
Dosg for he hosptoHty
o' the fùurc fu-uriel  protogo ~t
In conpoHson
This was the title of the event we cargcanised in July cat Tricolore Design Hub, v`dicla-
gue' full of inspiration and new perspectives, much appreciated by a qualified
audience cf architecture firms, designers, contrcictors and companies

The speakers, Maurizio Naro, President of Federalkaarghi Milano, Lcdi, Monza and grienza,
Maria l=lite No,tari of Augusto Cantract, architect Chiara Caberlon and Stefano Rieolé of
Planetaria Hotels, moderated by Giaanpietro Sacchi cf P©Ll.design, gave an overview of the
I-actellerie we,rld„ with its shortcorriings, demands end strengths.

As Maurizio Nero says, "everyone has their own version of what the future of the hatellerie
should be. I have one, and you have to take into account that I am used to competing in e
city like Mil,an, which w€s the first to see the overbearing entry of the big internetional chains:
there are 30 chains there, a number that, outside Milan, is perhaps reached by adding the
chains. in Rome, Florence and Venice.
This hes meant that the whole ind'ua3try has to compete with brands that use very aggressive
design studios, to invest and to raise its quality, because the international customer, espe-
cially since the Expo, wants quality, does not want conforrnisrn. All the "hard brands' are
moving towards en crffer that proposes something new that, within the eerYre brand, is repe-
titive because this, especially among the Z generation, is the demand: to find something that
strikes, something that is Instagrarnnraable, because the user wants to be at the centre of
an iconic scene.
This has led to investment, to dialcogue with arçhiteets, perhaps not speeialiased in hotels,
which leads to the difficulty of combining the functionality required by the hctelier with the
architect's idea of interior de_eign, especially in the confrontation of two strong personalities,
such as the hotelier end the architect.
The future of hotels? There are around 30,000 hotels in Italy, many of which are in need of
renovation, but one wall they often hit is the generational changeover, which often has diffe-
rent objectives: those who have more traditional ideas clash with those who want to bring
something new, not so much in the aesthetic field, but in terms of services. Eervices that
are scary, because they need staff and, since the pandemic, this hes become a very irrapnir-°-
tent issaJe.
This is to Gay that 30,000 hotels means having 30,000 hoteliers, who have 30,000 diffe-
rent ideas: the hotel is e complex rnechine, the aperatiran of which must be perfectly known,
and above all, the designer must know the hotelier and suceeed in convincing even those who
still maintain: but we have always done it this way' that the improvement and adaptation to
the guest's requests, leads to an improvement in economic terms as well. Fnrtunetnly, the
generational change has started tc give a push in the right direction.
Chiara Cafaerlon, an architect specialising in hotellerie, endorses Dr. I*.lara's assertion that
the clientlarchitect relationship must be one of trust and based on e shared clojective.
'I specialised in hotels because I fcFund interesting, multifaceted topics in this sector, with so
many themes to expleare each time: each project is different and special and the search for
the special has become spasmodïc.
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Every hotel wants to be different and to, be
so, it is necessary to create narratives, a
story telling that supports, at a commercial
and marketing level, the designer's idea
because, in the end, the project must be
sold, told. The hotelier and the designer are
indivisible and cumplementary, end their colla-
boration must lead to the serne result, which
is that customers are happy, satisfied.
Fundamental in e hotel is the fluidity of the
spaces, as well as the fact that the offer is
not exclusive to the structure, but inclusive.
that it includes and attracts those who come
from outside, that it is e poleirieing element
not only for the guest who sleeps, but den,
for those who live near the hotel and fre-
quent it for other reasons, Thie also leads to
the revaluation of areas of the city, also shif-
ting investment, because the hotel makes a
deatination'.
Maria Rita Notar, founder of Augusto
Contract, talked about who the general con-
tractor is, a perhaps somewhat lesser-known
figure.
As a general contrator, and we have the
presumption to say that we are the first
general contractor, net because we ere the
best, but because we introduced our general
contracting business to the, food service spa-
cen, particularly for the restaurant chains
that were emerging and we made Itelien cho-
colates, the right sandwich, poke houses,
these worlds known in this environment, to
which we presented purselvee as those who
do both construction and plant work, and fur-
nishings.
What, distinguishe's us from our ccimpetiters
is the fact that we do not design the format:
we are the ideal partners of the architects,
with whom we have grown up, Sometimes we
are called upon by the client who has his own
architect, to whom he had entrusted the for-
mat of his chain; other times it is the archi-
tect who contacts us, wanting to 'free him-
self' from all those activities that concern
adherence to deadlines, coeta...: once a spe-
cificaticn has been defined, we take charge of
the site and take care of maintaining the
agreements made and whet has been coun-
tersigned,
We make executives, we don't draw up plans,
so we work closely with the architect who is
sometimes a little leaG expert in the field of
catering and bare (the sector in which we
were born), but more 'strong' on the emotio-
nal image that the restaurant must give: we
make it functional, and the close relationship
with the designer has made us grow, particu-
larly in the world of catering.
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We also approached the world of the hotel
industry, because, thanke to collaboraticne
with designers and managers of chains, we
entered the 'Cumbol world. It was a wonder-
ful experience, We realised three of tleern,
taking care of the ccmmon parts and those
dedicated to catering, and reception".
Stefano Riaulib, Brarid and Development
Manager of Planetaria Hotels, told us about
the hotel today.
"The hotels in the Planetaria Hotels chain are
different from each other, because each one
has to follovv the trends and needG of the
customer.
There are so many characteristics that a
hotel must have, which are related to the
theme of repetitiveness, evolution, manage-
ment.
Evolution: novvadayG we are movin,g more end
more towards the spirit of the place, so
when it cornee te hotel chains, if a new hotel
opens, it must remember the chain, but
above all the spirit of the place where it will
rise, paying close ettenticin to how the world
has changed and the demands of the custo-
mer.
The hotel chain concept of RD yeers ago has
been correpletely overturned: not ell structu-
res have to be the same, nc matter where in
the world they are built, but each one hes to
have cheracteristics of the place where it is
built end of the user who will use it, always
with an eye towards functionalite.
Fundamental is the spirit of the place, the
genius ioni, to be balanced with the trends
end neede of the epacee, which must be so
special that they remain in the memories.
For a new lectel, some of the points to keep
in mind are to maintain the historicity of the
property, in the case of renovation, to crea-
te the story telling appropriate to the place,
to understand how the structure can fun-
ction, to imagine what the customer might
want in that structure, the management, to
try to anticipate trends.
Another very important iesue to take into
account during the design phase is manage-
ment, i.e. how the structure is to be maintai-
ned over time: the structure that opens
today, what will it be like in 10? And this
depends on how it is designed, the materials
and suppliers chosen, and also for this rea-
son the hotelier must understand that his
work and that of the designer run on parallel
tracks, with the same objective".

Special thanks &IBC go to the sponsoring
companies Geberit, Unopiù and Wall&dech
and to Tricolore caRign Hub.
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