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Refuge for Adventure

Long before entering the world of architecute, | was
deeply attracted by hotels. When | was a child, a grand
hotel in Santiago caught my attention one day and |
stopped, marvelling at the greatness, brightness and
solemnity of the lobby. It was the first time that | was
aware of architectural space - the building seemed
murmuring all the time, peope of different nations
came in and out and men in uniforms greeted you at
the door with a bow. It was not a very common scene
in a remote country such as Chile. In my memory, the
space seemed like a performing venue with different
things taking place every minute.

Several years later, | am now an architect myself.
Everyday, | go back and forth between my apartment
and hotels nearby to take exersise as a ritual. It is not
by chance; | am keen on crossing the door and guide
people into the world of strangers, of travellers, or of
those who live an extraordinary life.

Nor is it a coincidence that | now start to propose my
third hotel project in my short architect career. Though
| can not decide myself what kind of project to design,
| am passionate about hotel designs all the time, in
which field | would like to try my best and win the
clients’ trust. From the years of a silly boy and till now
as an arhcitect, | succeeded in designing a hotel of
grand volume with diverse functions. The experience
of childhood contributed a lot and shared the same
imporatance in my present life. In Spanish culture,
guest also refers to people passing by the hotel, and |
think that just constitutes the soul in designing a hotel.
It is a given contradiction to balance between the
experience of adventure and home-like feeling in
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designing a hotel. Of course, the contradication can
be sovled by understanding a particular space and
then proposing an internationalised design. It can
satisfy the needs of guests. At present time, on the
one hand, most of the modern international hotel
chains exert themslves to offer guests with luxury and
noble experience. On the other hand, some hotels
endeavour to enhance the experience of place and
overlook the necessary international feeling.

The functional structure of a hotel should be simple
enough without a lot of vabriants. The real chanllenge
exists in the quality of space. Especially the details
in designing a hotel - the ethereal feeling of walking
on the carpet, the special atmosphere in the public
space defined by lights and the cosiness and comfort
given to the guestroom - should be addressed a lot.
In addtion, the size of the space must qualify the
corresponding standards and it is far from enough by
just satisfying the minimal standard area of functional
space. A hotel should ensure engough space for
guests to use besides the functional ones.

Usually, a hotel serves as a landmark in a city or a
tourist landscape, thus the external appearance of a
hotel should meet the expectations as a referrence
object. It means not simply replicating an international
style, but being endowed with distinctive feature.
Therefore, the background of the site and feeling of
the guests must be considered during the process
of designing a hotel. Nowadays, various advanced
technical equipments are commonly seen in a hotel
to attarct guests and at the same time the personality
of the site is being lost. As time passes by, the hotel

itself tends to be ignored. However, there are also
hotels that become milestone and exsit forever.

“Of course great hotels
have always been social ideas,
flawless mirrors to the particular
societies they service.”

Joan Didion
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Elements in Hotel Design
HIERITTTE

Designing a hotel is a privilege. In addition to meeting
a need for temporary lodging, the hotel offers a
gateway through which we may discover the city
or the neighbourhood where we are staying and
experience a different way of life. After all, the hotel
stay is an important part of what we remember about
our travels, and it contributes to whether we have a
positive memory of a city. Did our hotel give us an
extraordinary spatial and sensory experience?

The hotel designer’s goal is to do everything to make
life pleasant for guests and create as much impact as
possible for the length of their stay.

In general, we stay at hotels for two reasons: business
trips and tourist travel. In both cases, we find
ourselves at the centre of a city that is not our own,
and we usually get around on foot or by public transit.
This premise highlights why one of the most important
factors in the planning of a hotel is deciding on its
location and site. Another factor is the interaction
between the building and its environment, which
affects how guests will experience the city and its
activities.

When we design a new hotel, we try to integrate the
structure with the surrounding built environment by
taking inspiration from the neighbourhood. A few
elements will give it a distinctive flavour. The starting
point is to have a good understanding of its location -
the urban fabric. For an existing building, we set out to
transform it while preserving its charm. In both cases,
we emphasise the interaction between interior and
exterior — the dialogue between the hotel’s guests and
the street, the involvement in the bustle of the urban
environment from the hotel lobby.

A number of criteria must be considered in the creative
process. First, the premises must be welcoming and
comfortable. As soon as guests enter through the

hotel door, they want to feel safe, cocooned, peaceful.
It must be easy for them to understand where to go
and how to get there. This functional simplicity allows
for appreciation of the overall experience, as we find
our reference points and feel at ease. Then, the design
of the site must be exciting, remarkable. The result is
surprising. Textures, fabrics, materials, light, sounds -
all of these elements are an integral part of the design
and provide an experience for all of the senses.

The path to the room, via the lift and corridor, already
gives a feeling of decompression and relaxation
through the lighting treatments, finishes, and
acoustical qualities of the materials. The comfort
of the room is the hotel’s main asset, and often
its ultimate goal. Guests must be surprised by the
ambience, acoustics, bedding, bathroom fixtures -
all the small daily gestures that make the experience
unforgettable, so that they wish they were living at the
hotel.

The hotel site contributes, through the spatial and
sensory experience, to the feeling of discovery and
change of scenery that travellers seek out. The
beginning of the life of a new hotel has two phases.
During the first phase, guests choose to stay at this
hotel because they are intrigued and have come to see
it: it is a new experience. The second phase begins
when guests return because the hotel is welcoming,
comfortable, and friendly enough to live there. This is
how the hotel generates customer loyalty by creating
a human-scale design.

To make enlightened choices, the design firm and
its client must have a clear definition of the concept’s
orientation and be aware of the advantages and
disadvantages of each choice. For example, the
avenue of creating a “jet set”, “lifestyle”, or “trendy”
hotel implies an obligation to update over a much



shorter period to remain abreast of the style of the
moment and continue to surprise guests. These
designs have less staying power and require higher
investments. Another example is the apparent current
trend towards small rooms. This false trend arises
from the cost of acquiring land, the current cost of
construction, and the lack of availability of space. In
fact, everyone likes big rooms better! It is important
for the design firm to be aware and consistent with
the orientation defined in conjunction with the client.
Of course, practical considerations of maintenance,
repairs, and operational elements must be attended to
so that both guests and hotel operator have an optimal
experience.

In short, the location and choice of site is the most
important criteria for the success of a hotel project.
Then comes a unique and unusual personalised, sense-
oriented design. Finally, it is essential that the hotel
operator offer exceptional service to enable guests
to have a completely successful stay. The common
objective of the hotel operator and the design firm is
to surprise and please guests by giving the site a soul.
Space, horizon, beauty: human needs have not
changed, even though the technologies for satisfying
them have evolved rapidly. Our philosophy remains
simple: to design a site that respects its environment
and provides guests with an unforgettable experience.
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Hotel Boca Chica
Bf - FFBEE

Calista Luxury Resort
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Hotel Sun Gardens
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Hotel Altis Belém
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Garden Terrace Nagasaki Hotel & Resort
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7800 Cesme Residences & Hotel
YIHT K 7800515

Radisson Blu Hotel - Dakar

BimREEHE

Hotel Villa & Resort Luisa
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The Hilton Bandung
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Hilton Baltimore Convention Centre Hotel
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Hyatt Hotel
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Andaz West Hollywood
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W Hollywood Hotel & Residences
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Sheraton La Caleta Resort & Spa
ARREEXREERBEE
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Hotel 'Friend House'
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Southern Ocean Lodge
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