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AAHOA/P&G PROFESSIONAL’S
TRAINING IN HOTEL
SANITIZATION AND CLEANLINESS
The Latest Training Certificate Program
for Hotel Owners and Your Staffs

TM

NEW TRAINING FOR THE INDUSTRY
AAHOA has partnered with P&G Professional to create
the AAHOA/P&G Professional’s Training in Hotel Sanitization
and Cleanliness, which covers what every hotelier needs to
know, including infection prevention and control, high-
touch points, sanitizing soft surfaces, communications,
elevating the guest experience, and more!

THIS PROGRAM IS COMPLETELY
FREE FOR EVERYONE
The entire hospitality industry is invited to take this
completely FREE program. Participants who successfully
complete the course and brief assessment will also receive
a Certificate of Completion.

TAKE THE TRAINING IN LESS THAN
30 MINUTES
Signing up for the training is quick and easy and the
training takes less than 30 minutes to complete. After the
training video, complete a brief assessment with a passing
score and your Certificate of Completion will be emailed to
you within 2-4 business days.

VISIT AAHOA.COM/CLEANINGCERT TO LEARN
MORE AND ACCESS THE TRAINING TODAY!

1028542_Editorial.indd   1 12/12/20   1:00 AM

Stay Engaged 
with AAHOA!

Read the latest association news and industry 
articles through Today’s Hotelier website.

todayshotelier.com
Today’s Hotelier website is an effective way to for you to stay informed with AAHOA throughout 

the year. Don’t miss out on any industry news and updates by viewing archive features and 
articles at your leisure.

AAHOM0121 TodaysHotelier FP_MKG.indd   1 2020-11-24   11:28:41 AM
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BEWARE OF IMPOSTERS.
THERE IS ONLY ONE UNIMAC®.

THIS CALLS FOR THE PROS.
When it comes to winning at laundry, you want to 
partner with laundry experts. 

UniMac® by Alliance Laundry Systems

VISIT UNIMAC.COM/ONLYONE TO LEARN MORE 
ABOUT THE TOTAL PACKAGE WITH UNIMAC®. 

Demand true industrial performance and world class 
support from the leader in laundry manufacturing.

1027823_Alliance.indd   1 12/7/20   9:08 PM
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Chase Merchant Services

•  Accept debit and credit card payments at the front desk, online or around the property.

•  Chase payment processing accounts for AAHOA members have no annual fee, no monthly service fee or
minimum fee, no account setup fee, no terminal reprogram fee, no chargeback fee, no batch settlement fee,
no online statement fee and no charge for supplies.1

•  Next business day funding when you deposit into a Chase business checking account.2

•  Seamless integration into your property management system or the latest in payment terminals.

•  Live customer service and technical support 24/7/365.

Contact us at 1-800-727-1872 or lodging_team@chase.com for  
a complimentary account review to see if Chase can improve your bottom line.3

Businesses are required to complete an application and agree to terms and conditions at the time of enrollment. All businesses are subject to credit approval. Merchant services are provided by 
Paymentech, LLC (“Chase”), a subsidiary of JPMorgan Chase Bank, N.A.
1 Talk to a Chase Representative for more details and ask to review the Schedule A Pricing Sheet.
2 Next business day funding is available to eligible Chase Merchant Services customers who deposit into a single Chase business checking account. Visa®, MasterCard®, Discover®, and American 
Express® OptBlue® credit and debit transactions are eligible. All businesses are subject to business credit approval and all funds are subject to fraud monitoring. In addition, funding is subject to the 
terms and conditions of the merchant processing agreement. Chase must receive settled transactions by 10:00 pm EST (some businesses may qualify for an 11:59 pm EST settlement; talk to a Chase 
representative for more details). Funds are deposited on the next business day, excluding weekends and bank holidays. Some exclusions may apply. The listed payment brand(s) are not sponsors of 
this program. All marks are marks of their respective companies. Deposit products provided by JPMorgan Chase Bank, N.A. Member FDIC.
3 Cost comparison will be based on a calculation of the overall cost for comparable services, as determined by the processing statements you provide, and will exclude all one-time fees. Cost 
comparison results are estimates only and do not guarantee savings. In addition, inaccuracies in the comparison may occur due to pricing variances and complexities in the statements provided.
©2020 JPMorgan Chase & Co.

CLUB BLUE MEMBER

You’re focused on growing your business. So are we.

1028152_Chase.indd   1 10/12/20   1:20 AM
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5 THINGS TO KNOW 
ABOUT AAHOA THIS MONTH

1
Happy New Year from 

AAHOA. 2020 has been a year 
like no other. The COVID-19 
pandemic has ravaged the 

country, impacting both lives 
and economics. Though the 
challenges are far from over, 

we look to 2021 with renewed 
hope and faith for the future. 

AAHOA wishes all of you a 
Happy New Year and assures 
you we are here with you and 
for you every step of the way. 

2
AAHOA Unveils Its 2021-

2023 Strategic Plan. Taking 
effect this month, the 2021-2023 

Strategic Plan will drive the 
direction for AAHOA for the next 

three years and will focus on 
AAHOA serving as the foremost 

source for hotel industry 
education and information, 

advancing hoteliers’ business 
interests through advocacy, 
being the primary resource 
for connecting the industry, 

and attracting, retaining, and 
developing top talent to the 

association.

3
January is National Human 

Trafficking Awareness 
Month. As such, it is even 
more imperative that you 
and your staff complete 

Human Trafficking Awareness 
Training (HTAT) as soon 
as possible. It takes only 

30 minutes of FREE online 
training for you and your 
staff. Does your state or 

municipality require training? 
Don’t delay, train now. Learn 
more at AAHOA.com/HTAT. 

4
Save the Date for 

AAHOACON21. The AAHOA 
2021 Convention & Trade 
Show is set for May 4-7 in 

Dallas, TX, and registration 
will be opening soon. AAHOA 

looks forward to  coming 
together at the hospitality 

industry’s largest gathering 
of hotel owners for a 

week of timely education, 
inspiration, networking, and a 

spectacular trade show. 

5
Board of Directors 

Nominations. Serving 
on the AAHOA Board 

of Directors provides a 
rewarding opportunity to 

help drive the strategic 
direction of a national 

association dedicated to 
advancing and protecting 

the interests of hotel owners. 
The nomination period runs 
through March 8, 2021, and 
there are 12 open positions. 

Learn more at AAHOA.
com/2021candidates.
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LETTER FROM THE EDITOR

GENEVA TODDY 
TODAY’S HOTELIER  
MANAGING EDITOR

Communication 
has become 
more crucial 

now than ever 
before. At 

Today’s Hotelier, 
we completely 
revamped the 

editorial plan in 
2020 to ensure 

we provided 
you with the 

most important 
information 

about the 
industry. We will 

continue this 
into 2021.”

Staying connected

IN MARCH 2020, MILLIONS OF AMERICANS WERE SENT HOME FROM WORK. 
Some were fortunate enough to be able to work from home. Others didn’t – and 
still don’t – have that luxury. Cut off from coworkers, friends, and even family, 
isolation began to take a toll on everyone.

Masks and gloves became fashion staples. Staying a minimum of six feet apart 
became the new normal. And we had to find new ways to connect. Zoom calls replaced 
in-person business meetings. Virtual happy hours replaced going out on Friday night.

Throughout all of this, though, there has been hope. Nurses, doctors, and emer-
gency workers were put in the toughest position. They worked around the clock, 
exposing themselves to this virus with limited resources and were not even able to 
get a hug from loved ones. AAHOA Members across the nation have banded together 
to donate masks, hand sanitizer, PPE, and other resources to our front-line workers. 
You’ve opened your doors to these personnel so they don’t risk taking the virus home 
to loved ones.

The effects on the hospitality industry have been particularly devastating. As we 
continue to deal with the fallout from COVID-19, news of a vaccine has left some hope-
ful after a year of isolation and, yes, desperation.

AAHOA also has been working around the clock to help you during this trying 
time. The dedicated COVID-19 resource center gives hoteliers access to more than 
200 webcasts, health resources, and regular updates on AAHOA’s advocacy efforts.

Communication has become more crucial now than ever before. At Today’s Hotelier, 
we completely revamped the editorial plan in 2020 to ensure we provided you with 
the most important information about the industry.

We will continue this into 2021. Our editorial calendar is full of recovery resources 
from AAHOA and will be packed with actionable insights to help you manage through 
this pandemic. You also can expect to see more of Today’s Hotelier on social media. 
We’re expanding to Facebook and Instagram to share vital information and connect 
with you. We are eternally grateful to our advertisers and contributors who make all 
of this happen.

Whether virtually or in person, you will see Today’s Hotelier at AAHOACON21 in 
Dallas, TX, and other events throughout the year. Though we are separated, we are 
still connected. See you soon.� ■

  2.5-MINUTE READING TIME

1014584_Embassy.indd   1 14/07/2020   1:38:44 PM
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LETTER FROM THE CHAIRMAN

BIRAN PATEL 
AAHOA CHAIRMAN (2021-2021)

Education and 
prevention are 

effective ways for 
hotels to serve 

as a frontline 
asset in the fight 

against trafficking. 
AAHOA has trained 
thousands of hotel 

owners and their 
staff in-person 

and online to date, 
yet our efforts will 

continue to ensure 
that the entirety 

of our industry 
is well-versed to 
identify, report, 

and prevent 
human trafficking.”

Train, prevent, protect: 
AAHOA in the fight 
against human trafficking 

THE SOCIAL AND ECONOMIC HARDSHIPS OUR NATION ENDURED HAVE INCREASED 
vulnerabilities and openings to exploitation, both in our businesses and our communi-
ties. Polaris, an AAHOA partner in our anti-human trafficking efforts, reported rising 
cases of trafficking in the United States brought about by the adverse conditions of 

the pandemic. In recognition of National Slavery & Human Trafficking Prevention Month, AAHOA 
is redoubling our efforts to engage our members, their staff, and guests in the fight against 
human trafficking. 

Although state and federal awareness of human trafficking has increased, continuous work is 
needed to address this detestable crime. In recent months, Florida and Texas joined eight other 
states that have passed legislation requiring lodging establishments to train staff in human 
trafficking awareness and prevention programs. Together with Businesses Ending Slavery and 
Trafficking (BEST), we offer no-cost training for AAHOA Members and their staffs through BEST 
Inhospitable to Human Trafficking sponsored by AAHOA. Available in English or Spanish, our 
training program is proven to increase the reporting of human trafficking incidents. 

In 2019, researchers from Arizona State University found that 97 percent of hotel employees 
who took this training said it will help prevent sex trafficking incidents. Education and preven-
tion are effective ways for hotels to serve as a frontline asset in the fight against trafficking. 
AAHOA has trained thousands of hotel owners and their staff in-person and online to date, yet 
our efforts will continue to ensure that the entirety of our industry is well-versed to identify, 
report, and prevent human trafficking. 

With the new year comes a renewed optimism for the future. As hoteliers, turning the page 
on a historically challenging year provides a brief respite from the winding road to recovery 
that lies ahead. Over the course of the pandemic, we have learned ways to address operational 
challenges, enforce health and safety guidelines, and communicate with lenders, politicians, 
and our fellow hoteliers to keep our doors open. We can apply the resiliency and adaptability 
shown in the past months to advance our efforts in the fight against human trafficking. 

AAHOA advocates for industry-wide engagement and participation in anti-human trafficking 
training for all hotels in every state, even if it has yet to be mandated by law. Above all, guest 
safety is imperative. And the concerning rise of human trafficking cases during the pandemic 
cannot be overlooked. While we work to rebuild our businesses and return to normalcy, we will 
redouble our efforts to protect our guests and our communities.� ■

  3-MINUTE READING TIME
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LETTER FROM THE PRESIDENT & CEO

CECIL P. STATON 
AAHOA PRESIDENT & CEO

Engagement can 
influence positive 

change in the 
political process. 
As a nonpartisan 

association, we 
have worked 

to support and 
communicate 

with politicians to 
advance policies 

and regulations 
that will help 

small businesses 
outlast and 

recover from the 
effects of the 

pandemic.”

