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FROM THE EDITOR

Carriage and
Character

YOU NEVER GET A SECOND CHANCE AT A FIRST IMPRESSION. This adage is
especially true when applied to a guest’s experience at a hotel. The first time she
walks into the lobby, the moment he opens the door to his room, the view from
the window—those moments will color a traveler’s entire stay. Hoteliers know
this, and every single one of them wants to put their property’s best foot forward
when welcoming guests for all types of stays.

In this issue of LODGING, we explore how hoteliers use design to
communicate to their guests exactly what their properties are all about. The
feature story, “Renovate, Remodel, Restore,” spotlights five hotels that recently
underwent massive renovations. Whether updating a historic building with a
modern design or repositioning a property to better perform in its comp set, the
hoteliers LODGING spoke with offered a wealth of insights and knowledge that
can be applied to properties across all market segments. These five properties
have transformed their look, and convey a carriage and character that attracts
the eye as well as guests.

T also cannot talk about character without mentioning Montage
International CEO Alan Fuerstman, who is featured on this month’s cover.
With Montage, Fuerstman has developed a portfolio of sustainability-focused
luxury properties, proving that the two concepts are not mutually exclusive.

By focusing on creating hotels that provide an experience he would want

from a luxury property, then incorporating sustainability initiatives that
complemented that vision, Fuerstman has truly married the two concepts, and
was recently honored with the Environmental Media Association (EMA) Ongoing
Commitment Award.

As you look at what your property offers, and what you want it to offer in the
future, think of these hoteliers and how they approached all that they accomplished.
I know you will find their stories interesting, helpful, and inspiring.

(AL
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comfortable but highly
personalized and lower key.”

CEQO, MONTAGE INTERNATIONAL

DESK

NEWS, IDEAS, AND INSIGHTS

Why Not Both?

ALAN FUERSTMAN PROVES THAT
SUSTAINABILITY AND LUXURY CAN PROSPER
TOGETHER IN HOSPITALITY BY ELLEN MEYER

ALONG WITH HONOREES INCLUDING NEW YORK MAYOR
MICHAEL BLOOMBERG AND ACTOR NATALIE PORT-
MAN, the hospitality industry’s own Alan J. Fuerstman
was a recipient of the Environmental Media Association
(EMA) Ongoing Commitment Award. Fuerstman, who is
founder, chairman, and chief executive officer of Montage
International, a luxury hospitality management company,
received the first-ever EMA Green Seal for Hospitality
for his company’s sustainable hotel and resort develop-
ments, which include the Montage Beverly Hills, the first
ultra-luxury Gold Cer-

" ps ified hotel i h
Ifound traditional g o
IUXUI'Y too pretentious Green Building Council’s
and Stl.lffy for the (USGBC) Leadership in
. . Energy and Environmen-
upcoming generation of ) pegin (LEED) and
luxury consumers, who  Montage Deer Valley,
seemed to be IOOkng the ﬁrs.t LEED-certified
resort in Utah.
for an elegant but more Fuerstman recently
understated approach described for LODGING
to luxury—one that is his path in the industry

and why he says, “Luxury
and sustainability can be
synonymous” and “Car-
ing for our guests goes
hand in hand with our
commitment to caring
for the environment.”
Fuerstman’s own involvement in the industry dates
back to high school, when he was a part-time doorman
at a Marriott hotel in his New Jersey home town. During
summer vacations and after college, he continued working

A1LAN J. FUERSTMAN

FRONT

at Marriott International properties.

However, it wasn’t until he deferred

graduate school plans to take the position

of bell captain at the Rancho Las Palmas

Resort in Rancho Mirage, California, that

he decided he was in the industry to stay.

“That was when I really fell in love with

the energy and excitement of the business and decided

to make a career of it.” He completed Marriott’s manage-

ment training program, and began his ascent through

that organization in a variety of roles across different

properties, before moving to I'TT Sheraton, where he

rose to the position of managing director of The Phoe-

nician resort in Scottsdale, Ariz. He accepted his last

employee position when Steve Wynn offered him the

opportunity to open the Bellagio Casino & Resort in Las

Vegas as the hotel’s vice president of hotel operations.
Bitten by the entrepreneurial spirit while working

for others, in 2000, Fuerstman left the Bellagio and

formed his own management company that focused on >
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O WISE WORDS

