* dep_ > d=p > d=p_ > d=p_ > AP _* d=p_*_d-p_ > _ d=p_+ _d=p_ > _d-p_ >

'Rob

robbreport.com.sg

October 2013

>Up

\ WHERE T0 DESIGN

YOUR DREAM CAR
WHAT GOES INTO THE

BEST CUSTOM-MADE

HERMES’ NEXT BI@
HOLIDAYS?

THING: RECYCLING

SINGAPORE'S OWN
SAVILE ROW

THE SECRET BEHIND
KRUG'S PERFECTION

.-I .. .. -i
-y _
i .
- ._
| -'-r_. L e ; *‘
X -_'.' - ] T P
¥ 1 4 r - - %
Il'll J
. J i [
"-' + ' ’,-‘
'* 1 ‘,é- r, e .
] w I Iag N

e
“.,

ASURE OF BESPOKE
: | {?gaﬁﬁ

IMUSICCONCIeree.

BESPOKE SOUNDTRACKS FOR BRANDS & SPACES



B I T €I T I T €T €T I T I T I T T < T < T I T I T €I T €I T > EICT EICTIEICT >EICT >E<B

-

—
-

Robb Report - Issue 11

R

SESC T I
| €I I I

—
il
—
-

23K

—_—

il
-
e

D€

—
S

-
SEIC T DEIC]

—

-
—_

—

e

—
——

DI
| I S

>3

—_
A
—
=

I

—_—
| -}

l

s
~

SEI[ >EC

23

—
[-—
b

TR Y TETFTT R, ¥ i

€ 3

-
il

-
| S

—
—

o I

e

g

—_
—

—
i

2 >

S
il

I

—
il

SEIC

—
|-

SEIC L ST SEIC I I T DI EIC L EDC T < I DT 43T >3]

' conceptsaims totackle that thorny
conundrum. Appealing to each of
the five senses. these spttialised
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enterprises and offerings strive to

hotels these days. So separate theirclientsand properties

what makes one five-star property  from the pack and, by doing so, turn
really stand out from the crowd? your next hotel stay into one worth

A slew of emerging services and writing home about
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SIGHT

hl]lp H]au‘k“'l']] 11:1:-& Elij:'-’ii‘tl n

sOoIme lil]t" ]luh"].‘i uruullll lhi

w{.:rl{]. ]mt Ilit" SOrry state ol

their library collections always
upset him.

“We believe we can do better
than this.” he'd tell the management
teams of these hotels, and with
those [lighting words created
Ultimate Library. His plan: to
assemble hotel libraries that wpt‘uk
to a hotel’s locations and the lypes
of clients it attracts.

“For :'-.'quznplu'-. the novel Daniel
Martin, }r_\; L]-r:-]'m Fowles, has for
me the best l.lt‘hLTi}}tilHl ufllriﬂin;
down the Nile. so I read it when |
wWas on tll-t‘ \llt You can 5;}1*1111 d]l
tl;r}.' and night ]nnl\inj_’ tor fiction in
Egypt, but youwill never get Daniel
Martin_It can f..!Il]'_'»' ]}r_‘ n‘.]iﬁuﬁ'rn'il l"ﬂ.
word of mouth.”

H]th']\“'t‘” examines i;'_)u[' l\.t'\

iy mmﬁ -l
mﬁm LL I

e -

Ultimate Library assembles book collections
that speak to a hotel's locations and
the types of clients it attracts.

components when curating a

hotel ]ihrar}' - location. customer

demographic, average length of

stay, the hotel’s brand values and
its interior {Lﬂi;n.

“The r'lj_',ht hooks should ht in
with the location, the decor and
match the aspirations of the hotel’s

customers. A ]ihmr}' for a hotel

IMUSICCONCIeree.
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in New York, where guests olten
checkin |;}I'jl.l‘+{ twoor three Hi;_:lll'-v..
Ilhif_{hl };u.' ]ll_"ti"."_l.' on i}l.ui‘t T'_'n' LHI{] 5]11 i
stories, whereas an Asian resorl
where guests stay Ilibl‘i_:_[{'r will stock
more challenging tomes
Blackwell u}ul;:trﬁ a collection

once or tkﬁ'it't" d YOdar, S0 even l"i'i'h:";i'l

guests will r.\'.}:-rri-::ur a fresh

il

lihrurjr_ Costs run from USs2.000
2c00) for a small lll}rur}’ to
UUSs2z 000 lor a Iur‘u_v resort.

Fur 1"-'1‘[‘}' llt'.-h'l t.'ﬂ“t“t'lili’l!] 1t
curates, Ultimate Library donates
d ]ihrar}' to a local i_'t."-lll!llutlil’_‘-'
of the ln_-lui-l'r:. 'li_'lll'__lit'l"' = ur:.l_ld”}' dn
educational institution.