ENTERING INTO THE NEW YEAR, AAHOA IS FORMALIZING PLANS TO ELEVATE 
the voice of America’s hoteliers as we work to get the travel and tourism industry 
back on track. We continue to be guided by our commitment to serve AAHOA 
Members with outstanding educational programming, industry leading events, 

and targeted advocacy across all levels of government. 
The success in shifting AAHOA’s programming to virtual platforms in 2020 is thanks to the 

extraordinary commitment and flexibility of the members of our community, from our hotel 
owners to vendor partners to AAHOA volunteers. Since March of 2020, AAHOA has called 
upon our members to guide our pandemic response with insight and ingenuity, and many 
hoteliers rose to the challenge in exceptional ways. With the incoming Biden administra-
tion and 117th Congress, AAHOA will again call upon our members to be a resource and 
advocate for the hotel industry. 

Washington, D.C. will welcome a mix of new and familiar lawmakers in the coming weeks. 
The Democratic party now controls the executive branch with President-elect Joe Biden 
and Vice President-elect Kamala Harris moving into the White House. While the party will 
maintain a majority in the House of Representatives, the control of the Senate ultimately 
depends on the outcome of the two Senate runoff elections in Georgia, which will be decided 
on Jan. 5, 2021. AAHOA will keep a close eye on the outcome of our home state’s election 
as we work to elevate our standing with elected officials in Congress and the White House. 

Engagement can influence positive change in the political process. As a nonpartisan asso-
ciation, we have worked to support and communicate with politicians to advance policies 
and regulations that will help small businesses outlast and recover from the effects of the 
pandemic. AAHOA and our members have engaged in this process before the election, and 
we are committed to remaining steadfast in our advocacy work in the months and years to 
come. AAHOA’s government affairs team will continue to keep our members informed and 
engaged on legislative issues relevant to hotel owners. 

The rotating door of politics does not undermine our prior work, but rather provides us 
an opportunity to expand our efforts and form new relationships in the pursuit for com-
prehensive legislation to help our industry recover. AAHOA is the most prominent voice of 
America’s hoteliers. We will call upon our membership as we have in the past to engage, 
advocate, and educate our elected officials. At AAHOA, we will always lift each other up.�■

Carrying our 
commitments into  
the new year

  3-MINUTE READING TIME
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2021 preview: Narrowing  
majorities, Georgia,  
and the prospects of  
divided government
by SEAN GROSSNICKLE

 TUMULTUOUS AND POLITICALLY 
divided 2020 is all but wrapped up, 

leaving the two U.S. Senate run-off 
elections in the state of Georgia 

as the centerpiece of the waning electoral 
year. Entering the White House amidst a 
raging pandemic, President-elect Joe Biden 
and Vice President-elect Kamala Harris may 
have one of the most unconventional and 
challenging starts to a presidency. The 
Biden-Harris administration brings a new 
tone to the federal government’s pandemic 
response, which will have to grapple with 
a unique set of challenges in distributing 
the vaccine, rebuilding the economy, and 
overcoming the post-election rifts between 
Democrats and Republicans.

The election of Joe Biden will shift lead-
ership in Washington, D.C. from a populist 
Republican to an institutionalist Democrat 
with a record of working across the politi-
cal aisle. Congress spent the majority of 
2020 embroiled relief negotiations, frus-
trating the American people and severely 
hindering economic recovery. The Biden-
Harris administration will have to navigate 
Congress’s partisan gridlock and could face 
either consistent opposition or a renewed 
sense of bipartisanship if the Republicans 
maintain their majority in the Senate fol-
lowing the Georgia run-offs.

For the hotel owner, the incoming 
administration’s policies on the small busi-
ness loan programs, the commercial real 
estate market, and vaccine distribution 
are center stage. The AAHOA Government 
Affairs team is working with Congress and 
the incoming administration to provide 
banking relief, expand lending from the 

Small Business Administration through the 
7(a), Paycheck Protection Program, 504, 
Economic Injury Disaster Loans, and other 
critical programs.

On Jan. 5, 2021, voters in Georgia will 
ultimately decide which party controls the 
Senate. Republicans have already secured 
50 seats, pressuring Democratic candi-
dates Jon Ossoff and Raphael Warnock to 
win their respective races against incum-
bents Sen. David Perdue and Sen. Kelly 
Loeffler. As President-elect Biden and Vice 
President-elect Harris await inauguration, 
the prospects of a split Congress, and 
ultimately the strength of the Democrats’ 
policy 2021 pursuits, remain up in the air.

SENATE CONTROL HINGES ON 
GEORGIA’S SENATE RUN-OFF 
ELECTIONS
Leading up to the run-off elections, 
Republicans have secured 50 Senate seats 
to the Democrats’ 48 (which includes two 
independent Senators who caucus with the 
party). Should the Democratic candidates 
unseat the two Republican incumbents in 
Georgia, Vice President-elect Harris would 
serve as the tiebreaking vote in any 50-50 
splits in the Senate, giving Democrats the 
edge in both chambers of Congress. Under 
the Trump administration, Vice President 
Mike Pence cast 13 tiebreaking votes, set-
ting the stage for Vice President-elect Harris 
to follow suit if the Democratic candidates 
win out in Georgia.

Georgia, which has not been carried by 
a Democratic Presidential candidate since 
1992, was narrowly won by President-elect 
Biden. Georgia has become one of the most 

politically competitive states in this elec-
tion cycle, with both parties expanding their 
campaign efforts in the state following the 
announcement of the two run-off elections, 
which were triggered after no candidate 
was able to secure 50 percent of the vote 
on Election Day. 

The polling data shows both races to be 
heavily contested. As incumbents in a his-
torically Republican state, Sen. Perdue and 
Sen. Loeffler have held a slight advantage 
in polling data, yet as election day draws 
closer, the races appear to be highly con-
tested. Sen. Perdue won 49.7 percent of the 
vote to challenger Jon Ossoff’s 48 percent. 
In the special election, Sen. Kelly Loeffler, 
splitting the Republican vote with Rep. Doug 
Collins (GA-09), received 25.9 percent of the 
vote to challenger Raphael Warnock’s 32.9 
percent. As in every run-off election, both 
parties are seeking to combat political 
fatigue and drive voter engagement. With 
the control of the Senate in the balance, we 
can expect the elections to be extremely 
competitive. 

THE PROSPECTS OF  
A DIVIDED CONGRESS
Like most election years, 2020 saw intensi-
fied partisan divide and political infighting. 
Following the passage of the  Coronavirus 
Aid, Relief, and Economic Security (CARES) 
Act, lawmakers in Washington, D.C. strug-
gled even within their own parties to leg-
islate and pass an additional round of 
COVID-19 economic relief. In the House and 
Senate, Democrats and Republicans saw 
their majority positions slimmed down, or 
in the case of the Senate, potentially evapo-
rate . A divided legislature  could promote 
opportunities for compromise and a sense 
of equal representation of  one’s priorities 
at the federal level.� ■
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THE ISSUE
The Paycheck Protection Program (PPP) has been a centerpiece 
of the federal government’s efforts to assist small businesses 
impacted by the COVID-19 pandemic. Since applications opened, 
the Small Business Administration has approved over 5 million 
PPP loans totaling over $525 billion. The average PPP loan size 
for small businesses is $100,729. 

One month after the PPP became available, the Internal Revenue 
Service (IRS) issued a notice to clarify that recipients of a PPP 
loan would not be able to file deductible business expenses if 
their loan was subsequently forgiven, thereby disallowing any 
otherwise allowable deduction for expenses paid by the recipient. 
In the Coronavirus Aid, Relief, and Economic Security (CARES) Act 
which created the PPP, Congress specifically excluded PPP loan 

COMMON GROUND

A push for Paycheck Protection 
Program deductibility

Common Ground profiles members of opposing parties who are 
working together to advance issues important to hoteliers.

by SEAN GROSSNICKLE
forgiveness from income to provide a tax benefit to PPP recipients, 
boosting their after-tax capital to spur economic recovery. 

COMMON GROUND 
Several members of Congress were swift to chastise the IRS’s PPP 
notice, yet regulatory change remains elusive. In response to this 
burdensome tax guidance, Sen. John Cornyn (R-TX) introduced the 
Small Business Expense Protection Act of 2020 (S.3612), a biparti-
san bill to clarify Congress’s intent so that “no deduction shall be 
denied or reduced, no tax attribute shall be reduced, and no basis 
increase shall be denied, by reason of the exclusion from gross 
income.” Members in the House of Representatives also introduced 
a companion bill in May, yet Congress has not passed a COVID-19 
relief package to serve as a vehicle for this clarification.�  ■

  2.5-MINUTE READING TIME
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Sen. John Cornyn (R-TX), Sponsor of the Small Business 
Expense Protection Act of 2020
“The Paycheck Protection Program has been a lifeline to small 
businesses in Texas during the coronavirus pandemic. This leg-
islation would erase any confusion by clarifying that expenses 
paid with a forgiven PPP loan can still be deducted from small 
businesses’ taxes.”

Sen. Ron Wyden (D-OR), Cosponsor of the Small Business 
Expense Protection Act of 2020
“Treasury’s guidance barring deductions for expenses paid by 
PPP loans is a gut punch for businesses struggling to stay afloat. 
It defies common sense for Treasury to provide help on the front 
end, but then take it away on the back end. Our bipartisan bill 
would fix this mistake and ensure businesses feel confident 
using PPP funds to keep their workers employed.”
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STAYING CONNECTED IS MORE 
important now than ever before. As 

hotels have had to drastically cut staff 
due to COVID-19, recovery promises 

the need to rehire and reconnect.  

1.  
KEEP IN TOUCH. 

From a quick text to social media mes-
saging, there are countless ways to 
connect with your staff. A personal 

note is a great way to remind employ-
ees that you still care and need them. 

2.  
DON’T STOP TRAINING. 

Learning never ends and the same 
could be true of your staff. AAHOA and 

other associations offer free or low-
cost training opportunities to help 

keep you and your staff engaged. 

3.  
NETWORK TO RECRUIT. 

Career days and guest lecture oppor-
tunities are great ways to keep in 

touch with local students who could 
be your staff members soon. From 

entry- to mid-level positions,  
students are always looking for  

career opportunities. 

THE C-SUITE

When we need them
by ERIC TERRY

SEVERAL WEEKS AGO, I POSTED 
a comment on LinkedIn about 
all the industry people I have 
seen slowly leaving the hotel 

business. The post blew up from the large 
number of people who could identify with 
it. It’s not just entry-level employees – I 
know of sales managers, general manag-
ers, and career sales people who are leav-
ing the hotel industry in droves. Can we 
blame them? This year, our industry has 
had to take aggressive steps to ensure our 
survival. No one is to blame and it seems 
the employees who’ve been furloughed, 
laid-off, or terminated fully understand. 
There is no animosity, as we’re all in this 
together. With full recovery not projected 
until 2023, it will be a long time before 
we can get this experience back into our 
industry. So, what can we do now?

We can connect, train, and recruit.

STAY CONNECTED
The key to maintaining the future of 
our workforce is to remain connected. 
LinkedIn, emails, texts – however you 
stay in touch with your former employees 
– you need to continue to do so. Everyone 
from your HR folks down to department 
heads need to maintain a network of 
people you want back. Because you will 
want them back, probably sooner than 
you think, as business starts to improve. 
Let them know you care. Invite them back 
for a get-together as soon as safely practi-
cal. It will be a reminder of how much they 
like working in our industry. Selling insur-
ance has nothing on booking a wedding 
or large group or turning a whole house 
over. The hotel industry is fun!

KEEP TRAINING
Don’t be afraid to offer some training ses-
sions to keep their skills sharp. AAHOA, 
AHLA, Cornell, and National Restaurant 
Association all offer free or low-cost pro-
fessional development opportunities. 
Currently, many states are conducting 
these trainings at no cost, underwritten 
by CARES funds. Training keeps current 
and former employees connected and 
engaged.

CONTINUE RECRUITING
Finally, don’t stop recruiting at any level. 
Reach out to your nearby university hos-
pitality schools. Be a guest lecturer for 
their virtual classes. Participate in their 
career days. These students are our pipe-
line to the future and have made personal 
career decisions to work in hospitality. 
You can bring them into entry-level or 
mid-level positions while they develop 
their skills. In today’s world, they are 
going to be glad to find a position in their 
chosen field. Don’t turn down interns and 
summer workers home from college. 
They could turn into long-term employ-
ees someday.