At the first ever ALIS Women's
Networking Breakfast, industry
leaders offered advice for wom-

— reinventing luxury for a new generation
of guests. The result was Montage Hotels
& Resorts, which officially launched in

this business with initiatives that are good
for the environment.”
Fuerstman stresses that sustainabil-

2003. “I found traditional luxury too pre-
tentious and stufty for the upcoming gen-
eration of luxury consumers, who seemed
to be looking for an elegant but more
understated approach to luxury—one that
is comfortable but highly personalized
and lower key.” These guests, too, he says
generally have a greater appreciation for
the environment in that they are attracted
to properties with a sense of place. An
example would be his company’s Kapalua
Bay property in Maui, where its popular
lei-making and ukulele lessons share “the
aloha spirit” with guests.

However, recognizing the necessity of a
sense of place doesn’t negate Fuerstman’s
sense of responsibility for the environ-
ment. He traces his commitment to
combining luxury and sustainability to a
challenge more than a decade ago by eBay
founder Pierre Omidyar, who is a friend,
business partner, and outspoken advocate
of environmentally responsible business
practices. “He asked me, ‘Can luxury and
sustainability coexist?’ I took that as a
serious challenge and wanted to incorpo-
rate that into our business and lifestyle.
We should be able to operate profitably in

GOOD ADVICE

ity and luxury are not at odds with one
another—quite the contrary—and that it
makes sense to design and operate hotels
in a way that incorporates green practices.
“We made it just a part of how we conduct
business,” he says. “It influences design,
construction, and operations.” Fuerst-
man depends on Mark Slyman, director
of Technical Services & Sustainability

for Montage Hotels & Resorts, to guide
the process, noting that minimizing the
impact on the local community through
building construction practices involves
everything from sourcing local materi-

als to selecting materials with recycled
content and recycling construction waste.
Putting in place operational policies,
procedures, and equipment that use
environmentally friendly products, and
require less energy, he adds, also results in
positive returns on investment.

Furstman says leading by example in
this regard is paramount and crucial to
engendering widespread buy-in. “When
such practices become a priority with the
leadership of a company, they become a
priority within an organization, just like
any other initiative.”

MONTAGE INTERNATIONAL FOUNDER, CHAIRMAN, AND CHIEF
EXECUTIVE OFFICER ALAN J. FUERSTMAN HAS THESE SUG-
GESTIONS FOR IMPLEMENTING AND MAINTAINING SUSTAIN-
ABLE PRACTICES THAT ENGENDER BUY-IN FROM EMPLOYEES,
THE SURROUNDING COMMUNITY, AND GUESTS:

START WITH A COMMITMENT FROM THE TOP. “Making it work
depends on the leadership and ideas of associates at all levels, but it starts with the
CEO. When our associates see we are concerned and share in their passion for the

environment, it encourages the kind of creative thinking that gets results.”

CREATE AN ENVIRONMENT THAT ENABLES PASSIONATE
ASSOCIATES TO TAKE THE LEAD. “The environmental impact com-
mittees at our hotels have led to success in landfill diversion, environmentally aware
purchasing practices, and methods that reduce water consumption and the amount

of chemicals used in our laundries.”

MAKE ENVIRONMENTAL RESPONSIBILITY AND STEWARD-
SHIP PART OF YOUR BRAND. “We don’t do it for marketing; we just think

it’s the right way to operate a business. Still, we have been really excited about some

of the recognition we’ve received.”
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en trying to move to the next
level in hospitality.

“Create your impact. There
will be people along the way
who will help support you, but
it's ultimately up to you. You
control your own destiny. Do
not wait for someone else to
create a path for you.”

KRISSY GATHRIGHT
EVP & COO, Apple Hospitality REIT

“Know yourself. Know your
strengths and weaknesses.
Get feedback, and work hard
to get that feedback. It is not an
easy thing to have people give
you feedback, and it's not easy
for people to give feedback,
particularly when it's construc-
tive. It is so critical as you find
your career path that you know
where your strengths and
weaknesses are.”

LEENY OBERG
EVP & CFO, Marriott International

“Build relationships. Attend
conferences like this. Network
not just with women, but men
as well. | also just believe that
you can't achieve success on
your own. Make sure you're
working with successful peo-
ple, positive people.”

JAGRUTI PANWALA

Owner & President, Wealth Protection
Strategies, Treasurer, AAHOA
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