iates

O
O
D
7
<
O
C
S
0,
m
L&
O
L

H

m I ¥ ®H R

B

&

i

graph

ono

M

I

#

&

i

X




EH#Em4% B ( CIP) &

Rt E
4, 2003.1

o/ BRERESE. SR URBMFERALK

(RIBBEERT)
ISBN 7-5331-3285-8

I.&...

v, Tu247

I.f... . fRE-BRRIT—XE-BE

.3-64

b E R A B BIECIPEEZF (2002) 50910925

K U B 5 R 5
"It R E A
IH BER

H R

R

EP Rl & -

WHRBEHEAR MBI

Moit: FEWERELES

BE4%: 250002 EBiE: (0531) 2065109
3k www. 1KJ.com.cn

B i 4 sdkj@jn-public.sd.cninfo.net

WARMFRARH R
M FETE&BEL6S
HE4: 250002 BiF: (0531) 2020432

FHRBIEHESEERAA
HAb: M T & ohAR B 3885
B 4%: 510405 BiF: (020) 86578290

I HRBER AR A
#uk: ;N R X T HE TR X K BEE 14
BE4%: 510650 =BiF: (020) 87789270

4.
FF A 990mm = 1200mm 1/16

Enak: 14

F#: 100F
MRk 2003418 £ 1AR 5 1K EN A

ISBN 7-5331-3285-8 TU - 133
Efr: 220.007T



Hotel Design Monograph

Hotel Design Monograph Series features a collection of
top internationally reputable interior design firms
specialized in the hospitality industry. Each monograph
is dedicated to one firm illustrated with the most recently
completed projects.

This series gives a comprehensive account of the diverse
approaches in terms of style against different types of
hotels to include urban business hotels, boutique hotels,
resorts and mega-hotels.
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Hotel Design Monograph

Hotel Design Monograph Series features a collection of top internationally reputable interior design
firms specialized in the hospitality industry. Each monograph is dedicated to one firm illustrated with
the most recently completed projects.

This series gives a comprehensive account of the diverse approaches in terms of style against
different types of hotels to include urban business hotels, boutique hotels, resorts and mega-hotels.
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Horst H Schulze

President and CEQ of The West Paces Hotel Group ;
former Vice Chairman, President and COO of The
Ritz Carlton Hotel Company

Horst H Schulze,
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The interior design of a hotel bears great importance as it gives the first impression
to the customers. It is this initial appearance of the hotel coupled with a level
of comfort that can give a positive lasting impression to the valued guests. If
the early impact to the customers is favorable, the potential in having them
returning to the hotel is much greater. The hotel business is about repeat business,
therefore a good and successful interior design is vital in nurturing and ensuring
guests in having a sense of revisiting and reliving the experience generated at
that particular hotel. A successful hotel is one that has created an image in

terms of its own look, design and feel.

The success of HBA is very much due to their responsiveness in not only bringing
their own thinking and expertise to a hotel project, but also willing to listen
and work to the objectives of the operator. Due to their global experience and
network, they have this unparalleled ability to create “a sense of place” fusing
local culture into the design scheme giving individual characteristic and flavor

of the hotel unique only to that particular place.

The early design of hotels was based on the grand traditional European hotels.
With the growth of the industry, hotels have been making adjustments in response
to the market needs. The hospitality industry is moving away from the standardized
design of a brand image in terms of design. The prevalent trend emphasizes
more in providing an influence of vernacular style for one hotel at that particular
location and yet without foregoing the quality service of the brand that is maintained

throughout the chain irrespective of the locations of the hotels.

It is indeed pleasant to observe the hospitality industry which is becoming more
responsive to a customer-orientated market rather than overly dictated by the

hoteliers themselves in the past.
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HBA/HIRSCH BEDNER ASSOCIATES is credited with revolutionizing the practice
of hotel design as a professional discipline and for thirty-seven years has continuously
been the acknowledged leader in this field. As creators of an industry HBA
has set the highest standard of excellence, not only from a design/functional
standpoint but also in terms of owner profitability and operational ease. Having
successfully completed well over six hundred projects in fifty countries, HBA
has garnered a ubiquitous knowledge of the cultural, financial, geographic and
programmatic requirements involved in designing world-class hotels and resorts.
This expertise is applied not only to five star luxury resorts and hotels but
also small boutique hotels, convention hotels, casinos, cruise ships, office building
lobbies, retail public areas, service apartments, timeshares, casinos, sports and

health clubs, freestanding restaurants, entertainment centers, and private residences.

