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The 100" Hilton Hotel in the Asia—Pacific Region Opened

<82

RERRESE

On May 2nd, 2013, Hilton Hotels Group announced its 100" hotel in
the Asia—Pacific region — DoubleTree by Hilton Hotel Sukhumvit Bang—
kok was opened. The operation of this hotel is important milepost
event of Hilton International in the Asia—Pacific region. In addition, Hil-
ton has more than 170 hotels in the Asia—Pacific region, 50000 rooms
are being prepared, and the present hotel brand portfolios are expected

to grow three times in the next five years.
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InterContinental Hotels Group Settled Its First Five—
Star Hotel in Jinhua

On April 19th, InterContinental Hotels Group which holds the largest
number of guestrooms officially carried its Crowne Plaza Hotel to sign
the largest city complex in Jinhua — Zijin bay. According to its intro—
duction, InterContinental Hotels Group spreads its hotels in more than
100 countries and regions, with 650,000 guestrooms and guest flow of
over 140,000,000 every year. The Crowne Plaza Hotel is the only five—

star hotel brand of Intercontinental Hotels Group in Zijin Bay.
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The Five-Star Radisson Blu Hotel of Carlson Settled in

Zhengzhou Tiandi Bay

Hantang Villas Tiandi Bay is based on the global vision and spends
nearly 800,000,000 Yuan to build the five—star Radisson Blu Tiandi Ho—
tel which is operated by Carlson Hotels Worldwide; Radisson Blu Tiandi
Hotel made an official sign on April 26th, which changed the history of
Zhengzhou without a five—star hotel. Tiandi Bay perfectly combines its
all-round supporting facilities with the quiet suburban area to create
the indeed noble living environment. Five-star hotels, large commer—
cial facility and high—quality education build the north villa community
into a living center. Villa community concentrated in one city brings the

North villa community pattern a new layout.
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“Chinese Maldives” Yunpin Hotel opened in Yunhe

On April 27th, Yunpin Hotel,
opened in Lishui Yunhe 1929 Plateau Tourism Resort. The hotel group

supported by Songcheng Group, was

is built along the water as an independent island, like a jewel set in the
vast water surface; all rooms are designed with the standard of Mal-
dives president suite with a cost up to 6,000,000 Yuan, which is cur—
rently the world’s highest investment on single room. Yunpin Hotel has
its personalized theme position, unique landscapes and anti—traditional
hotel concept and perfectly integrates with the world top well-known
hotels to will enhance the overall quality of Lishui tourism and open a

new mode of holiday hotel.
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Westin Sanya Haitang Bay Resort is to open in July

Westin Sanya Haitang Bay Resort, possessed by the Starwood Hotels
and the International Resorts Wenstin brand, as well as the first Sea—
side Resort in China mainland, is to open in July, 2013. Invested and
built by Sanya Minsheng Tourism Industry Co., Ltd., this five—star ho—
tel is located in Sanya Haitang Bay, adjacent to the largest duty—free
shopping mall in China. The hotel has 452 comfortable guestrooms,
suites and villas, and each is equipped with super viewing balcony. In

addition, the hotel also has an independent meeting room and func—

including luxury

tional space with a total area of more than 2,000 m?,

banquet halls and outdoor lawn.

EHBIEIOXRAELEE

MES BB ENRMRET, KEBIKHF

Mot Ak Z, “+ A HEEE
SEMBERLIEE B, EREERR
EXUEENEEANRTZ—, 2013 F, F

BENME. SZENTER ERIEE
HPHER IR,

28 %,

Qinghai to Add 9 Five-Star Hotels

With the increasing popularity of Qinghai, more and more foreigners
come there for tourism; during the period of “Twelfth Five-Year Plan”
in Qinghai will achieve double goals on the tourism industry, and the
construction of star—level hotels is one of the important multiplication
contents to realize. In 2013, Qinghai has 28 new-built or continued

hotels above four—star, of which there are 9 five—star ones.
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Grand Mercure Was Awarded the Most Popular
International Five-Star Hotel Brand