If past travel crises have taught us any-
thing, the recovery will be faster than we 
think, and hopefully more robust. Let’s 
face it, supply in the short term is going 
to drop or be flat, so any demand increase 
will definitely drive the industry. Those 
with the strongest network will thrive 
and be able to take advantage of oppor-
tunities to grow their business, because 
people make up our business and are the 
heart of the hospitality industry.

Now, go connect!� ■

Top  
3 ways 

to stay  
connected with  
your employees
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  3-MINUTE READING TIME

Those with 
the strongest 
network will 

thrive and be 
able to take 

advantage of 
opportunities 

to grow their 
business, 

because people 
make up our 

business and 
are the heart of 
the hospitality 

industry.

Eric Terry is the 
president of the 

Virginia Restaurant, 
Lodging & Travel 

Association.
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Foundation 
Partnershipfor a

How Hotel 
Equities and 
The Witness 
Group share 
experiences, 

lessons 
learned, and 

logistics of 
creating a 

strategic  
alliance during  

a pandemic  
and beyond.

by ZOHREEN ISMAIL

  8-MINUTE READING TIME

THE WITNESS GROUP AND HOTEL 
Equities joined forces to bring 
together operations and the 
management side of the hotel 
business. This streamlining has 

allowed two independent powerhouse organi-
zations to create an industry-leading dynamic 
duo.

The Witness Group was created as an alli-
ance between two family businesses based 
out of Ohio – Alliance Hospitality Inc. and KB 
Hotel Group. Alliance was founded by Naresh 
Patel and led by Nitin Patel, Hari Ohm Patel, 
and Sachin Patel. KB Hotel Group was founded 
by Kirit Patel and led by Aakash Patel and Neil 
Patel. The companies merged in 2016 and led 
with a focus on investment, construction, 
and management. Their portfolio included 
30 hotels with 10 projects in development.

Hotel Equities was a company founded in 
1989 by Fred “Coach” Cerrone based on ser-
vant leadership and extensive knowledge of 
the hospitality industry, and guided by moral 
and ethical values. And now, 53 years later, 
their portfolio consists of more than 160 hotels 
in North America, including Marriott, Hilton, 
IHG, Hyatt, and lifestyle independent boutique 
properties.

Today’s Hotelier sat down with The Witness 
Group and Hotel Equities to see what they have 
in mind for the future of hospitality and the 
process of creating an alliance during a pan-
demic. We also asked the highly anticipated 
question: Will there be a name change?

INDUSTRY CHALLENGES
With two organizations well established in the 
industry, leaders from both groups identified 
challenges within the hospitality industry.

“Finding and retaining good talent was one 
of the toughest challenges in the last several 
years,” said Brad Rahinsky, President & CEO, 
Hotel Equities. “However, the new reality is 
that talented folks are knocking down our door 
and we are working hard to create opportuni-
ties for them by being nimble and deploying 
our services in new ways to meet the complex 
needs of our industry.”

Rahinksky shared his thoughts about the 
global crises facing our country and indus-
try. “When a crisis like the current pandemic 
ensues, you want to have an experienced team 
in your corner to preserve wealth and create 
significant and immediate opportunities for 
returns on investments,” he said.

COLLABORATING  
DURING A PANDEMIC
Amid the pandemic, leadership from Hotel 
Equities and The Witness Group agreed that 
an alliance would be beneficial to both orga-
nizations and provide the hospitality industry 
with a qualified service leader to assist through 
the challenges hotel owners are facing due 
to COVID-19. The two organizations worked 
together and adopted a growth mindset for 
their team members.

“Our portfolio was very dense and clus-
tered to help achieve operational efficiency 
and profitability,” said Sagar Patel, Chief 
Investment Officer, The Witness Group. “This 
partnership would allow us to expand into 
other parts of the country, and more impor-
tantly, provide greater opportunities for our 
team members to expand and take the next 
step in their career.”

After the agreement of the partnership was 
confirmed, both companies aligned on goals 

Remove
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Sagar Patel (left) is 
Chief Investment Officer 
of The Witness Group. 
Brad Rahinsky (below) 
is the President & CEO 
of Hotel Equities.

and the process quickly began. “The transi-
tion and onboarding were quick processes. 
Both teams worked hard to get associates 
and hotels transitioned within 30 days,” 
Patel said.

Two powerful, successful organiza-
tions now had the opportunity to share 
processes and enhance strengths. “A com-
ponent of this partnership was the oppor-
tunity for The Witness Group to share best 
practices and operating procedures over a 
30-year history as an operator and how it 
can help the Hotel Equities platform and 
vice versa,” Patel said. 

WHAT’S ON THE HORIZON?
The future of hotel management is in good 
hands with the alliance of Hotel Equities 
and The Witness Group. The chief devel-
opment officers from both organizations 
shared what industry professionals can 
expect to see with this partnership.

“The Witness Group will continue to 
focus on development and investment 
within real estate,” said Aakash Patel, 
Chief Development Officer, The Witness 
Group. “We will diversify and expand 
beyond just hotels as we had already 
started doing with retail and office proj-
ects. Our focus is on recycling capital 
and looking for opportunities to acquire 
assets in robust markets that fit our oper-
ating model.”

“Hotel Equities will continue to focus on 
identifying investments that are conver-
sion opportunities along with hotel trans-
actions as we come out of the pandemic,” 
said Joe Reardon, Chief Development 

Officer, Hotel Equities. “In addition, we 
will continue to expand our development 
services that evolve around being the 
owner/asset manager for new build and 
hotel PIPs with our construction team.”

WHAT’S THE NEW NAME?
With the partnership of Hotel Equities and 
The Witness Group, industry professionals 
want to know – will there be a name change? 

“No, and that was very intentional,” 
Rahinsky said. “We both will retain our 
well-respected identities while allowing 
Hotel Equities to do what we do best – that 
is operate best in-class hotels that outper-
form our competitors while allowing The 
Witness Group to focus on the expertise in 
development and acquisition.”

BLENDING CULTURE AND VALUES
That’s an easy one for Patel. “People first,” 
he said. “We have always been a company 
that works to prioritize its people and has 
maintained a strong family-based culture. 
Hotel Equities has been very intentional and 
focused on this aspect of their business, 

?
How has your business 

developed creative 

solutions to navigate 

the pandemic?  We 

want to hear from you.
Send your story to 

todayshotelier@naylor.com
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TO CREATE A 
WINNING CULTURE

which is why their turnover and employee 
satisfaction far outpace competitors.” 

“The priorities of both organizations 
closely resemble one another,” Rahinsky 
said. “The integration of the two organi-
zations was collaborative and fluid and 
took away the anxiety of change from our 
associates and turned it into excitement.” 

“This is part of our fabric,” Patel said. “It 
goes back to the generation above us that 
founded it all. This was highly important 
to us, as this partnership is not one where 
we transition operations and remove our-
selves, but truly a partnership where we 
find ways to add value.” 

“You only get one bite of that apple, so 
you better do it thoughtfully, with integrity, 
and compassion,” Rahinsky said. 

LESSONS LEARNED
Lastly, the teams at The Witness Group 
and Hotel Equities shared some concluding 
remarks and lessons learned throughout 
the partnership. 

“Change is hard,” Patel said. “This is a 
commonly used phrase for any profession. 
However, it’s important to remember that 
change does not always have to be nega-
tive. It is in our control as to how we adapt 
and work with change.”

“Overcommunicating and operating in 
full daylight helps build the necessary trust 
and adoption you’re looking for,” Rahinsky 
said, “and will help you come out of the 
blocks swinging.”

This alliance has allowed both compa-
nies to be stronger and better equipped 
to adapt to changing circumstances that 
2020 has thrown our way. “We believe it will 
result in a 1+1=3,” Patel said. “The expan-
sion of the operating platform will allow 
for more opportunities for our associates 
and opportunities for investment for our 
owners and investors. Like no other year, 
it truly results in the 1+1=3 mantra.”� ■

5 ways 1. Listen
Continue to listen and  
find ways to get better.

2. Openness
Create an environment  
where team members feel  
comfortable sharing feedback for  
better collaboration and 
ownership  
of results.

3. Accountability
Ensure every team member is  
doing their part to ensure team 
success.

The Aloft Cincinnati West Chester prides itself on its energetic and vibrant experience.

4. Balance
Allow team members to maintain  
a healthy balance supported by  
the company.

5. Appreciation
Focus on recognizing and appreciating 
team members. Start a food drive 
for impacted team members due to 
furloughs or picking up an extra shift for 
a team member. 
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S AN EXCESS OF FACTORS CONTINUE TO AFFECT HOTELS IN THE UNITED STATES, FROM 
a pandemic to a heated election season, hoteliers are understandably waiting with bated 

breath for insights about when the industry could begin to see a recovery.

Recovery
As COVID-19 continues to affect hotels across the 
nation, many are wondering when the light at the 
end of the tunnel will appear

by ALICIA HOISINGTON

FEATURE

There’s no doubt that the COVID-19 pan-
demic flung the U.S. into another reces-
sion, with the National Bureau of Economic 
Research officially calling it as such in June. 
As of October 2020, the unemployment 
rate in the country stood at 6.9 percent, 
according to the Bureau of Labor Statistics. 
Although that rate was a 1-percentange-
point improvement over the previous 
month, it was nearly twice the 3.5-percent 

rate in February right before the pandemic 
was in full swing. By comparison, at its 
peak in January 2010 during the Great 
Recession, unemployment notched 10.6 
percent in the U.S.

For their part, hotel data prognosticators 
have been crunching the numbers as best 
they can in an ever-changing landscape to 
best forecast when U.S. hotels might see 
an upturn.

DEMAND AND REVENUE
According to STR and Tourism Economics, 
full recovery for hotel demand and room 
revenue in the U.S. isn’t likely until 2023 
and 2024, respectively. To show how far 
levels have fallen year over year, the 40-per-
cent demand decrease STR projects for the 
third quarter of 2020 will be an improvement 

according to the data
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for U.S. hotels in 2019 before the COVID-19 
pandemic hit.

SEGMENT BY SEGMENT
Breaking data down further by segment, 
midscale hotels in the U.S. are expected to 
see demand plummet 25.1 percent in 2020, 
according to CBRE’s forecast, which pulls in 
data from Kalibri Labs. By 2021, demand 
for the segment will increase 24 percent, 
with occupancy clocking in at 55.1 per-
cent. Occupancy is then expected to reach 
60.6 percent by 2023, and then growth will 
remain relatively flat through 2024.

In the economy segment, CBRE expects 
demand to drop 17.9 percent in 2020 before 
increasing 11.8 percent in 2021. By 2023, 
occupancy should hit 57.4 percent for the 
segment and then growth will remain 
almost flat through 2024.

“Our forecasts of demand are depen-
dent on both the health of the economy, 
as well as the spread of the COVID virus,” 
said Robert Mandelbaum, Director of 
Research Information Services for CBRE 
Hotels Research. “If we see a surge in the 
virus which extends containment beyond 
the spring of 2021, then we can assume 

from the 57-percent decline seen during 
the second quarter of the year, according 
to Amanda Hite, STR’s president. “Even 
with a slight improvement in [average-
daily-rate] projections through 2021, pric-
ing confidence will lag an eventual rise in 
occupancy. As a result, the $32-billion gain 
we forecast for room revenue from 2020 to 
2021 will push the industry to a level that is 
still 32.5-percent lower than 2019.”

“Economic recovery is ongoing but frag-
ile, and COVID-19 is expected to continue 
to define the travel environment through 
the first quarter of 2021,” said Adam Sacks, 
President of Tourism Economics. “This sets 
a pace of tempered, cautious recovery in 
travel activity in the near term, with much 
stronger growth anticipated in the second 
half of next year.”

