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Last fall the FS Taste Truck covered
more than 1,000 miles (1,600 km) and
visited eight Four Seasons proper-
ties across the U.S. West in addition
to participating in almost 60 events.

FROM TAKING MENUS ON THE
ROAD TO LAUNCHING CUTTING-
EDGE POP-UP OUTLETS AND
EXCLUSIVE CRAFT BEERS,
HOTELS ARE HEATING UP F&B IN
DISTINCTIVE WAYS.

by ANN BAGEL STORCK, MANAGING EDITOR

With the food truck
movement’s popular-

ROADTO

SUCCESS

United States, it’s not surprising to see hotel compa-

ity continuing to

accelerate in the

nies jumping on the bandwagon.

The most prominent example comes from Four
Seasons Hotels and Resorts, Toronto, which debuted
the FS Taste Truck last September. The truck covered
more than 1,000 miles (1,600 km) and visited eight
Four Seasons properties across the U.S. West, which
cach took it over for one week.

Menu items averaged US$7.25, with the most popu-
lar dishes including duck fat burgers in San Francisco,
kalbi short rib quesadillas in Los Angeles and pork
belly tacos in Santa Fe, New Mexico. More than 7,000
diners stopped at the truck, and a portion of the total
proceeds were donated to Chefs to End Hunger, a
charity that works with foodservice operations to
redistribute excess prepared food to those in need.

“The response was overwhelming,” says Guy Rigby,
Four Seasons’ vice president, food and beverage,
Americas. “A food truck gave our chefs the opportu-
nity to connect with the community and prepare street

food that resonated with a broad range of customers.”

The FS Taste Truck was so successful Four Seasons
is planning another tour this fall. From mid-Septem-
ber to mid-November, the truck will visit nine cities
along the U.S. East Coast from Boston to Miami.

“Approachable luxury is very relevant,” Rigby adds.
“People love that they can get a small yet high-quality
slice of Four Seasons at a very affordable price.”
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Pop-up restaurant Jars on Grace Bay
serves all
ramen with ginger pasta, snow peas and
sesame broth—in jars.

Modern-day dining is hardly a passive affair,

NEW
RULES

OF ENGAGEMENT

ishes — including spiny lobster

and hotels are looking to engage restaurant
guests in new and innovative ways.
Hard Rock Hotel Tbiza in Spain this sum-

Not every successful restaurant
has to be a fixture at a hotel —
many properties are generating
interest with F&B outlets that are
here today but gone tomorrow.

This past February Grace
Bay Club in Turks and Caicos opened Jars
on Grace Bay, an open-air restaurant offer-
ing a menu of hyper-local cuisine served
entirely in jars. Highlights include vellow
and red tomato gazpacho with a manchego
scone (US$11), spiny lobster ramen with
ginger pasta, snow peas and sesame broth
(US$22) and coconut panna colta with
papaya and pistachio biscotti (US$8). Jars
follows the success of another pop-up res-
taurant at Grace Bay Club— Stix on Grace
Bay, which served everything on sticks —
and after Jars closes shop later this summer,
another pop-up will debut in the fall.

The Fairmont Hamilton Princess in
Bermuda is using Samuelsson at HP, a

POP
GOES
THE

RESTAURANT 1o debut at the hotel in May

two-month pop-up restaurant
this summer, to preview Marcus
Samuelsson’s new permanent
signature restaurant slated

2015, The pop-up will feature
a 42-seat indoor dining room in addition
to outdoor seating for up to 60 diners and
a menu celebrating Bermudian culture and
history. Dishes will include raw options
such as rockfish crudo with pickled cherry
tomato, radishes and jalapeno oil as well as
entrees such as grilled head-on shrimp with
ginger-scallion sauce, sweel soy and cilantro.
“Pop-up restaurants provide a win-win
scenario for all parties involved,” says New
York City-based consultant Arlene Spicgel.
“Hotels can try out new concepts without
long-term commitments and have a “cool’
reason to get new people on property.
Guests and local residents win with an
exciting, vet limited, dining experience.”

mer is set to open Sublimotion by chef Paco

Roncero, billing it as an outlet where “culi-
nary art and technological innovation come together to create a complete
and unprecedented emotional experience.” Open to just 12 guests per
night, Sublimotion will stimulate all the senses via specially controlled
temperature and humidity and carefully selected musical ambience.

Lebua at State Tower in Bangkok is attempting to predict the look, taste
and feel of Chinese dining in the year 2020 with its interactive China 2020
menu at Breeze. Available until October, the menu — crafted by Executive
Chef Sam Pang — encourages guest participation, whether through
mixing their own cocktails or cracking open a box to get their entrée.

Specific menu items include Back In Time — lamb shank with Chinese
cabbage, mushrooms and homemade spicy sauce served in the tradi-
tional style; Excitement — Japanese Omi beef tenderloin served with a
“lucky™ sauce guests choose via a roll of dice; and cocktails such as Fire

rum, macerated dried fruits, cognac, raspberry, sorbet and fire.

“At all of our restaurants, we aim not only to offer truly world-class
cuisine and service but also an emotional experience like the China 2020
menu that guests cannot find anywhere else,” says Deepak Ohri, CEO of
Lebua Hotels and Resorts.

Diners at Breeze at
Lebua at State Tower
roll dice toselecta
“lucky” sauce to eat
with Japanese Omi
beeftenderloin as part
of the China 2020 menu.

The China 2020

menu also includes
cutting-edge cocktails
such as Fire, with rum,
macerated dried fruits,
cognac, raspberry and
sorbet set aflame.
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WHAT'S HOT: F&B

Working with local produc-
ers and even harvesting
many ingredients onsite has
become almost commonplace
in the industry, but some properties are
taking this practice to the next level.

Laucala Island, Fiji, boasts a 240-acre
(97-hectare) hydroponic farm that harvests
15 different types of fruit, 35 varieties of
vegetables and more than 50 vanilla plants.
Fiji’s climate allows the island to continu-
ously produce honey from 18 beehives, and
80% of the island’s seafood is caught within
amile (1.6 km) of the shore.

“Here we maintain ‘paddock-to-plate’

like nowhere else in the world,” says Laucala
Island Executive Chef Anthony Healy.

“Our menus are very much based upon
what is available on that particular day —
there is no backup option of ordering from

suppliers. [ have grown up in

GROWING
GREENER the hospitality business, but
=]

no place has given me this

degree of creative liberty.
On Laucala Island, my freedom to craft
authentic, natural dishes is infinite.”

Innovation in sustainable sourcing is

not limited to spacious resorts, however —
urban hotels are experimenting in this area
as well. Last summer Sheraton Phoenix
Downtown Hotel in Arizona installed
an Urban Cultivator to grow a variety of
micro greens and herbs. The 6.5-ft (2-m)-
tall, climate-controlled indoor appliance
resembles a refrigerator with double glass
doors and a series of growing shelves, light-
ing and water spouts. The hotel has used it
to grow produce ranging from arugula to
pea sprouts, reducing its food cost for those
items approximately 85%.
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41" Sheraton Phoenix
Downtown Hotel uses an
indoor Urban Cultivator,
\ which resembles a refrig-
eratof, to grow a variety of

micro greens and herbs.

Laucala Island boasts a 240-acre (97-hectare)
hydroponic farm that harvests 15 different
types of fruit, 35 varieties of vegetables and
more than 50 vanilla plants.