The world’s leading international hotel group and the largest hotel op-
erator in Asia—Pacific region — Accor recently announced that on the
Chinese Tourism Brand Billboard, Grand Mercure, a high—end brand
specifically tailored for the Chinese market, was named “most popular
International Five—Star Hotel Brand”. Chinese Tourism Brand Billboard
is sponsored by the China City First Media Tourism Alliance: the alli—
ance members come from many main print medias all over the coun-—
try, through independent, prudent and fair judgment, they will make a
selection of the most vigorous airline company, hotel operator, travel

bureau and tourism bureau in Chinese tourism industry.
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The Best British Boutique Hotel Design in 2013

Milestone Hotel Kensington in London is named the annually Best
British Boutique Hotel in 2013 by “Condé Nast Traveler”; it is classic
and luxury, located in a Vitoria block that is listed as the two levels of
protection of architecture. Every room, deluxe guestroom, luxury suites
and resident apartments have been decorated meticulously. In the col—
orful room, there are many customized textiles, antique furniture and
art treasures. Every room is given a subject style out of the ordinary,
such as Prince Albert, gentleman’s club, Princess Margaret, Matisse,
Henry*Wood, Princeregent and Buckingham Palace, which just look like

a small British history museum.
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Marriott International First— Quarter Profit up by 31%

Marriott International Inc.’s (MAR) first—quarter earnings climbed
31% as the hotel industry bellwether continued to record stronger
revenue per available room and higher average daily rates. Over—
all, Marriott reported a profit of $136 million, or 43 cents a share,
up from $104 million, or 30 cents a share, a year earlier. Revenue
jumped 23% to $3.14 billion, topping the $2.81 billion estimate from
analysts polled by Thomson Reuters. In the second quarter, Mar—
riott also predicted earnings of 55 cents to 59 cents a share, while
analysts projected 55 cents. The company also raised its full-year
earnings view by three cents to a range of $1.93 to $2.08 a share.
Shares were up 1.1% to $42.95 after hours. The stock is up 14%
since the start of the year.
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As competition intensifies, the facilities and equipment of the same star-rated hotel of

the same type are becoming more and more similar. However, brand is an exception. A

product can be imitated by competitors, but the brand is unique and a successful brand

is long-lasting. Therefore, hotels have to strengthen the brand personality to reflect

differences and highlight the competitive advantages. China's domestic management

company should expand their own hotel brand in various ways. Theoretical cycle got

researches on hotel brand for a very long time, and the relationship between hotel design

and brand management is one of the most professional topics.

Explore the Hotel Design in
a Branding Context

American marketing master Philip Kotler believes that brand is a name,
a title, a symbol or a design, or to sum it up, its purpose is to make
their own products or services that are different from those of oth—
er competitors. Due to the “can’t be touched” characteristic of hotel
products and services, hotel brand plays a more and more important
role in marketing management. Frequent travelers always choose the
hotel they understand and the hotel that suits them, that's also the

reason why the world’s brand hotels is in a growing percentage.

In the fast—developing Chinese hotel industry, the brand has become
one of the most important elements for tourists to make their deci-
sions. Today, there are more than 500 hotels of 60+ hotel brands un-—
der the management of more than 40 international hotel management

companies in China, still having strong growth momentum.

The Rise of Hotel Brand Connotation and Design

Hotel brand sometimes represents all the hotels of an Enterprise (Group),
and sometimes just one of them. There are two situations: first, in accor—

dance with the operation mode of the modern market, an enterprise can

010_Hotel”

buy another enterprise by investing, while retaining the original brand:
second, in order to develop different markets, different hotel brands are

established under a big brand to suit different customers.

For example the well-known Marriott Group owns more than 10
brands like Marriott and Renaissance, etc. which represent different

hotel concepts.

The form of hotel design began in the mid—1980s, from the world—re—
nowned designer Phillippe Starck, who can turn toothbrush into art—
work and TV into toy, and he involves in architecture design, industrial
design and packaging design, etc. The products he designed include
furniture, lamps, high—tech daily necessities, clothing, bags, food,
cars, everything. His design philosophy is: We have to replace beauty,
which is a cultural concept, with goodness, which is a humanist con-
cept. Respect for the environment and human is the important style
of Phillippe Starck. French President Francois Mitterrand had asked
him to design the interior of the Elysee Palace. A series of unique ar—
chitectural style designed in Japan made him a representative of the
expressionist architecture. In addition, Coll & ge de Paris and Bordeaux

Airport Control Tower are also his masterpieces.



