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Hotels turn to star-powered F&B

ABOVE Aighitani
Resort Walkiki Beach
will effer two venues
from celebrity chef
Masahary Morimolo

LEFT: lage Barces Is the
F&B headliner at Luma
Haotel Times Square in
Wew York City,

concepts to attract guests

Bv Nicole Carlino
Munaging Editor

NATIONAL REPORT—Gone are the
days when going to a hotel restaurant
meant business travelers in rumpled
suils ordering unappetizing burgers
and lnckluster fries, You can still order
a burger and fries, of course, but today,
that burger is more likely to be gour-
met and the fries will be trufile, gadic
or parmesan—ar, perhaps, all of the
above, This even rings true for proper-
ties below a luxury price point, More-
over, that burger is more likey to be the
creation of a celebrity chef.

Cwer the vears, hotel bars and restau-
rants have evalved to become a place
to see and be seen—guests and locals
alike wse them as meet-up spots, ready
for conversation over eraft cockinils and
appetizers made with locallv soureed
ingredients. And —thanks to the Food
Wetwork and like-minded shows on
other channels that bring world-re-
nowned chefs direetly into the home
culinary experts that also happen to
be household names add star power to
hotel venues aiming for experiential.

It's no surprise, then, that celebrity
chef-driven restaurants are opening in
hotels all over the word.
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“There has been a renaissance in hotel
dining as of late. Chefs and restanm-
teurs have combined forces with some
of the top hoteliers in arder to up the
ante and create relevant and innovative
dining options. Having a top restaurant
within a hotel helps add to the overall
experience for hotel goests” said Patric
Yumul, president of the Mina Group, a
San Francisco-based restaurant man-
agement company led by award-win-
ning chef Mirhael Mina. “In the past,
locals would shy away from hotel res-
tanrants, but now it has beeome a place
that drives value within the eommunity
and provides a place to connect.”

“Peaple want fresh, they want local,
they want creative,” said Rob Roh-
inson, gencral manager of Waikiki's
Pacific Beach Hotel, which is under-
going a $115-milbon redevelopment
to transform into Alchilan Resort
Waikiki Beach. “That's become the
expectation, especially in destinations
like Hawai where there’s such a great
culture to celebrate.”

“The hotel dining expericnee has
evolved immensely over the past 10
years, Originally, botel restaurants
were more formal, and now guests are
lnaking for a more approachable setting
where they can socialize,” said Kate
Martin, general manager at Luma Ho-
tel Times Square, a boutigue NYC hotel
that is currently accepting reservations
for next month.

Thase two identifiers —boutique and
New York City —make an elevated F&B
presence a must, which is why the hotel
partnered with James Beard Award
winner and Tron Chef, Jose Garces, “As
an operator, a celebrity chef appeals to
both in-house guests as well as the local
community. 1 we're able to drive locals
to the restanrant, it makes it much
mare attractive to guests staying at the
hotel becanse they also want to feel
like an mn-the-know New Yorker during
their travels,” said Martin, “There's also
a sense of familiarity and intrigue with
a celebrity chef such ns Jose Garees,
Guests are much more savvy now and
thev're looking to travel for the *dining
experience’ now more than ever; we
definitelv see this trend continuing,”

Martin noted that the hotd wanted
to “create a beautiful and intriguing
space within our hotel that both locals
and our gnests wonld want to experi-
enee.” Ortzd, the offering from Garees,
brings a taste of Spains Basque region
to New York, according to Garces. The

chef continued, “Ortzi focuses on dishes
cooked in a eemueela, a traditional terra
cotta bowl, which reflects the overall
feeling of a rostic warmth von find
through the restaurant. We also have
an adjacent bar with sgnature cock-
tails and a robust §panish wine pro-
gram 50 that whether vou are a visitor
or a local looking for a quick respite or a
full meal, we've got you covered.”

