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“Hotels sell themselves short by not 
recognising the power they have… 
But with power comes responsibility, 
and that should by no means loiter 
half-heartedly in the lobby.”

Is ‘lobby culture’ being used as a 
quick win for hoteliers hoping to offer 
something to (and, more cynically, 
cash in on) their neighbourhood? 
Holly Tuppen explores how hotels 
can help their whole business  
buzz with meaningful, human 
community connections. 
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The phrase ‘lobby culture’ has become 
synonymous with hipster hotels. The premise is 
simple: why waste a perfectly good communal 
space when it could be used by locals and 
guests alike? After all, generating a sense of 
community and vibrancy is an increasingly 
important selling point for hotels, especially 
in the battle against the likes of Airbnb. What 
used to be at best an inspiring interlude, and 
at worst an anxious waiting room, a hotel’s 
entrance is now a hive of activity – facilitating 
collaborations, innovation and creativity. 

Sounds too good to be true? There are two 
problems. The first is that collaborations, 
innovation and creativity these days tend to 
involve a row of MacBooks – the attached 
humans barely visible above their screens, 

hunched over the limited supply of power 
sockets like their life depends on it (myself 
included). As a hotel guest on holiday, trying to 
embark on any leisure time in such conditions 
can be frustrating. The second is that while 
welcoming the neighbourhood into your lobby 
is a heart-warming thing, generating a true 
sense of community requires more. Creating 
a warm sense of belonging demands integrity; 
consumers are quick to recognise a shallow fix.

Beyond the lobby, there are plenty of ways 
a hotel can jump in bed with its neighbours; 
seeking local suppliers, hosting events, 
becoming a principal employer, regenerating 
public areas and improving air quality, to name 
a few. Ace Hotel kickstarted lobby culture as 
early as 1999, when the late Alex Calderwood 
declared that “everyone’s welcome”, but soon 
realised it had to take community seriously. 
When launching in Chicago, Ace donated 
money from bookings to a cultural arts centre 
and youth literacy group in the city. Ace Hotel 
& Swim Club in Palm Springs doesn’t only 
transform 22 tons of food waste into fertiliser 
each year, but gives it to local farms. Ace have 
also improved pay and conditions for musicians 
and have added a voluntary community levy on 
room rates.    

Following closely in Ace’s footsteps is the 
fast-expanding Hoxton group – their ‘inspiring 
cultural discovery in key neighbourhoods’ 
concept growing organically since the opening 
of The Hoxton Shoreditch in 2012. A ‘good and 
great’ of the neighbourhood events programme 
in London, Amsterdam and Paris give hyper-
local talent an audience and a digital platform. 
Partnership and Insight Director of holding 
company Ennismore, Jules Pearson, emphasises 
the importance of this commitment: “we won’t 
ever fly over DJs from South America or jump 
on the next big bandwagon; this is about local 
people showcasing local talents, whether it’s a 
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The Hoxton London Lobby image courtesy of The Hoxton

90-year-old baker down the road or the area’s 
leading tech entrepreneur”. 

The best starting point is always talking – what 
are the local community’s needs and how is 
the hotel best positioned to help? An uplifting 
example of this is Park Inn by Radisson’s Adding 
Colour to Lives Project, which last year won the 
United Nations World Tourism Organisation’s 
Innovation Award. The project connected 
at-risk young people with the street artist Joel 
Bergner, members of the community and Park 
Inn employees, who got their overalls on to 
create bold and beautiful murals in Park Inn 
destinations across the globe. From Krakow to 
Johannesburg, by collaborating with on-the-
ground charities in each location, the hotels 
built meaningful relationships and tailored the 
project to local needs. 

Take all this one step further and you’ve got 
placemaking: the act of inspiring people to 
collectively reimagine and reinvent public 
spaces as the heart of every community. Seen 

by agencies like The Communication Group 
and Future City as a vital part of reimagining 
destinations, placemaking is a regular 
component of large-scale redevelopment 
schemes. Future City uses public art and 
creative agents to bring destinations to life – 
they’re responsible for the epic 70-metre-long 

Slipstream sculpture at Heathrow Terminal 
2. One of their most ambitious projects was 
"A Showground of Real Living" that invited 
artists to live in an otherwise run-of-the-mill 
show home in Cambridgeshire and generate 
collaborative conversations, events and 
activities for the community. 

"Ace Hotel &  
Swim Club in  
Palm Springs 
doesn’t only 

transform 22 tons 
of food waste into 

fertiliser each 
year, but gives it  
to local farms." 
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According to The Communications Group’s 
Placemaking Report, now more than ever 
destinations need to lure people in with 
“intangible assets which help to create a 
unique and memorable experience; a sense 
of belonging, of being special and a feeling 
of greater wellbeing.” Hotels are perfectly 
positioned to deliver exactly that – they should 
play a key role in improving the immediate area 
for residents, businesses and the environment. 
This can be as simple as Montreal’s Fairmont 
The Queen Elizabeth setting up a local artisan 
food market or Ramada Hotel & Suites Ajman in 
the UAE hosting an urban farm in their car park. 

Converted historic buildings or new-builds with 
standout design creds can be reason alone for 
people to stray into a previously overlooked 
neighbourhood. In Johannesburg, the Hallmark 
Hotel has been pivotal to the redevelopment 
of the Madoneng Precinct. What was once an 
abandoned area overrun by violent crime is 
now home to one of the city’s hippest hotels, 

drawing an international crowd to complement 
a vibrant creative scene burgeoning out of 
converted warehouses on Arts on Main. Back 
in London, Chiltern Firehouse’s supremely 
chic clientele have inspired the owners 
of the surrounding Portman Estate to be 
active stewards of the real estate, inviting 
independent shopkeepers to help create  
unique streets.  

Whether reimagining a brutalist office block, 
restoring a cultural icon or becoming part of a 
sprawling redevelopment scheme, hotels sell 
themselves short by not recognising the power 
they have – the power to make things better for 
residents, businesses, employees and guests. 
But with power comes responsibility, and that 
should by no means loiter half-heartedly in  
the lobby. 
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A CLOSELY GUARDED SECRET 
EXCLUSIVE, HIP, AND BRIMMING WITH SOCIAL CACHET

660 Washington Avenue | Miami Beach | FL 33139
(305) 534-9600 | sales@anglershotelmiami.com
Anglershotelmiami.com | #AnglersHotel