In addition to ensuring hotel
guesls are better read, “we hupr
that we will be remembered for
having contributed to improving
the educational opportunities
l;'rr numerous }H*n}}lr Al*ﬂ!.l!l{l l]h'

world”. www ultimatelibrary.co.ut
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HEARING

{"r].‘l \"IH'_H,I i‘a 1 ‘il’“.'t.'l‘-lllt-t_'ﬁ‘éf‘l]

music fanatic. The Londoner
has worked as a disc jockey

and a music j{:rll[‘llu]iht_
But it wasn't until he started to
spin at events held in ]11.\;111‘}' hotels
that Wood understood how little

thml;‘;ht thev put into their ph}']iﬂﬁ,

This eureka moment inr-;pirrtl

hif“ 10 set Hi] .\Ill!‘élli_' {11_':],'}:_']'1_"1";\'-‘

d  company that assembles
prrm:.al'm]iat'-ll plu}']iﬁth- The modus
ope randi is straightlorward: Wood
'LiII{i Ili‘a team htu}' al a h(.‘l[lﬁ']. ASSESS
its character and interior design,
and see how staff use the space.

Hj.- u.nnpi]:n;_{ these
t‘lh?-;-:'r‘l.';ltit.llt*-;. l]ll"}' Hlilt}l l*-'"*‘._‘.l"Tllt‘I‘
IMusic concepls that suit each of the

]lulr] s areas ;md IS ¢ n-rru” llln.‘m ll}'_

Using content management
software and hardware, Music
[*{-Iu_'iq,'r:r' .1]5;“ CNsures t]ltll t_.lii..i.t'n-
OV 'I'!!"n. }I\! 'l:i (lt‘t ;lilr; ‘-‘.Hl.‘h as consistent
volume levels and playlists being
activated at the right time 4.'.:!'1.14}'.
are taken care ol.

\Ynul.[ siresses Ih-.!i t]lt'r'r.' are
no formulas or trm}}iuh'x, because
hotels. even those in the same ¢ il}'.

Vary in thEi!":it'hT il[ld -;Hldil'lll.'t'.

Take for instance the Caribbean.

\\'}li'rt' tlllﬁ' t'{'lll'li}illl'.'h' l]d.“w t'l it'llt"é. 'I‘]tt‘
I",’;jii!‘l'l liLlH d lli‘h'f"l"‘hl' IMusSI il] L'Llh ure
-with genres such as roots reggae,
I'i_.lt.‘k?ill_*tt{h' LlI'll_] l’.]u}} regpae.

There is also the need for a

Music Concierge
assembles playlists that
suit each area in a hotel

and its overall identity.

progression of sound lhrr_:u_-_;]lu._mt
the {1-._1_\.'_ so that the music r.]u:'inj_:
51_111]1;11111111; hoursdiflers from that
Eml;i}'rt] at the bar at night or during
a beach barbecue.

In Asia. Music Concierge
works with hotel companies such
as Jumeirah, Swire and Como.
IF'or £2,000 ($4.000) or more per
year, Music Cone lerge promises
each ¢ ompany a soundtrack that is
customised just for them.

As Wood ;;I;:j.-!'nllj.- imh it:
“Making the world sound better is

i tu” HI'IL.'I'.]JI.H mnn'lu :c]‘_'.‘ ]1;1.& t-:-tlu

3 |
i, www musIiCConcierse.co.ur
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[ASTE

he trouble with t".;ﬂill;_‘! at a

hine restaurant is that you

11511:111}' have no idea how
the culinary genius manning the
l-.ih‘]lt't‘: [H't‘]hil'{'{] lhr lllh‘]l. Die
Kuche (German lor The Kitchen).
the restaurant at Palais Hansen
Kempinski in Vienna, remedies
this }u'nh]r.':n with its rt'\'t_;llltiulmr}'
Version ”[, lht“ '-.-]UH.\.' ]\ilt]lt'!l or
L-hrﬂ l;_'l]}ll‘.

In this restaurant, guests don’
jllhit sit near the chel and watch
II]III Ilrt'[mrt-' l}‘u-‘ lii!‘-ill"'*:: l]ll."}' acl as
sous-chefs in waiting, assisting in
the preparation.

The set-up, the first of its Kind
In any hotel. rt_'p]h_'utrr; the Ltj.'mlt
and ambience of a home kitchen

-I.lll‘l't" are two l:llllt'ﬁ ]Jj.‘ the
cooking stations. with each seating
si1x lto t'-l'j_{ht [n-:_ri:[r- (_}nl}' those
w]lt..n ll;n*r 111‘.}”]\%.‘11 tiu*!-;r_' t.tmm ﬂ'i]]

rxp-:‘rirn-:r this uniqut- "i.-aiml\in-:,

Diners can watch the chef
prepare their dish and assist
in the preparation as well.

class”. Guests are t'tb;l_n'yh‘d Lo
mingle and ]n-lp the chef (think
ull}linl 45 lllt‘ ]1‘1?&'[:‘_ Ill;i}‘]}t' saute
some mushrooms or finish a
seared salmon. The premise works
rema Fl\:lll!*_'u' well.

