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Bedding in to the

hotel business

Set to offer an extra 16,000 rooms by the end of this
year, England’s hotels are booming. There’s plenty
there for architects who understand the market

Words: Josephine Smit

Above M by Montealm on London’s Old Street, where rooms are ‘teched up' in anticipation of its

‘Silicon Roundabout’ clientele.

This year started with the opening of the
InterContinental Londonat the 02 on Greenwich
Peninsula, z hotel boagting more than 450 rooms
ity, pillar-free ballroom. Before
2016 is over, almost 7,000 rooms look set to be
added to thecapital’s hotel stock, including Ron
Arad's 156-bedroom Nobu Hotel in Shoreditch,
with its cantilevering Cor-Ten beams, sharply

anda 3,000 cap:

angled concrete balconies and printed glazing,
Hotels are big business for the UK and par
ticularly for London, where around 90, plus ex
tensions, are in the development pipeline, The
UK may not have major sporting events on the
horizen—1like the 2012 Olympics or 2015's Rughy
World Cup — to pull in visitors, but the sector
is still healthy and looking to a host of factors,
from major conferences to heritage attractions,

Lo keep future travellersresting their headson |

its plumped-up pillows. Asaresult, Londo
tel capaci
over the next three years, passing the 150,000
room mark inZ01#, according toresearch by the
capital's prometional body, London & Partners,
and hotel intelligence specialist AM;PM,
Outside London, capacity looks set to grow
by 9,000 rooms this year and more than 13,000
in 2017. The picture across the country is
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Both inside and outside the capital, it
is the budget end of the market — covering
everything from hostels to more stylishi but
still affordable ‘Dudget luxury' hotels — that

is booming. AM:PM's listing of the top five UK
hotel groups by number of rooms in 2015 in

cludes the well-lknown names of Premier [nn
owner Whitbread, Travelodge and Accor. Sorme
3,000 budget rooms are under development in
London for 2016 —around a third of roomsbeing
delivered. Looking furtner ahead, the appetite
for budget accommedalion remains strong, ac-
counting for half the reorns scheduled for 2017,

The science of selling sleep

Big hotel groupshave a reputation forbeing de-
manding clients, putting a wealth of research
into product and service, and then transiating
thal inlo weighty and sometimes quite pre-
seriptive guidance for their design teams. "The
hotel sector is very exacting, acknowledg-
es Russell Potler, direclor of SODA Architects,
which worked on the recently opened Green
Fooms in north London (see overleaf), But he
points outthatthereisagood reasonfor thatfo
2

‘That's because ultimately they're selling
sleep and that's a precious thing. People might
only be staying one night, so the hetel has to
get it right or those visitors won'l corne baclk!
Hotel business is driven by a metric known
inthe industryasrevPAR - revenue per availa
ble room, which influences not only how afacili
tyisoperated, butalsowhat goesintoadevelop
mentat the start, “Whernwe rolloul hotel plans,
the key questions are how much are you going to
spend on a room, and how much are you going
to get out of it,’ says Katrina Craig, chief execu
tive of ¢

nsultant Hotel Solutions Partnership.

'In general the big hotel brands are becom-
ing quits restrictive, particularly at the budget
end where they want to guarantee a hotel can
be delivered on budget,’ she adds, but says ar-
chitects shouldn't see (hat as a constraint.
‘Designers have to be better at understand-
ing how the hotel uperates. They need Lo be in
tune with how service musl be delivered, she
says. Features such as view corridors and com-
binedreception desk/bar unilts canbe essential
where there are mulli-tasking receptionists, for
example.

When The Montealm Luzury Hotels group
cametodevelopitsfirst UK hotel, M by Montealm
on London's Old Street, in Shoreditch, the client
wasin sorme respects typlical of the industry in
its approach to the project. ‘They had a mag-
ic number in mind of around 200 rooms,’ says
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Murray Levingon, partner at architect Squire
and Partners, which undertook the concept de-
sign, working with executive architect Splus.

The design eventually provided 269 rooms,
in a 23-storey tower that has become well
known for the optical illusion presented by its
distinctive exterior. Hackney Council wanted
the hotel to stand out from the crowd, and the
client also fully understood the benefit of in-
vesting in architecture. ‘It was their first new
building - their other London hotels were re-
furbishments,’ Levinson says. ‘It was agreed
thatthe budgetallowance would behigher than
forastandard building, and the client wassup-
portive of spending more.’

Rooms at the Shoreditch hotel are larg-
er than average and packed with technology,
including touch screen controlled underfloor
heating, and lighting and curtains that can be
managed viaatablet. Tech isbecoming increas-
ingly important, says Craig. ‘The size of the ho-
tel room used to be synonymous with luxury,
but we're now seeing highly specified hotel
rooms commanding high rates.