With 8 international offices, HBA employs over two hundred design professionals,
with offices operating in Los Angeles, Atlanta, San Francisco, Hong Kong, Singapore,
London, Milan and Dubai. In all of HBA's designs, it is critical that the work
reflect the character of its location as well as be appropriately suited to the
market in question. FEach project begins with local research, i.e., cultures,
customs, ecological highlights, local competition, availability of local goods,
suppliers and manufacturers. Thorough research ensures the best price with
suppliers in virtually every country and with six offices worldwide HBA has
the ability to successfully complete projects of all types in all locations utilizing

a global network of capable suppliers.

Additionally, there are three affiliated companies under the HBA umbrella:
PSL, Graphis International, and AGI - specializing in purchasing, graphics,
and art buying/procurement. PSL offers the service of purchasing agent, where
the owner of a project can expect the highest level of manufacture and installation
of furniture, fixtures and fittings, all within budget and schedule restraints.
Graphis International creates comprehensive image packaging by integrating
logos, signage, stationery, uniforms and guest amenity products with the incerior
design. Finally, AGI Art Group International offers art consultation and research
services. AGI's dedicated art specialists also handle the acquisition, commission,

cataloguing, and installation of art, including accessories.

HBA considers it a great achievement to have developed strong working relationships
with highly prominent clients, who continue to enjoy the excellent quality of
HBA's design.
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Founder and CEO of Hirsch

Bedner Associates
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An interview with Michael Bedner by Bernard Chan

Q: Let’s start with a very simple question, how did it all begin 37 years ago?

A:

Horward Hirsch re-defined the role of interior designers as more than just
decorators. HBA began as a pioneer in space planning, cultural attunement
and guest experience. Howard invited me to join the firm while I was still
studying architecture. As a matter of fact, many of the principals of the
firm are architects by training which aides in HBA’s ability to create innovative

projects with the purpose and function of the space in mind.

: HBA is the market leader in the hospitality design industry, what made it

successful and distinguished it from the other firms?

HBA grew with their clients. As the hotel operators expanded globally and
diversified their portfolios, HBA extended its design to new regions and
new hotel brands around the world. To best service its clients in a global
arena, HBA grew beyond its Los Angeles headquarters with offices in San
Francisco, Singapore, Hong Kong, Dubai, Milan, London and Atlanta. HBA
strongly believes in three guiding principles - always do the best possible

job for the client, learn and grow from each experience and have fun.

: Let’s talk about the design approach, what are the key essential aspects that

influence the design?

: HBA always gets involved in cach project from ground zero. Together with

the architects, HBA will work on the plan of the design to meet the objectives
of the clients. I am a great believer in “form follows function.” The plan is
the key to the success of the hotel - one must have a vision of how the hotel
is to be used by the guests. Having said that, no matter how good the design
is, the hotel can only be successful if it is provided with excellent service

from the operator.

HBA has the great advantage in working with a vast number of internarional
architectural firms and is therefore able to contribute our knowledge in hospitality
design. The resulting interior architecture is therefore able to sarisfy the.
requirements of the hotel down to the last details. The thinking process
initiates with the perception of the overall space and continues to the doorknobs

in making the experience of the hotel exceptional.




Introduction

i

I

0¥

1)

bl

. WY
s

=

GHREF@E, BNAREARBERITHER, &
EMiEEL, ENMERITHEEHBE, BRIk
BMMiEit, EEADHEMEENNE. IH®2
BIOAMTLAEEXMTLR, BAFTEUREXH
FlngitARMER. HINBAHE3THE, Mboutque
BIE . BESBEEHXEEE, MELRITH.

ATEMTFEE, THUHBEEEXRENTX,
HEEGHEERNBR, FAIZHERSUE
B2 S5, ERFEITHAE, MEERUFERY
L, BREEMNE?
REARFELEFAENEBEERR. RTAAHA, B
EEABRENREN, RALHRITRE-TRX
HER.