As }'a}u‘rt“ '.'-it‘iltl.'ll al []11‘ tuhl{' -

\\']liL']i 1s next 1o {li‘;lllii}' L ;lhjllt't"i

IMUSICCONCIeree.
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filled with heavy iron skillets,
cookbooks. Mason jars, and small
china cups, bowls and saucers -
you often find }'m":ur.ﬂ;t'-” 1'-11;1ttir:_-;1
with the chef'a few metres in front
of you as he’s u.'m!.in:_? 1.':';_*1*[.1111{'5
or extracting mnm*thinj_: from the

fridge. It’s easy to forget you'e in

arn t‘"]t.';_;;.lrll 15 2-1room lmlr] jllﬁt L'IHI

the Danube. And il you still can’t
*«.'ll*-'.}‘.u"ll{l disbelief, there’s a r;}n*t_‘i;ll
thrill when the chel of this high-
end boite is u‘]lippi:‘x; cream 1n
front of you and, in mid-whip, asks
you to pitc h in and hinish the job.

You might, for a few fleeting
seconds. feel like a rock star. or
]:n*ltrrj.'rt. ad rrlu.-hriljc chel.

The restaurant opens for lunch
and dinner. and this experience

1S av Llil;l}}]t' t-UI' I]i'.'ll]'l Hll‘il].’ﬁ,
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SMELL

{'all the senses, smell triggers

l}'n' most intense associations.

Scent, ;u'-.'t'-rl_iinl;_‘h to Simon
Faure-Field, of Singapore-based
u.'r'rll'.iu.lll;lnu.'}' I':rilm] leut-.';}x 1S l\r;'j.'
to nmkin; clients *-.5'1-.11{1 more time
in commercial, retail ;llu]]u::r;[:il;i]it}'
environments.

[Iiﬁihin d ]n the work of Danish
brand guru Martin Lindstrom,
Faure-Field decided to combine
hl:lll!lil ;11111 scent (o sel :.'nrp{:ur;'zh-
entities apart from each other when
he moved to Asia in the late 1990s._It's
this practice ol scent management
that makes Iﬂillml Str..;li-;}' a little
uncommon. Most Ilmr]\-.'lin;
budgets focus on communication
that u;;pt-—ulh L0 our eves, vel olten
our decisions are based upon what
we smell” says Faure-Field.

Concocting the right scent for a
property can take several weeks. “We

meet with the peneral manager and

OKE <

Smells serve as geographic touchstones and
the right scent offers a sense of place
as well as creates a welcoming environment.

his management team todiscuss and
refine how the hotel’s brand can be
translated into music and fragrance.”

[ﬂquu] Strattt_';_{j.' then formulates
an il[t.‘l]lil}' statement; ['ui:tl"nli-;l]
scents and genres ol music are
t]t"‘-'t']lll.‘u'{] on tl}ul h'.if-ii*i_ ;HH] }}t‘i;.}n

long, the hotel has a sensory

IMUSICCONCIeree.
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idrnlitj.' " as Faure-Field calls it.

Equu[ Strategy oflers off-the-
shelf fragrances and can also cralt a
client’s bespoke aroma from scratch.
The ompany works with aGerman
fragrance company called Drom to
customise l]'n." sCents.

Smells serve as _f_j_t.'rr_-_"ruphiu

touchstones. and Ifqu:tl Strategy
1s sensitive o ensuring its
l.J.i,‘i;‘r-II}‘ﬂ"@ creale a sense t.:ii. E}LIL‘#Z'
and a welcoming environment.
While scent branding isn't new -
Westin Hotels & Resorts started
ill'[l'l.}[]lhill__'_‘ Its \Y}lllt' *lit‘;l scent
in its I]rli}}'l*rtit"h ol llf'l. ;le 400 -
its mmportance 1s beginning to
gain traction. “We hupr businesses
realise that SENSOry ]Jr;u‘nlin;
IS every bit as eflective as more
conventional marketing,” Faure-

I;il' ]'[.1 ll'. "._'lil Fes. Www E’GUI:E"'TEFr O
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Visitors are encouraged
to walk barefoot
on sensory trails.
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introduce Earthing, a way for

f;:l.l!."ﬂtfé o reconnect “‘ﬂ]l t]]i‘ nl!’l]l
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via guided barefoot walks, strolls
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rr-;l'rih-]n.-in:t]n-tmmt emolive | can ;mm:]ith- in to the resort and | through labyrinths, Knripp walks
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of senses. touch is }1ru:ah;1m\‘ the then check in). T‘A'.‘l]l\in;_: in cold water }:n_;n_:]al, and
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one least rxp]t:-n-d by hotels. Guests begin their Six Senses | outdoor meditations in various
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Six Senses Hotels Resorts Spas plans | sensory sojourn with the airport | settings. These measures may
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