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Onver the past several years, seciad me
dia presence has become a necessity
to amast every consumer-facing busk-
ness. The hotal industry is no excaption
and it shows with consistently innova-
tive secal media campaians aach year.
Read besl-in-class axamples of socal
ppications ranging from Facebook
and Twitter promotions 0 reputation
management practices as chosen by
our media experts
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Of undisputed origin Green essentials

The rise of culinary tourism, an increasing interest in locally Hoteliers incraasingly arg investing in comprahansiva sustainability
sourced food and beverages, and an appreciation for craflsman mil@tives that banalil bath tha plane! and bottom line, taking new
ship has maore puesls searching for “authentic™ FEB oflerings. stralegies lor water and anergy usage, food and supplas sourcing,
Cooking classes, brewery tours and expeditions to local farms green censtruction and waste management all into account

are popular, but even lime-strapped busingss travelers appreciate Besides just being positive PR, operators find the consicerable
coffee from a reglonal roaster ar a locally produced craft beer savings clearly justify the expenditure

waw twrng con Oenterny TS 1



Embracing auth U
/ \pays dividends and it's
}};‘%f_'ék to dabble or dive in.
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art Spoorenberg, general manager,
Il Salviatino in Florence, Italy,
hosts a popular truffle-hunting
expedition led by a local certified
truffle hunter and his dog. “Guests
want to take something with
them—a skill or a great memory,” he says.

~ Therise of culinary tourism, an
increasing interest in locally sourced food
and beverages, and an appreciation for
craftsmanship has more guests searching
for “authentic” F&B offerings. Cooking
classes, brewery tours and expeditions to
local farms are popular offerings, but even
time-strapped business travelers appreciate

coffee from a regional roaster or a craft beer

produced at a brewery down the street.
“Hotels are smart to partner with local
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artisans, farmers, wineries and chefs to
offer interactive culinary experiences and
programs,” says Arlene Spiegel, restau-
rant, retail and hospitality consultant.
“The guest will certainly give the hotel
credit and the experience will add value

_to the guest’s memory bank.”

Authenticity hasits challenges, though.
For example, inclement weather can damp-
en the truffle hunting expeditions at 11 Sal-
viatino, says Spoorenberg. Chefs sourcing
food locally are at the mercy of weather and
local farming trends, and off-site culinary

tours can have complicated logistics.

However, collaborating with local
artisans and producers can streamline the
process while creating strong relationships.
Because return on investment can be tricky

for some “authentic” programs, F&B
experts advise starting small and looking
at resources already within the hotel.

“Maybe your serveris a hobby
photographer and can give the greatest
walking tour ever. Or if you have a small
garden, start cooking with herbs grown
onsite,” says CoreyNyman, director of
operations, The Nyman Group. “Look at
ways you can promote your city. If coffee
is roasted locally, display the beans. If
lavender grows nearby, feature it in your
dining room.”

However, some guests still crave the
familiar and it can be challenging to
straddle the line between authentic and
old reliable dishes.

“As much as we want to take guests
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on a journey with our sense-of-place
approach to food and drink, we also
understand that some people want to stay

firmly in their box,” says Philip Mahoney,

vice president, food and beverage, Carl-
son Rezidor Hotel Group, Brussels. “We
have to respect this and just encourage
them to take little steps.”

“Even traditional American items can
have a local touch. A cheeseburger can
feature a local cheese and the grass-fed
beef can be sourced from a local farmer,”
Spiegel says.

Whether a small touch or grand
gesture, F&B programs embracing
authenticity by being true to their brand
and their location are reaping praise and
loyalty from travelers.

F&B: AUTHENTICITY
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authenticity, the menu is only
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Focusing on the "farm” expe-

half the equation. ] =B rience, the restaurant features
“The design of the interior is afull-display kitchen that
what can add authenticity to the engages guests’ senses before
restaurant,” says Dana Kalczak, — they even taste the food.
I

vice president of design, Four
Seasons Hotels and Resorts. “Capturing
that unique sense of place can be achieved
through regional construction methods and
traditional colors, indigenous woods and
stones, and local artwork.”

Perched high in Banyan trees in the
Maldives, Nest
atPer Aquum
Niyamaisa
tree-house
restaurant that
wows guests
with its dramat-
ic jungle setting
and authentic
Asian cuising,
highlighting
seasonal
produce from
the chei’s own
island garden.
About 20 feet (6 meters) in the air, dining
“pods,” are connected by wooden pathways
and accessed by spiraled staircases.

While the Nest team faced challeng-
es—including how to getfood up and down
those staircases (a dumbwaiter saved the
day)—ROI has been strong and the space is
always booked, says Chef Jayadi Suwito.

Whisper Creek Farm: The Kitchen atthe
JW Marriott Orlando, Grande Lakes, serves
food sourced on the resort’s 7,000-square-

Alfresce dining atrustic tables adds te the ambiance at Whisper
Creek Farm: The Kitchen at JW Marriott Orlando, Grande Lakes,

Rustic wooden tables and a
commissioned mural of the farm itself add
to the homey atmosphere. A bell rings at

5 p.m. to start dinner service, evoking the
memory of a mother ringing a bell to call
children home for dinner.

Even small design touches can tell the
story of a hotel's
city or region.
“I'm a big
believerin using
§ local potters or
ceramicists,”
says Corey
Nyman, director
of operations,
The Nyman
& Group."You

| don’thave to use
all their dishes,
buttry incorpo-
rating a piece or
two—mayhbe serve from a greathowl by a
local potter. People get excited by this.”

“The Larder concept is designed to have
layers of locality, artisan artwork and
design on top of core design features,” says
Philip Mahoney, vice president, food and
beverage, Rezidor Hotels. "This will be seen
inthe new Radisson Blu at Accra Airport
where Ghanaian design and tableware will
shine through, eschewing the more ohvious
international vanillas one might expect.”
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