While STR forecasts U.S. hotel demand 
to fall 38.9 percent in 2020, the data com-
pany projects it will rise 32.2 percent in 
2021. The three key performance metrics 
are all expected to end 2020 with signifi-
cant double-digit declines before seeing 
some growth in 2021. While occupancy is 
projected to fall 39.7 percent in 2020, it will 
increase 30.5 percent in 2021. ADR will fall 
20.9 percent and then rise 5.6 percent in 
2021. Finally, revenue per available room is 
forecast to decrease a whopping 52.3 per-
cent in 2020 before increasing 37.9 percent 
in 2021. Those 2021 growth figures might 
look eye-popping; however, it’s important 
to remember the base they will be growing 
from. At any rate, STR does project that 
occupancy will hit 52 percent in 2021, com-
ing off a base of 39.8 percent in 2020. By 
comparison, occupancy sat at 66.1 percent 

  7.5-MINUTE READING TIME

municipalities will continue to implement 
social-distancing rules, which will extend 
the recovery of group demand. In turn, this 
would extend our forecasts of recovery in 
demand.”

TREKKING THROUGH RECESSION, 
PREPARING FOR RECOVERY
Generally, hoteliers and data crunchers 
look to past recessions for clues as to 
how to act – or not act – during a current 
downturn as they make plans for a pend-
ing recovery. This time around, however, 
throws out some new challenges and 
precedence.

“The impact of COVID-19 is truly unprec-
edented, both in terms of level of down-
turn and unknown duration,” said Larry 
Trabulsi, Executive Vice President of 
asset management at CHMWarnick and 
vice president of the Hospitality Asset 
Managers Association (HAMA). “Cost reduc-
tions implemented have reduced oper-
ating break-even before fixed expenses 
to levels lower than ever anticipated or 
realized. The bigger lesson learned so far 
has been on 
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trying to hold average daily rate. Prior downturns 
saw dramatic price reductions that took years, if 
ever, to recover.”

“A fear for one’s health as well as social-distanc-
ing rules are factors that make this industry reces-
sion different from those in the past,” Mandelbaum 
said. “In general, the industry fundamentals [occu-
pancy, ADR, RevPAR] were strong entering 2020 
and forecast to remain at high levels compared to 
long-run average performance indicators. Unlike 
past industry recessions, there were no, or limited, 
concerns regarding over supply, over leveraging, 
undisciplined financing, and artificial tax incen-
tives. These also are reasons why we believe there 
will be a relatively quicker pace of recovery once 
people are confident that the ‘health hurdle’ has 
been cleared.”� ■

To prepare in the meantime, Mandelbaum  
offered several pieces of advice for hoteliers:

pay attention to changes in operations that give  
guests a greater sense of security  

regarding health, safety,  
and sanitation:

up by 
24% 

in 2021

Occupancy:
60.6%  
by 2023,  

maintaining  
through  

2024

Demand:  
down by  
25.1%  

in 2020, 

Midscale Segment

Economy Segment
When it comes to working with 
lenders – especially CMBS debt 
providers, which 40 percent of 

respondents in HAMA’s  
“Fall 2020 Industry  

Outlook Survey” believe  
have only been somewhat 

flexible – Trabulsi said 
communication is key.

“The reality is that there are a 
lot of unknowns on recovery 

and profitability,” he said. 
“One key we have seen is the 

relationship between  
owner and lender is more 

important than ever.”

Determine  
which, if any, cost-
control measures 

implemented in 2020 
can be continued 

beyond the recession 
without affecting 
guest service and 

satisfaction.

On the revenue  
side, decide  

which creative 
services and 

amenities 
implemented  

in 2020 can  
be retained  

in the future.

Maintain  
relationships 

with meeting and 
corporate travel 
planners in 2020. 

“You will need their 
business when the 
industry recovers,” 
Mandelbaum said.

1 2 3

BE 
PREPARED

Demand:  
down by  
17.9%  
in 2020, 

up by 
11.8% 

in 2021

Occupancy:
57.4%  
by 2023,  

maintaining  
through  

2024

22   | JANUARY 2021 | TODAYSHOTELIER.COM

http://TODAYSHOTELIER.COM


EI20266454.0  08/20  ©2020 United HealthCare Services, Inc. 

Benefits and programs may not be available in all states or for all group sizes. Components subject to change. 

These plans have exclusions and limitations. Contact your UnitedHealthcare broker or the company for more details. 

Insurance coverage provided by or through UnitedHealthcare Insurance Company, UnitedHealthcare Insurance Company of Illinois or their affiliates. Administrative services provided by 
United HealthCare Services, Inc. or their affiliates.

UnitedHealthcare offers exclusive members-only pricing and benefits, including:
•  Medical coverage
•  Dental and vision insurance
•  Disability, life and critical illness insurance

   Contact your broker today or email hospitalityhealth@uhg.com 
  for more information.

You take care of your community. 
We help take care of you.

1028586_Editorial.indd   1 12/12/20   1:45 AM

mailto:hospitalityhealth@uhg.com


Using 
industry 
reports to 
find the 
best market 
for a hotel

Location 
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  7-MINUTE READING TIME

LOCATION, LOCATION, LOCATION: 
It’s still the No. 1 rule to real estate. 
And while every hotel project 
involves many variables, hoteliers 
agree that scouting out the right 

location takes dedication and a few best 
practices.

“There is a process, and process drives prog-
ress. That progress then results in a successful 
hotel,” said Mary Beth Cutshall, Executive Vice 
President and Chief Development Officer of 
HVMG.

A strong market, or one that is underserved, 
is a must, according to Mike Marshall, President 
and CEO of Marshall Hotels & Resorts. Then, 
Cutshall agrees, diverse demand generators 
are important within those markets. In short, 
there needs to be a reason to build.

“You don’t want to build for development’s 
sake,” said Brian Waldman, Executive Vice 
President of Investments at Peachtree Hotel 
Group. “The most important thing is looking 
at the market and understanding the supply 
and demand as well as the long-term outlook.”

But the process doesn’t include a guess-
and-see approach. Developers need to enter 
into markets with their eyes wide open, with 
data to back them up. Following, sources share 
their go-to industry reports that help them 
build and buy.

by ALICIA HOISINGTON
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gathering data. “You’ve got to under-
stand the market inside and out 
for yourself,” Marshall said. “That 
means putting boots on the ground, 
going to talk to people, and seeing 
those demand generators. Sitting in 
a corner office just relying solely on 
reports means you probably won’t be 
successful.”

HOTEL PERFORMANCE 
REPORTS
Cutshall said STR’s STAR reports are a 
must. The report compares hotel per-
formance – including such metrics as 
revenue per available room, average 
daily rate, and occupancy – against a 

similar set of hotels, also known as a 
comp set. This report allows hoteliers 
to benchmark as well as see an index 
that shows whether the hotel is per-
forming better or worse than the aver-
age within the comp set.

Waldman said that STAR reports look 
back at historical data to help determine 
how hotels in a market have performed, 
whether that be during downturns and 
recoveries, new supply growth, and the 
like. “STAR reports are helpful because 
they drill down on the comp set, and 
we can craft one or more sets,” he said.

Cutshall said segmentation data also 
can help to tell a fuller story of a market 
and how a hotel will perform within it. 
“Kalibri Labs has reports to understand 
segmentation and submarkets and the 
type of business and customer acquisi-
tion cost against the comp set. You can 
truly see what the net revenue is for 
getting heads in beds,” she said.

Kalibri’s Trendline Report is avail-
able for developers, investors, bro-
kers, lenders, appraisers, and other 

You’ve got to understand 
the market inside and out 

for yourself. That means 
putting boots on the 

ground, going to talk to 
people, and seeing those 

demand generators. Sitting 
in a corner office just relying 

solely on reports means 
you probably won’t be 

successful.”
 – Mike Marshall, President and CEO, 

Marshall Hotels & Resorts

LOCAL REPORTS
Marshall’s first source of data comes 
from the local community, such as 
reports released by the Chamber of 
Commerce, jobs data, and reports on 
the market’s economy.

“A lot we will use in passing because 
sometimes a lot of it is just fluff that the 
government has put out,” he said. “But 
the point is that you need to do your 
own research, too.”

He said paying attention to what’s 
going on within the market is critical 
for any project – and that means gar-
nering the reports but also personally 
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investment professionals. The report 
shows performance for a hotel or group 
of hotels by month and details insights 
broken out by channel, rate categories, 
or length-of-stay buckets. The report 
also can benchmark two data points, 
such as a hotel against its comp set, for 
relative performance trends.

PIPELINE REPORTS
Hotel performance metrics are impor-
tant to the puzzle, but pipeline data is 
equally so, sources say. STR and Lodging 
Econometrics are two companies that 
produce pipeline reports for the industry. 

“You need to see what other hotels are 
proposed for the market and what stage 
they are in the pipeline,”   Waldman said. 
“If the STAR report looks great, but five 
other hotels are about to break ground 
a mile from your site, that’s important 
information to know for supply and 
demand going forward.” He added that 
hoteliers will also want to know whether 
new demand generators will come in, if 
any hotels are set to leave the area, or 
whether any hotels are changing flags 
or renovating, which could also have an 
impact on competition in the market.

“We look for a report that’s got the 
most detailed information possible and 
that includes all possible projects,” said 
Hank Staley, Managing Director, Advisory 
Services, CBRE. “We want to know about 
every project, and we’ll track down every 

one of those. … With a comprehensive 
pipeline report, you can feel comfortable 
you didn’t miss something.”

FEASIBILITY REPORTS
“We love it when a sponsor has a feasibil-
ity report,” Cutshall said. “Some of the 
best money you can spend is on the front 
end, and hiring an objective third party 
to do a feasibility study helps flush out 
a lot of mistakes.”

Waldman said after his company com-
pletes its own projects, executives will 
bring in a consultant. “We do feasibility 
studies to bring in another expert to help 
us determine where the market is going 
and to validate our projections for the 
project.”

It’s important to partner with a third 
party that is non-biased when it comes 
to franchises, however. “Look at compa-
nies that focus more on the particular 
asset type you’re looking at,” Marshall 
said. “People who do feasibility studies 
for convention hotels don’t do well with 
a 62-room roadside hotel, for instance. 
You’re looking for a select set of skills. 
Look at people who have already had 
success in markets and already know 
the markets. You’re not trying to reinvent 
the wheel.”

SHARING-ECONOMY DATA
Data about home-sharing companies, 
such as Airbnb, might not be on the top 
of developers’ lists, but it should defi-
nitely be part of the overall strategy, 
sources say. To forget about this competi-
tion could mean hoteliers aren’t seeing 
the full picture that could be costly for 
business.

“There is data made available that 
you can subscribe to, and this is espe-
cially important for bigger MSA markets 
where Airbnb and others are successful 

INDUSTRY
REPORTS
Hotel industry reports and data 
are available from a wide range of 
sources. The following are just a 
few of the places to gather loca-
tion data for your property:
•	 STR
•	 Lodging Econometrics
•	 Kalibri Labs
•	 Deloitte
•	 CBRE
•	 Truist Securities

AAHOA Members receive exclusive 
discounts off many of these reports.  
Visit AAHOA.com/membership/
member-benefits to learn more.

and have a lot of supply,” Cutshall said. 
“Being able to get that data and overlay 
it with STR market performance data, 
which is what developers and opera-
tors have relied on, gives more of an 
assessment.”

Cutshall said Airbnb is like shadow 
demand that hoteliers need to know 
about. The data can help determine 
where home sharing has grown, how 
many units are being sold in the mar-
ket, and which ones are performing 
best. It can also provide an indication 
of whether people are looking for single 
or multiple bedrooms in the market. 
“And, if the supply continues to grow, 
it could impact peak nights,” she said.

Staley agreed this data is a critical 
component. “We spend a lot of time 
trying to understand what it means. Is 
it all incremental demand that wouldn’t 
be there or a shift in booking channels? 
In certain markets, it’s an important 
part of the analysis. I suggest to anyone 
to ask if Airbnb matters. If it does, you 
need the report that shows it.”� ■
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Where do we stand now?
Human trafficking has been a plague on humanity for ages 
and it appears COVID-19 didn’t slow it down

THE TIE TO COVID-19 WHAT ABOUT THE NUMBERS? WHO CAN HELP?

To help fight human trafficking, AAHOA offers AAHOA Members and their staffs FREE training and information on 
how you can help end the human trafficking plague. Visit aahoa.com/HTAT to get started today.