If you can't beat them...

Online travel agencies and the sharing econo
my have played a significant part in changing
travellers'experiences,and the hotel offer.“The
riseof online transactions has meant that more
companies can operate without being part ofa
big brand,’ Craig points out.

Home sharing is now significant in the UK
travel market, with Airbnb reckened to have
around 30,000 home listings in London. ‘Home
sharing has presented both challenges and

CATERING FOR CREATIVES

When Green Rooms in Wood Green, north London, opened the
doors forits launch party, there was the kind of queue you would
normally see outside a nightelub, This is the latest arvival on
the capital’s budgel hotel scene and it is bringing creativity to
the sector in a very different way.

Green Rooms provides low cosl accommodation that tar
gets touring artists, actors, musicians and other performers,
Billed as a social enterprise, the nol-for-profit hotel offers a
budget stay with a stripped hack style. The project was found-
ed by social entrepreneur Nick Harbwright, working with Kurt
Bredenheck, the founder, creator and former owner of the
Hoxton Hotel, and has been supported by Harringay Council
and the Greater London Authority.

Spa treatments and luxury services are nol on offer al
Green Rooms, but there is a vange of sleeping accommodation,
including a dormitory and 22 bedrooms, alongside a calé, bar
and restaurant, and a third floor space dedicaled to events,
ranging from performances to art shows. All are housed in a
1930sart decoaffice huilding formerly occupicd by the council,

The makeover from office to hotel wascarried out by SODA
Architects on what director Russell Potter describes as ‘a
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Above Marriott's Moxy brand, targeting younger
travellers, is a new offering to the UK market.
1

opportunities,” says a spokeswoman for the
British Hospitality Association, *More people
are travelling because they can afford to, so it
has expanded the market. But what's always
been of concern is the health and safety issues
around the sharing economy. A large part of it
is invisible.' Some businesses are said to be con-
sideringresponding by listingtheir ownrooms
onsharing websites, whilein Aprilchain Accor
wentastep further and acquired onefinestay, a
luxury serviced home rental platform.
Bigbrandsarealsolearning from thesmall-
er, independent businesses that have brought
individual style to budget city stays. ‘Hotels
are differentiating more between travellers
and what they want. They are now even more
consciousof design,’ saysthe BHA spokesworn-
an. ‘There's scope for the bigger groups to have
distinctive brands within. They are think-
ing about how they can have quirky bits.” For
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example, Marriott is bringing its new Moxy

brand, which targets younger travellers, tothe

UK, with a 200-reom hotel under construction

at Aberdeen’s airport. ‘These are hotels with a

design focus, tech-enabled rooms, bigger pub-

lic spaces and fresh, cool design elements,' says’
a Marriott spokeswoman.

These are the kind of features that have be-
come associated with brands like Ace Hotels
and The Hoxtor. Their emphasis on design,
lifestyle and comfortable communal spaces for
coffee, co-working and clubbing gives them a
personality and a local connection that the
larger chains have traditionally lacked. There
is a clear appetite for something different, says
SODA Architects’ Russell Potter, ‘The pricrity in
a hotel used to be a good bed and a hot shower.
Now younger people are interested in the big-
ger picture, the chance encounter.' The innova-
tions of the smaller independent hotels might
just be helping the sector ags a whole rise to the
challenges of the sharing economy. @

KEY FACTS

Total rooms in Londen in 2015 139,880
New rooms due to open in London in 2016 6,970
Increase in openings on previous year 4.9%
Total raoms in the regions in 2015 472,850
New rooms due to open in the regions in 2016 9,210
Increase in openings on previous year 2%

Number of visitors expected to the UK in 2016 36.7 million
Increase in visitors on previous year 3.8%

ridiculously low budget'. Given the circumstances, Potler says
1hat the conversion approach was ‘to do a soft strip and then
see what we could work with. We were quite reactive.’ Luckily,
the suspended ceilings concealed such delails asa slained glass
shylight and ornate plasterwork, while carpet tiles hid mosaic
tiling, parquet onthe ground floor gnd oak floorhoards at upper
levels. Other finishes are necessarily low cost and simple -
0SB partitions, painted concrete floors, exposed brickwork,
expressed services - although money has been spent on add:
ing acoustic insulation between rooms, “That's something you
wouldn'l expect in a hudgel hotel. We've tried to do relalively
few things well," adds Potter.

The designis complemented by mid-20th century lurnituee
and fittings, as well as new pieces from fashion-to-furniture
brand Folk, With the price of a bed for the night starting at

* £18, visitors could be queuing,

Top left Green Rooms' pared-back aesthetic
offers discreet luxury at affordable prices.

Left Basedin Wood Green, the Green Rooms
refurbishment of an art deco office is a cut-price
extension of the successful Hoxton Hotel brand,



