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Continues to
reinvent itself
with May debut
of Edition NYC

Nancy Trejos
USA TODAY

When Ian Schrager, the pio-
neer of boutique hotels, and Mar-
riott International, the pioneer of
big-box hotels, joined forces to
create a new luxury lifestyle
brand, industry insiders called it
an odd coupling.

Nine years later, the hospitality
giants are on the verge of opening
the fourth Edition hotel, this one
in the landmark Clock Tower
building overlookmg Madison
Square Park in New York City.
Nearly 20 more are on the way.

The Edition New York City’s
debut on May 12 is the latest ex-
ample of Marriott shedding its
reputation as a creature of habit.
In recent years, the Bethesda,
Md.-based hotel company has in-
troduced new brands that appeal
to travelers looking for a more
unlque hotel experience. ’

1TS a company tnats out tnere
doing a lot of things and a lot of
initiatives and not resting on its
laurels,” Schrager says.

The largest hotel chains in the
world have had to reinvent them-
selves to appeal to modern-day
travelers who want the perks of
loyalty programs but don’t want
to stay at a cookie-cutter hotel.

They've done so by creating
collections bgf independegst hotels,
acquiring boutique brands or cre-
ating their own lifestyle brands.
Starwood recently introduced
Tribute Portfolio, a collection of
four-star hotels. Hilton last year
announced it would create the
Curio collection and introduced
Canopy. InterContinental Hotels
Group bought the Kimpton Ho-
tels and Restaurants boutique
brand. Hyatt unveiled Centric.
Along with Edition, Marriott has
created Moxy and imported AC
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The new
hotels
appeal
“to
young-at-
heart
travelers
today
who are
looking
for some-
thing
quite
fresh.”
Tina

Marriott’s global
brands

Hotels from Spain.

“These are brands that I think
can be quite disruptive in their
space because they are appealing
to these young and young-at-
heart travelers today who are
looking for somethmg quxte

“The business traveler now has
more property choices that feel
indigenously rooted to any given
local culture with the rise of inde-
pendent hotel collections — and
to top it off, that traveler can also
earn loyalty status in an arena

fresh,” says Tina E
Marriott’s global officer for luxury
and lifestyle brands.

Marriott was also an early pro-
ponent of the independent hotel
with its creation in 2010 of the
Autograph Collection, which now
has more than 81 properties.
Soon, the historic Mayflower Ho-
tel, an institution in Washington,
D.C,, for nearly 90 years, will join
the collection, after undergoing a
$20 million renovation. Other
notable independent hotels in the
collection are the hip Cosmopoli-
tan in Las Vegas and the legend-
ary Algonquin in New York City.

they pr ly could not,” says
Gray Shealy, executive director of
Georgetown University’s master’s
in  hospitality ~management

program.

Independent hotels benefit
from joining collections because
they gain access to a large compa-
ny’s reservations systems and
millions of loyalty program mem-
bers without giving up their
branding. They also don’t have to
follow as many rules as a branded
Hilton or Hyatt has to.

A recent tour of the Madison
Square Park property showed
that Edition has little in common
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A room in
New York’s
Edition hotel,
which over-
looks Madi-
son Square
Park and will
open May 12.
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with most Marriott hotels. The
lobby décor is simple, but the res-
taurant, located on the second
floor, has the feel of a 1920s gen-
tlemen’s club with dark
paneling and tall ceilings,

The walls are adorned with a
collection of nearly 500 photo-
graphs of American artists, musi-
cians and other icons displayed in
French baroque gold-leaf frames.
Schrager picked each photograph
himself. The rooms have tall ceil-
ings and large windows, unusual
for New York City hotels.

Schrager welcomes the chang-
ing tastes: “The more luxurious a
hotel was, the more traditional in
its look and feel it had to be.
That’s what we've all become ac-
customed to seeing. ... I kind of
see the same opportumty in the
luxury space that I saw in the
boutique, lifestyle space.”