THE U.S. WAS FOUNDED ON THE PRINCIPLE OF LIBERTY. YET A MODERN FORM OF SLAVERY 
continues to persist – human trafficking.

Human trafficking looks different in different situations, from forced prostitution to forced 
labor. But hotels are on the front line of the battle against all of it.

Catherine Worsnop is an assistant 
professor in the School of Public 

Policy at the University of Maryland. 
She began research in 2017 linking 

trafficking and outbreaks of infectious 
disease. These outbreaks lead to 

deaths of family members, separation 
from family members, and increased 
economic inequality – all key players 
in human trafficking opportunities. 

Worsnop found that countries 
experiencing outbreaks of infectious 

diseases also were likely to see an 
increase in human trafficking.

According to data from  
The National Human Trafficking Hotline, 

11,500 human trafficking cases were 
reported in 2019. Of those cases, more 

than 2,000 involved minors and more than 
1,000 were U.S. citizens.

With COVID-19 still running rampant, many 
services have been routed to fighting that 
battle. Amid worldwide lockdowns, many 
humanitarian services have been paused. 
Data for 2020 might take a while to come 
through, but the research from Worsnop 

points to an increase  
due to COVID-19.

NGO representatives and victims 
of trafficking or unrelated crimes 
are the first who come to mind. 

However, the most amount of help 
comes from community members. 

The National Human Trafficking 
Hotline received more than 48,000 
tips of potential human trafficking 
situations. Community members 

contributed to more than 13,000 of 
those contact types.

HUMAN TRAFFICKING UPDATE

by GENEVA TODDY
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Cracking down on  
human trafficking

EFFECTIVE JAN. 1, 2021, THE STATE OF FLORIDA REQUIRES HOTEL OWNERS AND OPERATORS 
to provide human trafficking awareness training for new employees in housekeeping and reception 
roles. What does this mean for you?

60 DAYS
You have 60 days after the employee begins employment 
or by Jan. 1, 2021, whichever occurs later.

$2,000
Businesses that do 
not comply with 
the mandate will be 
subject to a fine for 
up to $2,000.

BEST inhospitable to 
Human Trafficking 
Training sponsored 
by AAHOA
The 30-minute, online video 
training offered by AAHOA 
and Businesses Ending 
Slavery and Trafficking. 
(BEST) is certified by the 
Florida Division of Hotels 
& Restaurants to meet 
requirements set by the new 
mandate.

8 STATES
Florda joins California, 
Connecticut, Minnesota, 
New Jersey, Iowa, North 
Dakota, and Illinois in 
employee training man-
datesfor human trafficking 
awareness.� ■
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AAHOA has three recent webcasts that
can help you better understand the
effects of COVID-19 on human
trafficking: (1) Boys are Human
Trafficking Victims Too; (2) Human
Trafficking, Hotels, and COVID-19; and
(3) Impacts & Realities of Human
Trafficking Prevention. Find them all at
AAHOA.com/webcasts.

Did you know that at least 38
states and the District of
Columbia have laws to require
some public agencies and/or
private businesses to train their
staff to recognize, report, and
respond to human trafficking
crimes and victims?

Digital No Cost30 minutes

AAHOA offers BEST
Inhospitable to Human
Trafficking Training,
Sponsored by AAHOA,
completely digital and free
for all AAHOA Members
and their employees. Just
30 minutes of online
training can help you and
your staff identify the
signs of human trafficking
– helping to save lives and
protect your business.

January Is National Slavery & Human
Trafficking Prevention Month

AAHOA has long been working to end human trafficking, and
we stand strong alongside the hospitality industry that has
been working at the forefront of the movement to eradicate it.

Learn more at AAHOA.com/HTAT.
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IT’S A NEW YEAR, BUT SMALL BUSINESSES WILL CONTINUE 
to face the prospect of a $15 increase in the federal minimum 
wage. Some areas have already taken the plunge, including 
New York City and San Francisco. Floridians are the most 

recent group to agree to the idea by voting to raise the minimum 
wage to $15 an hour statewide by 2026.

THE ARGUMENT FOR A HIGHER MINIMUM WAGE
Proponents of higher mandatory wages argue the policy provides 
workers with fair pay. But businesses already reward employees 
who learn new skills and have experience with additional money. 
Entry-level pay, on the other hand, is typically reserved for exactly 
who it sounds like: entry-level workers who are trying to gain a 
skill set.

THE COUNTERARGUMENT
While compensating entry-level employees $15 an hour is rea-
sonable in high-cost-of-living areas like New York City, Miami, 
or Chicago, businesses in most of the country would struggle 
to cover the one-size-fits-all pay requirement. For example, 
Azim Saju, President and CEO for HDG Hotels commented 
commented that the impending incremental minimum wage 
increase to $15 an hour will add an additional $1 million to his 
company’s payroll costs during the first year alone.

COVID-19 CONSIDERATIONS
Moreover, the pandemic that has plagued the country has left 
businesses gasping for air, especially restaurants and hotels that 
were forced to restrict capacity or close down entirely for parts of 
2020. Additional financial strain could push those that did survive 
over the edge of bankruptcy. Now is the time to grant businesses – 
especially small ones – financial reprieve, not additional liability. 

RESEARCH AND PRACTICE
Raising the minimum wage has a storied history of harming busi-
nesses and their employees. Researchers from Harvard Business 

School found that in San Francisco, for every $1 increase to the 
minimum wage, an average-rated restaurant had a 14-percent 
higher likelihood of closing. Since 2018, the city’s $15 minimum 
wage has cost more than 1,000 jobs in the restaurant industry 
alone.

In Seattle, economists determined a shift to $13 per hour in 
2016 caused a 9-percent decrease in low-wage employee earn-
ings because of cuts to working hours. As of this month, Seattle 
has implemented a $16.69 per hour mandatory wage – one of the 
highest local minimum wages in the country – for many entry-
level workers. The move is expected to slash even more people 
off payrolls and reduce hours further.

BEYOND HOSPITALITY
Raising the minimum wage at the federal level would have 
a similar negative impact on all industries across the coun-
try. According to a 2018 study from the Congressional Budget 
Office, raising the federal minimum wage from $7.25 to $15 per 
hour would cost 1.3 million jobs. Another more recent analysis 
released by the Employment Policies Institute found a $15 
minimum wage, along with a paralleled increase in the tipped 
wage, could result in more than two million lost employment 
opportunities. 

At a time when the economy is rebuilding, those with jobs cannot 
afford to lose them. Americans are looking to get back to work, 
not be laid off indefinitely. On a similar note, the small business 
community, which is typically the glue that holds the economy 
together, should be encouraged to grow via public policy, not 
road blocked.

Fighting for an increase to the federal minimum wage should 
not be a priority for Washington bureaucrats. Rather, the focus 
should be on smart policies that encourage economic growth 
and financial stability for small businesses and the hard-working 
Americans they employ.� ■

Alfredo Ortiz is the president and CEO of the Job Creators Network.

A $15 federal minimum wage 
is not the answer 

SMALL BUSINESS

by ALFREDO ORTIZ

  4-MINUTE READING TIME

AAHOA has three recent webcasts that
can help you better understand the
effects of COVID-19 on human
trafficking: (1) Boys are Human
Trafficking Victims Too; (2) Human
Trafficking, Hotels, and COVID-19; and
(3) Impacts & Realities of Human
Trafficking Prevention. Find them all at
AAHOA.com/webcasts.

Did you know that at least 38
states and the District of
Columbia have laws to require
some public agencies and/or
private businesses to train their
staff to recognize, report, and
respond to human trafficking
crimes and victims?

Digital No Cost30 minutes

AAHOA offers BEST
Inhospitable to Human
Trafficking Training,
Sponsored by AAHOA,
completely digital and free
for all AAHOA Members
and their employees. Just
30 minutes of online
training can help you and
your staff identify the
signs of human trafficking
– helping to save lives and
protect your business.

January Is National Slavery & Human
Trafficking Prevention Month

AAHOA has long been working to end human trafficking, and
we stand strong alongside the hospitality industry that has
been working at the forefront of the movement to eradicate it.

Learn more at AAHOA.com/HTAT.

1028584_Editorial.indd   1 12/12/20   1:18 AM
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FINANCE

Capitalizing 
hotel operating  
losses with 
alternative  
structuring 
strategies
by RUSHI SHAH

S THE PANDEMIC CONTINUES 
and commercial real estate 

owners face cashflow short-
falls, they are desperate to 

find ways to capitalize their operating 
losses. Hotel owners are especially moti-
vated because their primary revenue 
stream relies on an operating business. 
Owners may pull this essential capital 
from reserves or take on more debt capi-
tal with their existing banks. Others may 
ask equity investors to inject additional 
capital or obtain mezzanine capital that 
acts and is structured like debt but is 
priced like equity. Private equity, hedge 
funds, and joint-venture equity capital 
where the owner agrees to give up the 
majority of his or her upside in exchange 
for a meaningful piece of the equity in 
the asset also are common options. 
Unfortunately, most of this capital, with 
the exception of debt capital secured 
by a senior lien, is very expensive. For 
example, mezzanine and equity capital 
will have a 14-percent-to-20-percent 
internal rate of return for the investors 

to commensurate for the uncertainty in 
the current climate.

There are other doors owners can open 
that lead to relatively more affordable 
capital, but they require complex struc-
turing and additional risk. If employed, 
however, owners can potentially weather 
the downturn without sacrificing a large 
chunk of future upside to high-priced 
investors. One such strategy that seems 
to be winning in today’s environment is 
the sale of lease-back of ground under-
neath the hotel or any other commercial 
real estate asset. This is often referred to 
as ground lease capital.

THE PARTS vs. THE WHOLE
Let’s start with a few definitions. The fee-
simple asset is the asset that has land 
and improvement in one parcel, or the 
total asset. The land is referred to as the 
leased fee and the improvement on top 
is defined as the leasehold. The strat-
egy of selling the ground under an asset 
and then leasing it back in the form of a 
ground lease has been around for more TA
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than 100 years. In fact, the most valuable 
commercial real estate assets in Europe 
and Asia are capitalized using this method. 
What makes this approach interesting right 
now, however, is that the ground lease can 
be structured with a buy-back option. The 
ability to repurchase the land later allows 
owners to essentially collapse the ground 
lease structure at a future date. 

Another benefit of employing a ground 
lease sale lease-back approach is the abil-
ity for the ground lease purchaser to pay 
the land price based on the future value 
of the land, which ensures owners of the 
fee-simple asset don’t leave any money on 
the table when selling the land.

Institutional funds have raised a sig-
nificant amount of capital to buy the land 
under cash-flowing commercial real estate 
assets and then lease it back for 99 years to 
the owners of the improvement on top, or 
the leasehold. What makes this lucrative is 
the land buyers are willing to pay up to 30 
percent of the total assets’ projected value 
three years in the future – just for the land. 
In exchange for the value of the land, the 
ground lessor agrees to receive 6 percent 
of the proceeds for a hotel and 5.5 per-
cent of the proceeds for a non-hotel asset 
per year in the form of lease payments. 
Additionally, the ground lessor typically 
asks for a 2-percent annual increment on 
the lease payments. 

The best feature, however, is the buy-
back option. The owner of the asset is able 
to repurchase the land at the same price 
that he or she sold it for, with a potential 
additional breakage of an interest rate 
swap or a predetermined capitalization 
rate that gets applied to the rent payment 
at the time the buyback option is exercised. 
Owners are therefore able to access capital 
when it is valued the most but still retain an 
option to pay back the landowner when the 
market improves. Plus, they may be able 
to refinance the asset into a nonrecourse 
CMBS loan or a conventional loan when 
that market reopens for the fee-simple 
asset and collapse the structure.  

  5.5-MINUTE READING TIME

One thing we know 
for certain is we must 

continue to prepare for a 
prolonged slowdown in 
commercial real estate, 

including hospitality.”

CONSIDERATIONS FOR SUCCESS
Before implementing a ground lease strat-
egy, hotel owners must be able to gain 
consent from their senior lender. This typi-
cally requires negotiating a win-win solu-
tion for the borrower and the lender. This 
may include paying down the senior loan 
with the proceeds received from the sale 
of the land, as well as putting up credit-
enhancing interest reserves.

