
The News and Intelligence You Need on Luxury

FOOD AND BEVERAGE

Experiential  dining offer ings help retai lers,   
hotel iers differentiate themselves:  JLL 
April 22, 2019

Omni Hotels  & Resorts ' Culinary Kids  program. Image credit: Omni

 
By SARAH RAMIREZ

When it comes to culinary experiences, retail, hospitality and dining will increasingly overlap, as global spending
on foodservice continues to rise.

According to JLL's 2019 Foodservice Trend report, nearly three-quarters of foodservice spend in 2018 was on
dining-in occasions. As consumers seek out more unique experiences, luxury brands across the retail and
hospitality sectors are ramping up their culinary offerings.

Dining out
As bricks-and-mortar retailers look to draw in more shoppers, restaurants and food offerings can be key.

Forty percent of consumers select their favorite retail destinations based on available dining options.

Chef Joshua Overington creates special dishes for blind tasting. Image credit: Harvey Nichols

Shoppers who enjoy foodservice at retail centers spend up to 35 percent more time there. They also spend an
average 15 percent more on purchases.
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By 2025, food and beverage retailers are expected to take up to 20 percent of space within retail centers.

Neiman Marcus' first location in New York has multiple dining spaces at the Shops and Restaurants at Hudson Yards.

The Zodiac Room, Neiman Marcus' fine dining restaurant, is  on level seven. Found a floor below is Bar Stanley,
which serves the favorite meals of the retailer's late chairman, Stanley Marcus (see story).

Similarly, as department store chain Saks Fifth Avenue entered the Canadian retail landscape, it focused on food
services in addition to its style and beauty offerings.

Its Toronto locations include a Saks Food Hall by Pusateri's Fine Food where international foods are served and
prepared. A fine dining option put forth by Oliver & Bonacini, one of Canada's leading restaurant, events and
catering companies, offers a unique culinary concept for each store (see story).

Retailers are also adding more culinary experiences for limited times.

British department store chain Harvey Nichols leaned into experiential offerings with a special event tapping into the
blind tasting trend. In partnership with French restaurant Le Cochon Aveugle, the department store created a special
menu for diners who did not know what they were eating ahead of time (see story).

Hospitality groups are also investing more in dining. With services such as Airbnb disrupting the travel industry,
culinary experiences are another way for hotels to differentiate themselves.

After lodging, travelers spent $48.7 billion within hotels in 2017. This figure includes spending at hotel restaurants,
bars, lounges and room service.

Since culinary exploration is more popular than ever among affluent travelers, many hoteliers are capitalizing on
holidays as chance to experiment with various cuisines.

For the Lunar New Year, The Ritz-Carlton, San Francisco reimagined its afternoon tea service and incorporated
Chinese dim sum, including dumplings and fortune cookies. Guests could also attend a self-guided tour organized
by the hotel's executive chef that explored the city's legendary Chinatown (see story).

Ritz-Carlton guests can enjoy heart-shaped desserts. Image credit: Ritz-Carlton

Hospitality group Omni Hotels & Resorts is crafting culinary experiences for a younger traveler. Through its Culinary
Kids program, the hotel group is leaning into the Instagrammable food trend with even younger consumers, crafting
a special kids menu that allows those aged 12 and younger to opt for more sophisticated dishes (see story).

Food is also playing a role in air travel, as more private jet firms personalize journeys with clients' favorite food or
cuisine reflective of a destination. For instance, private aviation firm VistaJet helped flyers celebrate Valentine's Day
by stocking cabins with roses, personalized hand-crafted chocolates and a bottle of distinguished Dom Prignon P2
(see story).

Sustainable food
Consumers are also incorporating healthier, more sustainable food into their diets.

Seventy-four percent of millennials in the U.S. and U.K. are willing to change their diets to reduce their impact on the
planet, according to JLL.

Companies are also getting involved.

Hospitality group Relais & Chteaux participated in the international Menu For Change program in an effort to
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highlight how high-end restaurants can fight global warming.

Chefs at Relais & Chteaux restaurants aimed to serve "good, clean and fair food" in support of the Slow Food
association. Part of the program's intention is to show how everyday adjustments, like making "clean" meals, can
combat climate change (see story).

Hospitality group Four Seasons Hotels' George V. Paris location similarly continued its streak of culinary innovation
by opening the doors to its sustainable garden.

The property, known for being the first hotel to earn five Michelin stars from three of its  restaurants, hosts a special
garden on its property rooted in history. Four Seasons George V. Paris recently established a partnership with Les
Alchimistes, a start-up in France that collects organic waste and processes it into compost "made in Paris" (see
story)
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