In 1990, Phillippe Starck was invited by entrepreneur lan Schrager

to redesign the Paramount Hotel. From tables & chair in the lobby to
cabinets to the toothbrush in the bathroom, inside and out, all of them
are designed by Phillippe Starck. Staying at the Paramount Hotel is
just like living in Starck’s showroom. His fame and unique design style

made Paramount Hotel the world’s top design hotel.

Seeking Balance between Brand and Regional Feature

Hotel design as a subject of social science, matters to the cost of ho—
tel construction and operation, the success of investment and opera—
tion. A large number of problems could be found in hotel design owing
to investors and designers’ disrespect or ignorance of hotel planning

and design.

In countries with developed hotel industry, relative parties simulta—
neously participate in a hotel project in the starting stage, including
proprietors, investors, management companies and design studios etc,
which has been proved to be the most significant and ideal way for
hotel construction and operation with benefits as following: to propri-
etors and investors, it could avoid economic losses due to repeated
construction; to management companies, it strengthens the brands,
facilitating the effective management and operation of future; to de—
sign studios(designers), it could reduce blind design and focus more

on the construction of hotel taste and individuality.

Proprietors and investors’ decision on hotel investment, hotel brand

Relative parties simultaneously participate in
a hotel project in the starting stage, including
proprietors, investors, management companies
and design studios etc, which has been proved
to be the most significant and ideal way for
hotel construction and operation. It will reduce
designers’ blind design and focus more on the

construction of hotel taste and individuality.

and management companies is related to their self conditions and the
prophase investigation; the expansion of brands is normally consistent
with the strategic layout; designers are required to seek the balance
point between both, and to organically connect the brand characteristic
to regional features. Hotel conceptual planning is expected to strictly
satisfy requirements of relevant laws and regulations, reasonably and
economically meet hotel-specific operating demands, fully reflect the
orientation concept of hotel, and integrate the hotel individuality with
surrounding environment. It is significant to see the non-alterability of
form and function in hotel operation, and planning design as the es—
sential factor of hotel value. Thus hotel design companies are general—
ly qualified for their international perspective, rich project experience,

multi— interdisciplinary consultant teams of hotel conceptual planning
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The trend of localization in hotel design is
significant for comprehensive understanding of
the relation between brand and design. Hotel
design shall pay respect for the national and
regional customs, culture and history, satisfying

the demands of public and visitors.

and design. They will coordinate the demand relation between hotel
management and hotel design, and present conceptual planning of the

proposed project with forward looking.

Hotel Design Highlighting Brand Culture Transmission

Different from planning and design of industrial and civil architectures,
hotel design is a professional system composed of overall planning,
design of unit building, interior design, hotel image design, consultant
on hotel equipments and supplies, study of hotel development trend
etc. Hotel design aims at bringing lasting profit to investors and pro—
prietors, and it is realized through meeting the needs of customers.
Some designers view hotel as a single type in disregard of customer

diversity and different management systems, due to limit of under—

standing. The realization of hotel brand will help them further and

comprehensively understand the essential characteristics and inherent

law of hotel design.

Architecture is an art and band hotel shows its infinite charming from
the humane and historical classicism accumulated during its establish—
ment. The renowned brand Hyatt was not eminent until the opening of
its new hotel in Atlanta, USA in 1967. The grand building designed by
John Portman contains a large atrium, transparent sightseeing eleva—
tors and revolving restaurant on the top floor, all of which becomes the
iconic design of Grand Hyatt hotels as well as the imitation sample of
other hotels afterwards. Hyatt hotels all around the world reflect their
unique pursuit of architectures and hotel environments, which could be
viewed as the cultural transmission of Hyatt. Grand Hyatt hotels show
not only their unique design but also their luxury, like marble, upscale

glass and distinctive lighting etc.

Marriott hotels pay more attention to regional culture in sense of vi—
sion. They are successful in the integration of regional culture in their
design. They functionally show their minute and delicate service, i.e.
offering customers the best comfort as they can: maximum rational—
ization of hotel functional layout, appropriate ratio between guest room
quantity and public area, rational process and no excessive decoration
to service more business guests. Ritz Carlton hotels tend to be tradi—
tional, using woodworks, chairs, sofa and carpets in vintage pattern to
provide comfortable and elegant sense. Their furnishings are with his—

torical connotation.