As we enter into a new year in the middle 
of an ongoing pandemic, many questions 
are still unanswered. One thing we know 
for certain is we must continue to prepare 
for a prolonged slowdown in commercial 
real estate, including hospitality. How 
owners leverage relationships and sub-
ject matter experts to explore and execute 
creative capital structures and sources will 
be the fulcrum of their future success.� ■

Rushi Shah is principal and 
CEO of the commercial 
mortgage and real estate 
investment banking firm and 
AAHOA Allied Member Mag 
Mile Capital. As a leader in 

hospitality financing, Shah specializes in 
structuring and placing high-leverage, 
non-recourse bridge and permanent debt with 
cash out for full – and limited-service hotels 
nationwide. Since joining the firm’s 
predecessor, Aries Capital, in 2015, Shah has 
structured and closed hundreds of millions in 
financing for all property types. Shah has held 
previous positions at Northern Trust and has 
an MBA from the University of Chicago’s Booth 
School of Business.
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How hospitality and 
health care can thrive 

throughout the pandemic
by JEREMY ZUKER

Supporting 
our communities
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THERE IS NO DOUBT THAT 
the pandemic will forever 
alter how we live and 
work, but the hospital-

ity industry may be more changed 
than anyone could have predicted. 
With 80 percent of hotel rooms sit-
ting empty, 2020 is projected to be 
the worst year on record for hotel 
occupancy. Even with a vaccine 
on the horizon, the loss of income 
may have already been too serious 
for many hotels to recover, with 67 
percent of hotels expecting that 
they’ll only be able to last six more 
months at current projected rev-
enue and occupancy levels without 
any further relief. If there ever was 
a time to make a major change to 
the industry, it is now. With little 
relief on the horizon, hotels need 
to find alternate streams of revenue 
to help them survive the pandemic.

On the other end of the spectrum 
is the health care industry. With flu 
season upon us and an ongoing and 
worsening pandemic, the health 
care industry is overwhelmed with 
demand. Hospitals are struggling to 
keep up with patients, clinics are 
trying to distribute flu vaccines, 
and pharmaceutical firms are rac-
ing to find a cure for the COVID-19 
virus. Health care is facing a major 
crisis, trying to support and pro-
tect both patients and employees. 
Existing and unused assets need to 
be leveraged to support the healt 
care industry.�

Jeremy Zuker is 
the co-founder 
of  a technology 
company that 
enables multifamily 
residential and 

commercial property owners to 
discover new revenue sources through 
innovative solutions that leverage 
unused parking spaces. 

There are two immediate 
situations that need to be 

addressed to help healthcare 
workers on the front lines: 

Supporting These Industries
To address the issues facing health care workers and to support the hospitality industry, existing 
assets such as rooms and parking can be leveraged to increase hotel revenues. It’s a simple issue 
of supply and demand. With hotel vacancy rates at an all-time low, hotel parking is sitting empty. 
On the other hand, hospital parking is busier than ever with more demand from patients and 
employees. If they are located near a hospital, hotels can leverage their empty parking spaces by 
renting them out to health care workers and hospitals. By renting them out on monthly contracts, 
hospitals can secure parking throughout the pandemic and hotels can secure long-term revenue. 
With hospital parking at a premium, discounts also can be applied to support health care workers 
and offer them spaces at lower rates. While public transit remains problematic, having reasonably 
priced parking spaces can help hospital workers commute safely to work.

Empty rooms also can be used for self-isolation if health care workers need space away from 
their families. Near the beginning of the pandemic, AHLA saw that there was a demand for spaces 
to quarantine and set up the Hospitality for Hope Initiative. This initiative aimed to match empty 
hotels with the health care community, as they struggled to find housing and support. More than 
17,000 hotels signed up to support the cause. Cities across the globe, especially those that are suf-
fering the most, have noticed how important hotels can be to supporting the health care industry, 
and they are willing to pay for the support. In Chicago, the city used 200 underutilized hotel rooms 
to provide quarantine spaces for infected patients, paying each hotel that participated around 
$1 million per month. As we enter the second wave of the virus, we will see increased demand 
for this type of support, which also would help the hospitality industry.

Working Together
Although revenue is important for the hotel industry, it’s equally as important to support com-
munities and frontline workers. As we experience a second wave of the virus across the U.S., 
communities will have to band together to ensure that hospitals have adequate supplies and 
support once again. Yet, at the same time, if we want businesses to survive, we have to find ways 
to support local entrepreneurs, restaurants, hotels, and other industries that are experiencing 
steep revenue declines. Otherwise, when we emerge from the pandemic, our communities may 
face even more losses.							                       ■

The 
Situation1. Transportation

As the second wave of the virus extends 
across the U.S., public transportation can 
become dangerous, with crowded spaces 
and poor air quality spreading the virus. In 
transit agencies across the country, rider-
ship and fare revenue have plummeted 
by as much as 80 to 90 percent due to 
these concerns. This has created another 
problem: low ridership is causing transit 
authorities to reduce or cancel service 
on routes, making public transit unreli-
able. Health care and frontline workers 
are relying on personal cars in order to 
keep themselves safe. However, not only 
is hospital parking expensive, but hospital 
parking lots have limited space. This is 
a problem – now more than ever – due 
to the influx of patients and the influx of 
hospital staff that have opted to drive.

2. 
A Place to Stay

As the number of cases in the U.S. rises dramati-
cally, there will be more health care workers looking 
for spaces to self-isolate away from their families. 
We saw this issue frequently throughout the first 
wave – frontline workers who were potentially 
exposed to the virus needed spaces to quarantine 
away from others. With the U.S. reporting more 
than 100,000 new cases a day, we will likely see the 
need for self-isolation spaces grow.

  6-MINUTE READING TIME
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LEGAL CORNER

Minimizing

hotel liability
in a COVID-19 world

THERE ISN’T A DAY THAT GOES BY THAT WE 
are not reminded of the many unique chal-
lenges that COVID-19 presents. For hoteliers 
– most of whom have a legal duty to accom-

modate travelers – these challenges may include the 
continually evolving nature of COVID-19, the varied (and 
evolving) response to COVID-19 (e.g., guidelines from 
the Centers for Disease Control and Prevention (CDC), 
state and local rules and regulations, and industry 
best practices), the completely unpredictable public 
response to COVID-19, the complete lack of any real 
situational precedence, and the lack of any widely 
accepted “how to” handbook. These are indeed chal-
lenging times.

In light of these many challenges, what can hoteliers 
realistically do to minimize potential guest liability 
arising from COVID-19? 

A STEP-BY-STEP APPROACH
Limiting liability can be achieved before your guests 
walk through the door. Take these steps when consider-
ing your liability during COVID-19.

hotel liability

by GREG DUFF
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COMMUNICATE
Sometimes as critical as adopting and 
implementing the necessary base-
line practices, processes, and physical 

changes, communicating these practices, pro-
cesses, and changes (and updates as they occur) 
to guests as early in the booking process as pos-
sible is critical. Transparency is key. If guests are 
first learning of your mandatory mask require-
ments or limited pool access upon their arrival, 
it’s too late. These important communications 
generally fall into two categories – those designed 
to make guests aware of newly adopted practices 
and policies (e.g., mandatory mask wearing) and 
those designed to inform guests of closed or cur-
tailed amenities and services (e.g., unavailability 
of food and beverage outlets). In our work with 
clients, we have incorporated these types of com-
munications on property websites, in booking 
terms and conditions, in booking confirmations, 
and in pre-arrival emails. 

TAKE ADVANTAGE OF PROTECTIONS AVAILABLE TO YOU
For those of you located in one of the few states to pass legislation limiting hoteliers’ liability (or even pro-
viding civil immunity) for COVID-19-related claims, do what you can to take advantage of these important 
protections. Whether federal legislation providing businesses nationally with similar protections is ever 
adopted (presumably as part of any second round of federal stimulus) remains to be seen at time of print. 

ADOPT BEST PRACTICES
Consider the many operational prac-
tices and processes and physical 
changes that can be put into place to 

mitigate guests’ exposure to COVID-19 and 
implement those that are consistent with (or 
even better than) those adopted by owners 
and operators of properties similar to yours. 
By doing so, you can demonstrate to a judge, 
jury, or guest who claims they contracted 
COVID-19 while at your property that you 
took reasonable steps to mitigate potential 
COVID-19 exposure. While the availability of 
multiple “recommended” practices and pro-
cesses may make it difficult to choose the 
right combination for you, doing nothing is 
not an option. If your property doesn’t have 
the benefit of brand-mandated practices and 
processes, consider adopting the Safe Stay 
program, earning your certificate with the 
AAHOA/P&G Professional’s Training in Hotel 
Sanitization and Cleanliness, and following 
the guidelines issued by the CDC or your local 
government or health care agency. 

A WORD ABOUT INSURANCE
Any comprehensive liability mitigation plan must consider available insurance. If you have not done so 
already, review your existing insurance policies (or better yet, contact your insurance broker) to assess 
whether a guest’s COVID-19 claim might be covered. I have been surprised to learn that some commercial 
general liability (CGL) policies may provide limited coverage. Unfortunately, I also have learned that many 
umbrella policies do not. 

Be safe and stay healthy.� ■

Greg Duff is a Principal at Foster Garvey and represents clients engaged in the hospitality industry, including owners, 
operators, and vendors. Learn more at www.foster.com.

2 
1 

3 

  4-MINUTE READING TIME

M
IN

D 
AN

D 
I/S

H
UT

TE
RS

TO
CK

.C
O

M

TODAYSHOTELIER.COM |JANUARY 2021 |  37

http://www.foster.com
http://TODAYSHOTELIER.COM
http://SHUTTERSTOCK.COM


Pandemic places spotlight  
on franchise agreements

FRANCHISING

by RAHUL B. PATEL and CYRA A. DUMITRU
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Rahul Patel, 
Managing Partner, 
Patel Gaines and 
Cyra Dumitru, 
Associate Attorney, 
Patel Gaines.

  3-MINUTE READING TIME

Different 
states and 
jurisdictions 
have different 
rules and 
regulations 
in place to 
mitigate the 
spread of 
COVID-19.”

1 UNDERSTAND YOUR 
OPPORTUNITIES TO NEGOTIATE. 

From a legal perspective, now is a good time to 
reach out to your brand representative and try to 
negotiate a franchise agreement that allows some 
flexibility during COVID-19. Examples include: (1) 
renegotiating and/or adding windows of termi-
nation and tying these windows to revenue or 
occupancy goals; (2) negotiating waivers of cer-
tain franchise requirements; and (3) negotiating 
reductions on royalty fees.  The important part is 
to ensure you can terminate if the hotel industry 
is unable to meet your specific needs.

3 AMENITIES AND THIRD-
PARTY AGREEMENTS.

“Audit your existing hotel amenities, such 
as breakfast and transportation services. 
In some cases, your home state may no 
longer allow these services, or it may not 
be in the best interest of your guests,” 
Patel said. “In addition, are you absorb-
ing increased costs from your vendors 
due to COVID-19? You may be able to 
get out from or renegotiate these agree-
ments.” It may be a good idea to modify 
your payment schedule or terminate the 
agreements if you cannot use a   service. 
Most agreements have what is known as 
“force majeure” 
clauses which 
allow contracts 
to terminate with 
little to no penalty. 
Depending on what 
the agreement 
says, it may be the 
best time to acti-
vate this clause.

Upfront conversations with your busi-
ness partners, even in the face of the 
unknowable, is the first step toward mini-
mizing your risk and protecting the viability 
of your property. When open discussion is 
combined with expert legal guidance from 
an experienced law firm, the franchisee will 
gain significant benefits with their planning 
efforts.� ■

Patel Gaines has represented 200+ franchisees, 
working with brands such as Hilton, Marriott, 
Choice Hotels, IHG, and Wyndham.
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FRANCHISEES FACE A TOUGH DECISION: TRY TO RIDE OUT COVID-19 AND COMPLETE THEIR 
franchise term, or terminate, re-brand, or repurpose? These decisions require thought and 
planning. 

Preparing a strategy requires a lot of input from owners, partners, lenders, brands, and 
others. Patel Gaines’ Partner Rahul Patel and Associate Attorney Cyra Dumitru examined several high-
priority issues hotel franchise owners should consider when deciding next steps. 