MINARTREZIH—MHHESE, BRARMHR
BREEZSBHEEGZRER?

REF, BBRARERNREIU, ERREHEAKE
M. BR, BNEEZIENFXE MR, B
MREETAESFHARE, MEHBESER, gL
BEMEMNER. FEAMBEERT, BETRS
FrER, BERTEZEZAMN, AHBUERHR
REE. BINTBAZ-AZ%E, RABRNNE
WEEBHEALE, SHKIE.

AN

In many ways HBA’s involvement in a project, not only brings expertise in
hotel design, but also experience in space planning that affects the hotel’s
profitability. This is the reason why we are the largest firm in this industry
with a proven track record. HBA prides itself as being on the cutting-edge
of hospitality design. We currently have 73 projects on the drawing boards

from boutique to mega hotels and chic urban spas.

: Over the past decade, there has been a strong demand on hotels to be individualisrtic,

hence boutique hotels have been mushrooming everywhere. Do you think
this will continue? And are we secing a softening of brand images in terms

of expected decor?

: Isincerely hope so. I'm glad to see hotel brands moving away from a standardized

look, creating unpredicrable designs that surprise and impress the guest.

: Do you think there is a tendency of the market moving more towards contemporary

hip over the traditional style?

: Bravo, | am an advocate for contemporary design, after all [ am trained as a

contemporary architect. However we must be contemporary without dating
the design in the latest trend that could become trivial in a year. A lot of
people are making fashion statements on hotel desigri. At HBA, we challenge

ourselves to create innovative designs that will endure.
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Hotel Company 72| Starwood Hotels & Resorts Worldwide

Architect#i0% |Nichols Brosch Sandoval Architects

It is rare for a client to issue a directive to be as imaginative as possible in creating the design for
a landmark horel, and then give the freedom to do it. Yer, that was the directive issued by the

developers of the new Westin Diplomat Resort & Spa in Hollywood, Florida.

The HBA team worked closely with architect Nichols, Brosch, Sando;fal to provide a contemporary
yet slightly exotic interior design that complements and enhances the high-tech architecture. Taking
a cue from the building’s ‘window on the water’ orientation, HBA designers created an environment
with fountains, imaginative water play and a grove of palms that helps bring the beach into the

hotel entry and lobby arcas in dramatic yet playful ways.

Using a distinctive mix of stone, exotic woods, hand blown and cast glass and metal, Warm, welcoming
and festive public spaces were created. All of which are noteworthy for the very high level of
detailing. Throughour the hotel guests will find distinctive design elements such as the ‘wave-
like” ceilings, custom chandeliers, and dramatic sheer drapes that play against the sheer waterfalls,

as well as a sophisticated lighting scheme, classic contemporary furniture and a serious art collection.



.
-




FREHBARNEDLY, SHLWHETREBENHEDNTENS
£ Hollywood Prime2@E WD EEE, WItIRNEARTERAE
WE, — I OABHRBAED R ESREE B ILHN 2 SAEEADE
A, HA-MEBMEAENRA.

EETERAGHNESLER, hELHEENRIES. FAMNL
EHEETUETRAOEE, REBASERTHINRBEDHHT
ARE. BRAE AR, MURASta0dS BT ENKE. &
#RAEBL (four—Fixture bath) AZ, BIAKT, BEHE.

ﬂﬁyﬂ @“i‘)\l‘l

Lobby Lobby Entrance

Vibrant colors of hand-cast glass tiles are used to provide a fresh, airy look in Cafe, the three-

meal restaurant. In Hollywood Prime, the popular specialty restaurant, the designers used datk
wood Plantation shutters, a 20-foot high velver drape and a dramatic ‘masculine’ bar and wine -

display to crate 2 warm and clubby feel.

Guestrooms offer spectacular views of the ocean, as well as interesting interior views of the rooms 4
themselves. Guests can sit in the tub and look through an interior window at the room’s comfortable.
contemporary mahogany furniture, custom designed case pieces and Starwood’s signature heavenly

bed. Each four-fixture bath offers upgraded amenities and high quality finishes.
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Lobby Lounge
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Level 2 Plan
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Lobby Bar
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