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Well-heeled Del Mar is sojourn by sea

If yougo...

It’s a haven for
rich, famous
and rest of us

ANDREW MCCREDIE
POSTMEDIA NEWS

DEL MAR, CALIF. — California
dreamers have been building
resort communities for well
over a century, and Del Mar is
one of the earliest. Col. Jacob
Taylor bought 137 hectares in
1885 with a vision of creating a
seaside haven for the rich and
famous, and a century-and-
a-quarter later it remains a
playground for the well-heeled
one-percenters.

That said, the town of
just under 5,000 affords
the remaining 99 per cent
of us the chance to frolic
and play in the surf, sand
and shops. Spanish for “by
the sea,” Del Mar is a long
stretch of a community
running along the sandy
shores of the Pacific, and
one can walk the length
of it in an hour. Del Mar
central is the intersection
of Camino Del Mar (also
known as Highway 101) and
15th Street, where you’ll find
the four corners inhabited
by the restaurant-rich Del
Mar Plaza, the high-end
L’Auberge Del Mar Hotel
and Space, Stratford Square,
and Ranch and Coast Plas-
tic Surgery.

The main beach is just a
block to the north, with surf
and paddle board schools
sharing space with sand
volleyball courts and paved
basketball courts. During
the day, this is the high-
traffic area of Del Mar, but
even then you won’t find
the crowds that typify San
Diego beaches to the south
and L.A. ones to the north.

Where you will find
crowds is at the north tip of
Del Mar, it could be called
the house that Bing built.

Del Mar Racetrack

It was 1937 when this now
legendary track with the slogan
“where the turf meets the surf”
opened, with co-owner Bing
Crosby at the gate greeting all
comers. The Hollywood icon
partnered with fellow actors,

Del Mar Racetrack

The Del Mar Racetrack was founded in 1937. Ladies shouldn’t forget their hats.

and horse nuts, Pat O’Brien,
Jimmy Durante, Charles S.
Howard and Oliver Hardy to
build the one-mile oval and
tan stucco grandstand.

The 2013 season ran from
July 17 to Sept. 4, with rac-
ing Wednesday through
Sundays. The on-site
stables house 1,000 horses,
and the races are fast and
furious. It’s also fashion-
able, as we discovered after
dropping our bags at our
hotel, the Clarion Del Mar,
and driving the five minutes
to the Del Mar Fairgrounds
and the track’s impressive
entrance way. My wife
and daughter, to their hor-
ror, were two of the very
few women not wearing
hats. Even non-racing fans
will be entranced by this
place. True to its founders’
origins, there is something

about the place that feels
right out of a Hollywood
set. This is how a race track
should look. And the pa-
trons, in the roles of extras,
certainly play their part.

Bed & Brickfest

Twenty minutes up the
road from Del Mar is the
coastal city of Carlsbad,
well worth a visit when
you’re staying in Del Mar.

Skip the San Diego Free-
way (Highway 5) and stick
to the North Coast High-
way (No. 1), that takes you
through the cool coastal
communities of Encini-
tas and Cardiff and Solaa
Beach. Time has stood
still in these places, with
a definite *6os surfer vibe
permeating the salty air and
sand-floor taco shacks.

With a population of
more than 100,000, Carls-
bad has plenty for visitors
to see and do, with a wide
variety of accommodation
options — from quaint
seaside hotels to full-blown
five-star luxury resorts.

Families are drawn to the
area to visit Legoland, a
sprawling theme park dedi-
cated to those little plastic
building blocks.

The latest addition to the
Lego empire is the Lego-
land Hotel, a 250-room,
three-storey building
with a pool, lounge, patio,
Castle Play area and family
restaurant. Oh, and more
than 3,500 Lego models on
site, including seven large
animated ones, the most
impressive of which is a
smoke-breathing dragon
at the entrance. There

M Del Mar is located 30
minutes by car north of San
Diego.

B Del Mar’s climate is
subtropical/Mediterranean,
with annual temperatures
rarely dipping below 17 C or
soaring above 29 C, so pack
light clothing but also a
sweater or two for the cool
nights.