2 DON’T START 2021 WITHOUT A CLEAR 
UNDERSTANDING OF WHAT COVID-19 

MEANS FOR YOUR HOTEL.
Regardless if you are involved in a new build, PIP, or 

conversion, open the line of communication with 
your franchise representative as soon as possible 

to ensure timeliness and legal compliance.  
COVID-19 has caused numerous unprece-

dented delays in the hotel and construc-
tion industry. It also may be prudent 

to consider repurposing square 
footage into more usable space 
including renting out conference 
rooms or using breakfast areas 

as a source of revenue. “Different 
states and jurisdictions have different 

rules and regulations in place to miti-
gate the spread of COVID-19,” 

Dumitru said. Due to all the 
legal  uncertainty, it’s impor-

tant for franchisees to ensure 
they  have built-in extensions for 

upcoming deadlines. Most importantly, 
franchisees should negotiate or renegotiate formal 
extension options, as applicable, ensuring they will 
receive guaranteed, not optional, extensions or waiv-
ers at little to no cost.  Otherwise, a franchise project 
may become overly burdensome before it even gets 
off the ground.
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Getting the  
message to 

COVID-19 and the 
evolution of social 
distancing
by ANDREW WITKINStick
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HEN COVID-19 ROCKED THE 
economy, the hospitality indus-

try was one of the first to feel 
the effects, and now its road to 

recovery has proven longer and slower than 
most. How do you safely reopen the doors to 
your hotel when the definition of “safe” keeps 
changing? As many businesses are discovering, 
the key to keeping up with a rapidly evolving 
situation actually lies in adopting a temporary 
solution in the form of stickers, decals, and 
other easily changed solutions.

The same things that have been used to 
customize, personalize, and otherwise deco-
rate practically any surface for as long as you 
can remember turn out to play a crucial role in 
social-distancing messaging. And while they’re 
an important part of recovery efforts across 
the economy, they’re especially useful for the 
hotel industry.

THE MESSAGES CHANGE, BUT THE 
GOAL STAYS THE SAME
It all started with handwritten signs, creative 
use of letterboard, and other hastily assem-
bled messages as hotels and motels across the 
nation unexpectedly shut their doors in the 
spring. And when it seemed like things would be 
back to normal in just a few weeks, “Sorry, we’re 
closed,” seemed like enough of a message. 

It wasn’t.
In the months since the pandemic started, 

it’s become obvious that remaining closed isn’t 
a realistic option. Instead, it’s about reopening 
in the safest possible manner, one that miti-
gates risk for customers and employees alike. 
And the key to that is in the messaging and the 
signage itself.

Social-distancing guidelines have evolved, 
but it’s become widely accepted that wearing 
a mask and remaining 6 feet away from one 
another are the key components of a safe return 
to business. But how do you make sure every-
one follows these guidelines?

Figuring out the right message is one thing, 
making it visible is another entirely.

This is where stickers, labels, and decals have 
proven invaluable. They can be produced rap-
idly to keep up with the latest safety guidelines, 
yet they’re far more affordable than permanent 
signage. They also look more professional than 
handwritten signs, especially when it comes to 
replicating a message. You can have as many 
identical stickers as you want, making it easy to 
place 6-foot-distancing markers on the floor or 
to put up mask reminders on every lobby door.

REMINDERS WHERE YOU NEED THEM
Adhesive decals have incredible versatility. Aside 
from social-distancing reminders on floors and 
windows, hotels can use stickers to mark freshly 
sanitized towels and linens, to provide direction 
on new contact-free procedures, or to establish 
one-way traffic through busy intersections. That 
applies to changes in room service or other ame-
nities as well. Saying it with a sticker is far easier 
and more affordable than permanent alterations.

Maybe your turn-down service includes some 
new, COVID-19-conscious offerings, like a face 
mask or hand sanitizer. Labels are a great way 
to put a branded twist on these products, intro-
duce them to your guests, and invite guests to 
be proactive in their use. If you’ve introduced a 
new, touchless checkout process, why not place 
instructions in the rooms or even on the key cards 
themselves?

One unique way that hotels are already using 
stickers is to indicate that a room has been 
cleaned. A perforated adhesive is applied to 
the door and the doorframe to guarantee the 
room’s cleanliness, as only a new guest would 
break the seal. During a time when health and 
safety are priorities, this visual assurance is 
powerful. 

Stickers have always been a great way to put 
a little personality into things and adding some 
personal touches to PPE can help hospitality 
professionals create a welcoming air in these 
unsettling times. Adhesives are just one tool in 
the toolkit, though. Iron-on transfers are gain-
ing popularity in creating COVID-19 messaging 
in a novel way. 

These iron-on transfers bring all the quali-
ties of stickers and adhesive labels – namely 
colorful, consistent, and professional messag-
ing at an affordable price – and put them into a 
fabric-friendly medium. Imagine the possibili-
ties for the hospitality industry with the ability 
to customize cloth masks, uniforms, and more.

Safely and successfully reopening any busi-
ness is difficult right now, and that’s especially 
true for hotels and other parts of the hospitality 
industry. But, like anything, having the right 
tools makes it easier. And stickers, labels, iron-
on transfers, and other non-permanent labels 
are exactly the right tool in a rapidly changing 
(and hopefully temporary) situation like this.�■

Andrew Witkin is the founder and CEO of StickerYou 
a global, e-commerce leader in custom-printed, 
die-cut products that empower consumers and 
businesses to create high-quality materials for 
personal expression, marketing, and packaging.

STICK TO 
THE RULES

In the months 
since the pandemic 
started, it’s become 
obvious that 
remaining closed 
isn’t a realistic 
option. Instead, it’s 
about reopening in 
the safest possible 
manner, one that 
mitigates risk for 
customers and 
employees alike. And 
the key to that is in 
the messaging and 
the signage itself.”

Use stickers and decals to 
remind staff and guests of the 
following best practices:

MASK
Wear a mask at all  
times in public areas.

DISTANCE
Six feet is the minimum 
recommended distance 
to keep from others.

SING & 
WASH
Wash hands for at 
least 20 seconds – the 
length of two rounds 
of “Happy Birthday.”

  4-MINUTE READING TIME
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AAHOA officially wrapped up the inaugural virtual 
2020 Regionals Series and it was a resounding success! 
Because of the unwavering support of our exhibitors and 
sponsors, AAHOA was able to deliver vital region-specific 
advice and information from 
industry leaders and experts 
to thousands of attendees to 
help them survive and recover 
even as the COVID-19 pandemic 
surges across the nation.� ■

AAHOA MEMBERS IN ACTION
  2.5-MINUTE READING TIME
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Tomorrow’s leaders 
AAHOA SCHOLARSHIP

todayAAHOA has partnered with 
Kennesaw State University to 
establish the Michael Leven & Lee 
Dushoff AAHOA Scholarship for 
Compassionate Leadership. The 
scholarship’s first recipient  
Ariana Stevenson told Today’s 
Hotelier about her place in the 
future of the hospitality industry.

WHY DID YOU CHOOSE  
HOSPITALITY AS A CAREER PATH?
I chose hospitality management as a career 
path because I want to pursue a degree 
where I can serve others while also hav-
ing the opportunity to manage a team of 
employees. I wanted a career path that 
was flexible with job opportunities in many 
areas to explore such as human resources or 
project management. Hospitality also gives 
you many travel options as I would love the 
opportunity to travel beyond just working 
in the office. 

HOW DID YOU LEARN ABOUT THE 
MICHAEL LEVEN & LEE DUSHOFF 
AAHOA SCHOLARSHIP FOR 
COMPASSIONATE LEADERSHIP?
I learned about the AAHOA scholarship by 
applying to the scholarship application at 
KSU. KSU gives its students who excel in 
their course an opportunity to be rewarded 
through their various scholarships. 

WHAT DOES THIS SCHOLARSHIP  
MEAN TO YOU?
I’ve worked throughout college and main-
tained a high GPA, so receiving this scholar-
ship felt like an accomplishment for the long 
nights and dedication spent in my classes. 
This scholarship will allow me to work less 
in college and provide me with the financial 
support to focus solely on my final courses 
while interviewing for my career after I 
graduate. 

WHAT EXCITES YOU ABOUT THE 
HOSPITALITY INDUSTRY?
The thing that excites me most about the 
hospitality industry is the opportunity to 
serve others and give back to my local com-
munity through compassion in my day to day. 
The people you meet and the conversations 
that you get to have with others is truly why 
I want to pursue a career in this industry.�■

TELL US ABOUT YOURSELF.
I am currently a senior at Kennesaw State 
University and majoring in business man-
agement with a minor in marketing. I 
grew up in Woodstock, GA, and I chose 
KSU because of all the business oppor-
tunities being that it is close to Atlanta, 

GA. I currently am working at Jackson 
Healthcare in Alpharetta, GA, as a 

benefits coordinator in human 
resources. 

A Long-Lasting Impact  
on Our Industry
Consider making a donation to the Kennesaw State University 
Foundation, which is fully tax-deductible. Embrace the spirit of giving 
by helping a future hotelier achieve his or her dream. Contributions 
from AAHOA Members and Industry Partners will help create a 
sizeable endowment that will provide scholarships for students for 
many years to come, ensuring that our industry continues to thrive. 
Make your contribution today at community.  
Visit kennesaw.edu/aahoa.

Congratulations to Ariana Stevenson, 
the first-ever recipient of the  
Michael Leven & Lee Dushoff  
AAHOA Scholarship for 
Compassionate Leadership!

  2.5-MINUTE READING TIME
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The following companies provide generous ongoing support to AAHOA and its members. A heartfelt and sincere 
thank you is extended to every one of our vendor partners for their contributions to AAHOA and the industry at 
large. When searching for a provider, consider doing business with the following members.

AAHOA CLUB BLUE, PLATINUM & SILVER MEMBERS

ADP, Inc. 
Thomas Bell: (973) 510-0196

AutoClerk, Inc. 
Mohammed Hansia: 

(925) 284-1005

Avendra 
Mara Radis: (301) 825‑0311

Chase 
Faheem Khan: (800) 727‑1872

Ecolab, Inc. 
Michael Pfister: (317) 250-5189

Home Box Office 
Michelle Mahoney: (347) 610-1081

Lowe’s ProServices 
Anthony Ruiz: (980) 287-6808

United Health Group 
Kimberlee VanderVoorn: 

(800) 328-5979

WorldClaim 
Russell Heath: (518) 456-8523

Zonetail 
Mark Holmes:  

(416) 583-3773 x228

AAHOA CLUB BLUE MEMBERS

AAHOA PLATINUM MEMBERS

Amana PTAC 
Byron Cortez: (800) 647-2982

Best Western Hotels & Resorts 
Michelle Zajac: (800) 847-2429

Choice Hotels International 
Tim Shuy: (301) 592‑5000

Diversey 
Deniz Alpaslan: (980) 221‑3235

Extended Stay America 
Linda Trexler: (980) 345-1600

Focus Brands 
Rani Bhatt: (404) 978-4829

G6 Hospitality Franchising, LLC 
Mike McGeehan: (972) 360‑9000

GE Appliances 
Amy Kaiser: (502) 452-3073

Guest Supply – 
A Sysco Company 

Justin Haggart: (732) 868-2331

Hilton 
Bill Fortier: (703) 883‑1000

InterContinental Hotels Group 
Karen Rogow: (770) 604-5379

 
International WELL Building 

Institute 
Peter Scialla: (212) 464-8907

Marriott International 
Christie Patterson: 

(301) 380‑3200

Onity, Inc. 
Mark Lewitt: (800) 248‑6189

OYO Rooms & Technology, LLC 
Neha Hridaya: +91 (700) 363-7401

Radisson Hotel Group 
Phil Hugh: (800) 336-3301

Red Roof Inn 
Matt Hostetler: (713) 576-7426

RLH Corporation 
Harry Sladich: (866) 437-4878

TV Asia 
Pradeep Hegde: 

(732) 650‑1100 x26

Wyndham Hotels & Resorts 
Kevin Brickner: (973) 753-7158
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Access Point Financial 
Rhonda Loerzel: (404) 382‑9592

AccuLock, Inc. 
Dan Brown: (866) 222‑8562

Alvi Satellites 
Prashant Ajmera: (678) 466‑7868

American Express 
Merchant Services: 

(800) 528-5200

Atlas Concorde 
Michael Sautner: (615) 661-7200

Coast to Coast Computer 
Products, Inc. 