Marlene Poyoder, general manager
of the Waldorf Astoria Chicago, which
recently partnered with the Mina
Group for two dining venues— Petit
Margeauy, o patisserie on the labby
level, and Margeaux Brasserie—noted,
“Both luxury travelers and locals alike
expect an approachable experience,
as well as a more formal choiee, Cur
Waldorf Astoria Chicago residents and
Giold Coast neighbors can anticipate to
he impressed and impreas when din-
ing in the sophisticated comfort at our
two new Michael Mina restaurants
opening in late spring... The restau-
rants will combine the culture and feel
of dining at a Parisian cafe with el-
evated French cuisine utilizing locally
sourced Ingredients.”

Poynder cited evolving guest expecta-
tions as a reason to partner with the
Michdlin Star and James Beard award-
winning chef, Yomul said, "Margeaux
transports guests to a classic brasserie
that you would find in the city of lights.
We celebrate alove affair with French
cuisine. I really is a perfeet match,”
Poynder added, "Our compet itive ad-
vantage is this 1s Mina’s first Chicago
restaurant and the only celehrity chef
within a luxury hotel in the historie
Gold Coast featuring two French-in-
spired restaurant concepts.”

For Alohilani Resort Wakika Beach,
which is heing designed to pay homage
to Queen Liliuokalani and Hawaiis
rich cultural heritage (the property
resides on land formery held by the
Geen Lili“wokalani Trust), a dining
experience that complemented the
hotel's new approach was a must. Two
new Asian-fusion restaurants—both
from Iron Chef Masaharo Morimoto—
are being developed: Morimoto Asia,
which will serve as the signature res-
taurant that integrates Western and
traditional Asian ingredients; and Mo-
mosan Waikiki, a more casual dining
experience with yakitori, ramen and a
widle variety of small plates for lanch
and dinner, along with a tropically
landscaped beer garden.



“Forus, the resort isa by Geller Partners, teamed up el story, and the waters of Hawaii but one who will focus on loeal
brand new projeet. but it's with the Mina Group. *Unit- i A peeri are a natural tie in,” be said, ingredients—like those found

also a brand new name, a ing our brands, both known for noting that the property hasa in Hawaii's waters. "That story
new hotel,” said Robinson. maintaimng high standards, Robinson also highlighted that  280,000-gallon oceanariom, we'ne going to be telling is a
“We looked at a partnership  will resonate with our simi- point, “Thronghout the resort, which will reinforee that story. pood match with what he's try-
that would reflect the brand  lar demographics conveying v Lo Morimoto is a Japanese chef, ing to accomplish,” he said. HE
we're trving Lo create, Plus,
Morimoto’s caliber is where
we needed to be as far as
operating at a high level; it's

r reputable brand.”

S0 how do hotels navigate

the fact that the property
has its own branding—
whether it has aflag or is l l
independent, it still has s aw =
own acsthetic—and celeb-

rity chefs—hy virtue of who

they are—also have their

own branding? The idea

is complementary, but not
too similar. “It's important
to treat the restaurant as

its own separate entity, but
also as @ synergistic partner
with the hotel,” said Mar-
tin. “With Luma's central

location and Jose Garces'
celebrated cuisine, our
main goal was for Orizi bo
feel like a place where New
; rswiould want to dine
regulary and Luma guests
would want to expericnce
when they visit the dty.”
Keeping the individual
in mand is key, Yumul said,

er who is the guest? Who is
staving in the rooms? Who
is in the community? What A team of hotel industry leaders, a leading-edge deal

do they expect? What do : : "
u;thl:ﬁu:f;:id Md: G:r matching technology platform, and an expansive reach with

goal is to creabe a restaurant 21 offices coast-to-coast to serve your needs.
that 15 relevant to the local

commmunity and becomes o

gathering place, while also

extending warmih and hos-

pitality to the hotel guests.” I ' SVN | I O I | L E
Rohinson agreed. “In
-._.--"""’

looking at the Hawadis
market itsdf, about 80%
peaple who travel here come
from Japan and America,”
he said, noting that the
Morimoto brand is very
strong in these two coun-
tries, “lt made a lot of sense

v i partaecalio™ ™ Contact Sanjay Mundra, CEO today to discuss how we can serve you.
Accordingto Poynder, the L= (919]) 789-5215

overap of the brands was
i mand when the Waldorf

Astoria Chicago, owned 05 dy ik
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