B Staying there: From
the super swanky — the
L’Auberge Del Mar & Spa

— to the super reasonable,
there is a wide range of
accommodation options

in Del Mar. We stayed at
the family-friendly Indigo
Hotel, which was ideal with
its comfortable and bright
rooms, large swimming
pools, and location easily
within walking distance of
beaches and Del Mar Plaza.
B Eating there: As with
accommodations, there are
plenty of dining options in

are three choices of room
themes — pirate, adven-
ture and kingdom — and
at least eight Lego models
in each room. And, thank-
fully, for the parents who
foot the bill, each room has
two T'Vs, meaning a much-
needed break from the kid-
centric activities can be had
at bedtime.

San Diego
speed boats

Another side trip from
Del Mar well worth the
30-minute drive south is
aunique, self-guided tour
of San Diego Harbor in a
speed boat.

On a previous visit to
the city, my family hopped
aboard a large, double-deck
ship for a harbour tour,
which was very enjoyable
and very informative about
the rich naval history of the
area.

Five-minutes into our
Speed Boat Adventures
tour (speedboatadven-
tures.com) — or about the
time we cleared the ma-
rina markings and hit the
throttles into open water
— the screams of delight
(terror?) coming from both
our speed boats indicated

Del Mar. Restaurant central
is Del Mar Plaza, with nine
eateries sprinkled about
the three-storey building.
We had great meals at
Pacifica Del Mar, complete
with wonderful Pacific
Ocean views, and at Del
Mar Rendezvous, serving up
Chinese fusion cuisine and
a wonderful wine list.

B Speaking of wine, most
restaurants offer half-price
bottles on early weekdays,
making already well-priced
wine even more afford-
able. Skip dessert and stroll
into Sunset Yogurt and Ice
Cream and sit outside on
the plaza level to take in the
Del Mar night.

M Helpful websites:
Delmar.ca.us
Delmarmainstreet.com
Carlsbad.com

Sandiego.org
Amccredie@vancouversun.
com

this was the preferred way
to tour the harbour.

A guide boat leads the
way, with about 100 metres
between each boat as you
zip around the harbour,
taking in all the sights — in
the case of the lounging
seals on a U.S. Navy sub
dock, smells — that are
covered in the sightseeing
boat tours. Only you'’re in a
sports car of the waves, and
get some great up-close and
unique views of the many
ship attractions, including
the USS Midway aircraft
carrier. No experience is
necessary to pilot the four-
metre-long boats, and the
entire tour takes about 9o
minutes, including a pre-
trip safety briefing.

Prices are $100 for a one-
person boat, $59 each for a
double, children under 10
ride as passengers for $39,
and you can get one adult
and two kids in one boat.
Note that reservations are
required. Before you head
back to Del Mar, drive 15
minutes from the Harbor
Island marina into the
Gaslamp District and order
up some Messy Sundaes at
Sammy’s Woodfired Pizza
(sammyspizza.com) on
Fourth Avenue.

Big hotels inject
pizzazz into lobbies

Renovations,
wine lists help
attract guests

SCOTT MAYEROWITZ
THE ASSOCIATED PRESS

NEW YORK — Hotels want
you to stay a while — in their
lobbies.

Long treated as dead
spaces that hotel guests
raced through on the way to
the elevator, lobbies are be-
ing transformed into places
to work, surf the web or
meet friends for a drink.

Large, traditional hotels
are spending billions in
renovations to try to mimic
the style and financial suc-
cess of luxury and boutique
hotels, which have always
drawn free-spending
crowds to their lobbies.
Walls are being torn down
to make lobbies feel less
confined. Communal tables
are popping up. Wine
lists are being upgraded.
And quiet nooks are being
carved out that give busi-
ness travellers space to
work but still be near the
action.

Companies like Marriott,
Starwood and Hyatt are
betting that more vibrant
lobbies will leave guests —
especially younger ones —
with a better feeling about
their stay, even if their room
is bland. Hotel owners say
the investments are begin-
ning to pay off, not just in
alcohol sales, but in their
ability to charge higher
room rates.

“People want to go where
people are,” says Michael
Slosser, managing director
of operations for Destina-
tion Hotels and Resorts, a
group of 40 hotels in the
U.S. “They want to go to be
seen, to relax and to people
watch.”

The changes are meant
to attract travellers like
Michael Coscetta, a
31-year-old consultant from
Wantagh, N.Y., who spends

about 90 nights a year on
the road.

“Working in a hotel room
feels claustrophobic,” says
Coscetta, who instead takes
his laptop and heads to the
lobby or a nearby coffee
shop.

Steve Carvell, associate
dean for academic affairs at
Cornell University’s School
of Hotel Administration,
says younger guests “very
much want that sense of not
feeling alone, even though
they are.”

U.S. hotels are forecast to
spend $5.6 billion on capital
improvements this year, up
10 per cent from 2012 and
more than double the $2.7
billion spent in 2010, accord-
ing to a study by Bjorn Han-
son, dean of New York Uni-
versity’s hospitality school.
The bulk of that money pays
for new beds, showers and
other room improvements.
But Hanson says a “propor-
tionally record amount” of
money is going to reconfig-
uring lobbies.

Marriott International,
Inc. is freshening up lobbies
in its namesake brand with
Great Rooms that feature
free Wi-Fi, comfortable
seats and menus stocked
with small dishes and local
craft beers. The concept
was first tested in 2007 and
is expected to be in 70 per
cent of the 550 Marriott ho-
tels worldwide by the end
of the year.

Starwood Hotels & Re-

The Associated Press/Files
A server brings drinks to guests in the newly redesigned
bar during “social hour” at a Sheraton hotel in Seattle.

sorts Worldwide Inc. — the
company behind trendy

W Hotels — launched a
$4-billion lobby revitaliza-
tion of its Sheraton brand
in 2009. Nearly half of the
427 Sheratons worldwide
now have lobbies with com-
munal areas, modern rugs,
improved lighting and flat-
screen T'Vs at the bar.

Additionally, Sheraton
has tried to inject a bit of
pizzazz to all its lobbies by
adding upscale wine lists,
each rated by Wine Specta-
tor magazine.

Having better wines
gives waitresses “some-
thing more to talk about
than ‘Can I take your drink
and where are you from?”
says Rick Ueno, general
manager of the Sheraton
Chicago.

It also gives the hotel
more revenue. In the first
six months of this year, the
hotel bar sold 18,000 glasses
of wine. That’s 24 per cent
more than the same period
last year. At $14 a glass, that
adds up to $50,000 more in
revenue.

Nearby, the Hyatt Re-
gency Chicago spent $168
million to spruce up its
lobby, adding clusters of
chairs and couches, a grab-
and-go marketplace and a
restaurant that flows into
rest of the lobby. Similar
renovations have taken
place at Hyatts in New
York, Atlanta and San Fran-
cisco.

FunSufR*

vacations

Stay at a Disneyland Resort
Good Neighbor Hotel!

Anaheim Fairfield Inn

by Marriott xxx+
Hotel Room — No Meals

112

per night  Taxes add $19.41

The Happiest Place on Earth
Just Got Happier!

Plan for enough days to discover two amazing Disneyland Resort Theme
Parks — the re-imagined Disney California Adventure Park and the
one-and-only Disneyland Park. Plus an eclectic entertainment, dining
and shopping district is just steps from both Theme Parks.

Disneyland

IN CALIFORNIA

You'll like where were going!

RESORT

Don't forget to add a 5-day
Disneyland Resort Park
Hopper Ticket

$279 Adult
$259 child (3-9)

Prices for hotel only are per room per night based on 2 adults & 2 kids sharing and valid for travel November 14 - 19/13. Prices and availability are subject to change without prior
notification and were available on Sep 23/13. Black-out dates and restrictions apply. Surcharges may apply. Taxes and fees to be added and prepaid at time of booking for
accommodation only pricing. Not included: transfers or car rental. As to Disney artwork, logos and properties: ©Disney. For full product information and terms and conditions, please
visit FunSun.ca Fun Sun Vacations is a wholly-owned division of Thomas Cook Canada Inc. 333 Seymour Street, Suite 900, Vancouver, B.C. V6B 5A6, BC Registration Number:
3597. Visit www.funsun.ca for full terms & conditions. ©2013 Thomas Cook Canada Inc. d.b.a. Sears Travel Service. B.C. Reg. No. 3597. Ont. Reg. #50010226. Quebec Permit
Holder - OPC #702734. 75 Eglinton Ave. E. Toronto, ON, M4P 3A4.07SEP13 / PG31629
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