Kyle Kurtz: (800) 231‑4553

Cox Business 
Alea Riley: (404) 269‑3057

Curve Hospitality 
Sargent Khan: (713) 819‑7296

Dickson Furniture 
Manufacturers 

Paul Mougel: (713) 747-0341

DIRECTV, Inc. 
Jeff Fox: (310) 560-0323

DISH Business 
Tyler Floyd: (303) 723-1854

Ferguson 
Brian Winterble: (954) 597-3163

Foliot Furniture 
Mahesh Parekh: (702) 278-7380

Fresh Air 
Matt Hanson: (603) 643-7181

Friedrich Air Conditioning 
Company 

Dave McDonald: (210) 546‑0500

Gallagher Affinity 
Jennifer Parker: (703) 461-5200

GreenTree Hospitality Group 
Scott Pokorny: (952) 240-8181

HD Supply Facilities 
Maintenance 

Stratton Michaels: (800) 431-3000

Hodges Ward Elliott 
Clint W. Hodges: (404) 233-6000

The Home Depot Pro 
Susan Wright: 

(866) 412-6726 x105540

Hospitality1 
Dhar Patel: (714) 473-9813

Hyatt Hotels Corporation 
Jim Tierney: (617) 803-4489

INFINITI HR 
Daniel Mormino: (623) 455-6234​

Just In Time Communications 
Justin Jones: (855) 565-1432

Lodging Concepts 
Jinesh Naran: (714) 694‑5980

Macrotech 
Dipak Patel: (650) 376-2163

Marcus & Millichap 
Alexis Hummel: (630) 570-2225

Mass Mutual 
Ana Lucia Divins: (800) 835-8612

 
MVM Technology, LLC 

Michele Blanton: (800) 596-5080

myDigitalOffice 
Matt Curry: (270) 993-1197

My Place Hotels of America 
Terry Kline: (605) 229-8684

O’Connor & Associates 
Andrew Choy: (713) 375-4224

P&G Professional 
Rohan Varty: (609) 933-2925

PMC Commercial Trust 
Kristi Lewis-Hodge: 

(972) 349-3200

Prem Sales 
Deepak Panchmia: 

(806) 745-6651

Primrose Schools 
Blair Burdette: (404) 423-4247

Rheem Water Heating 
Dave Hanley: (817) 680-4117

Rinnai 
Dipesh Parekh: (800) 621‑9419

Shaw Hospitality 
Robert Stuckey: (888) 448‑7878

Showtime Networks, Inc. 
Doug Markott: (770) 698‑6937

Simmons Hospitality Bedding 
Andrea Hochworter: 

(770) 353-0122

Spectrum Enterprise Solutions 
David A. Fitts: (212) 379-5826

State Bank of Texas 
Sand Patel: (678) 520-7263

Tara Energy 
Ashar Jafri: (713) 890-2222

Ten‑X 
Anthony Falor: (973) 727‑0314

Universal Financial 
Consultants 

Vincent Munno: (727) 669-0109

USA Digital, Inc. 
Aaron Gomez: (909) 200-5445

Vertically Integrated Projects 
Trela Hendrix: (303) 552-8814

World Insurance Associates LLC 
Joe Amato, Jr.: (800) 763-6574

AAHOA SILVER MEMBERS

TODAYSHOTELIER.COM |JANUARY 2021 |  4 5

http://TODAYSHOTELIER.COM


v

PREFERRED VALUE MANUFACTURER OF HOSPITALITY 
FLOORING FOR OVER 35 YEARS  

 

FREE SAMPLES: CALL US AT 1-800-225-2948 OR AT 
OUR WEBSITE: WWW.KINSLEYCARPETS.COM  

KINSLEY CARPET MILLS UNDERSTANDS THE IMPORTANCE OF 
AFFORDABLE AND RELIABLE FLOORING.  

JOIN THE 750+ HOTELS  THAT HAVE UPGRADED THEIR FLOOR-
ING WITH KINSLEY CARPET MILLS IN 2018.  

AAHOA MEMBERS RECEIVE AN EXCLUSIVE DISCOUNT! 

- 100% WATERPROOF -  

LUXURY VINYL PLANK 

- HIGH VALUE - 

GUEST ROOM CARPET 

                TIME TO REPLACE? VISIT US AT WWW.KINSLEYCARPETS.COM OR CALL 1-800-225-2948.  

932420_Kinsley.indd   1 9/5/18   12:29 AM
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v
CLASSIFIEDS

©2018 North American Bancard is a registered ISO of Wells Fargo Bank, N.A., Concord, CA, and The Bancorp Bank, Philadelphia, PA. 
American Express may require separate approval. *Durbin regulated Check Card percentage rate. A per transaction fee will also apply. 
**Some restrictions apply. This advertisement is sponsored by an ISO of North American Bancard. Apple Pay is a trademark of Apple Inc.

GROW YOUR BUSINESS. PARTNER WITH NAB TODAY!

866.481.4604    

FREE NFC & EMV-READY
TERMINAL & PIN PAD
OR WIRELESS 
TERMINAL

COMPATIBLE WITH
GAS CARDS

WRIGHT EXPRESS
FLEET CARDS
VOYAGER
AND MORE…

FREE Credit Card Terminal Placement Wireless/Landline/High-Speed/Dial-Up

Easy setup (with no setup fees and quick approvals)

Seamless integration with your current POS

$295** towards your early termination fee (if you have one) with your current processor

Access to Payments Hub – our secure, online merchant portal

Free paper**

   WWW. NYNAB.COM

NAB makes it easy to offset your credit card processing 
fees with our non-cash adjustment.

ELIMINATE UP TO 100%
OF YOUR CREDIT CARD PROCESSING FEES!

©2019 North American Bancard is a registered ISO of Wells Fargo Bank, N.A., Concord, CA, and The Bancorp Bank, Philadelphia, PA. 
American Express may require separate approval. *Durbin regulated Check Card percentage rate. A per transaction fee will also apply. 
**Some restrictions apply. This advertisement is sponsored by an ISO of North American Bancard. Apple Pay is a trademark of Apple Inc.

GROW YOUR BUSINESS. PARTNER WITH NAB TODAY!

866.481.4604    

FREE NFC & EMV-READY
TERMINAL & PIN PAD
OR WIRELESS 
TERMINAL

COMPATIBLE WITH
GAS CARDS

WRIGHT EXPRESS
FLEET CARDS
VOYAGER
AND MORE…

FREE Credit Card Terminal Placement Wireless/Landline/High-Speed/Dial-Up

Easy setup (with no setup fees and quick approvals)

Seamless integration with your current POS

$295** towards your early termination fee (if you have one) with your current processor

Access to Payments Hub – our secure, online merchant portal

Free paper**

   WWW. NYNAB.COM

NAB makes it easy to offset your credit card processing 
fees with our non-cash adjustment.

ELIMINATE UP TO 100%
OF YOUR CREDIT CARD PROCESSING FEES!

 • FREE NFC &  
EMV-Ready Terminal 
& Pin Pad or wireless 
terminal.

 • Accept payments 
in-store, online, or 
on-the-go.

OPTIONAL PROGRAMS:

• Curbside Ordering
• Point of Sale Systems

Recommendations, Solutions 
& Integrations

©2020 North American Bancard is a registered ISO of Wells Fargo Bank, N.A., Concord, CA, and The Bancorp Bank, Philadelphia, PA. 
American Express may require separate approval. *Durbin regulated Check Card percentage rate. A per transaction fee will also apply. 
**Some restrictions apply. This advertisement is sponsored by an ISO of North American Bancard. Apple Pay is a trademark of Apple Inc.

GROW YOUR BUSINESS. PARTNER WITH NAB TODAY!

866.481.4604    

FREE NFC & EMV-READY
TERMINAL & PIN PAD
OR WIRELESS 
TERMINAL

COMPATIBLE WITH
GAS CARDS

WRIGHT EXPRESS
FLEET CARDS
VOYAGER
AND MORE…

FREE Credit Card Terminal Placement Wireless/Landline/High-Speed/Dial-Up

Easy setup (with no setup fees and quick approvals)

Seamless integration with your current POS

$295** towards your early termination fee (if you have one) with your current processor

Access to Payments Hub – our secure, online merchant portal

Free paper**

   WWW. NYNAB.COM

NAB makes it easy to offset your credit card processing 
fees with our non-cash adjustment.

ELIMINATE UP TO 100%
OF YOUR CREDIT CARD PROCESSING FEES!

248-497-1342
PLEASE CONTACT NEIL SHAH

www.denvernab.com

with
4G / Wifi

Make the same profit margin with 
cash and non-cash payments!
• Cash Discount

NAB makes it easy to make the same profit from non-cash payments 
as you do with cash payments with our cash discount program.

Accept EMV/NFC
(Apple Pay, ETC.) EBT,
Snap, Checks and more

Pay-at-the-pump 
compatible

Next Day Funding with 
weekend settlement

Rates as low as .05%*

REDUCE YOUR CREDIT CARD  
PROCESSING FEES

1023452_North.indd   1 22/11/20   8:33 AM
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Call: 1-(800)-283-0539
Fax: (888) 717-7472
sales@matrixhotelpbx.com
www.matrixhotelpbx.com

� Hospitality IP Phone 
System
� Time-Attendance and 

Access Control
� HD IP Security-Camera 

System

MATRIX COMMUNICATION & SECURITY 
SOLUTIONS FOR EFFICIENT FUNCTIONING

914947_Matrix.indd   1 21/04/18   1:24 AM

Hotel Safes from $89

7 Year Warranty

Custom Colors Available

OUR SAFES HAVE BEEN INSTALLED IN THESE HOTELS.

800-545-4947 
GlobalSafe Corporation   WWW.HOTELSAFES.COM

HILTON DAYTONA BEACH, FL
HILTON EAST BRUNSWICK, NJ
HILTON HARTFORD, CT
HILTON TORONTO, ON

HYATT MCCORMICK PLACE  
CHICAGO, IL

HYATT RESORT & SPA GUAM
HYATT ROSEMONT, IL
HYATT VINEYARD CREEK, CA

MARRIOTT BUFFALO, NY
MARRIOTT LOS ANGELES, CA
MARRIOTT RIVERSIDE, CA
MARRIOTT NORTH 

CHARLESTON, SC

Our Safes are in Every Major  
Hotel Brand in the U.S.A.

1023566_Global.indd   1 30/10/20   12:30 AM1024196_Vanities.indd   1 16/11/20   11:26 PM

Legal assistance in reviewing/
negotiating franchise agreements

and liquidated damages settlements.

Mahesh I. Patel
Patel & Associates, Attorneys at Law
Phone: 972-643-1813
Fax: 972-231-0104
Email: mpatel@patellaw.net

FRANCHISE
LITIGATION

862136_Patel.indd   1 3/22/17   1:54 PM
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THERE’S A
PARTY
IN  YOUR
PIPES

  SpecialPathogensLab.com

 

Stop the Legionella
party in your 
underused water 
systems, faucets, 
showers, and hot 
tubs! We help you 
protect your guests 
from Legionnaires’
disease and your 
hotel from lawsuits!

Services 
• Outbreak response
• Legionella testing 
• Water management 

consulting services
• Water management plans 

(ASHRAE 188)
• Legionella education, 

including ASSE 12080 
certification training

Schedule
Free Consultation

THE
LEGIONELLA
EXPERTS

®

info@specialpathogenslab.com

 

1025978_Special.indd   1 18/11/20   12:20 PM

•  Real Estate Transactions
•  Employment Litigation
•  Corporate Restructuring
•  Wills, Trusts & Estate Planning
•  Contract Review & Drafting
•  Franchise Negotiations

CALL TODAY (760) DPA-0007 

1018839_DPA.indd   1 18/09/20   4:54 PM
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AAHOA/P&G PROFESSIONAL’S
TRAINING IN HOTEL
SANITIZATION AND CLEANLINESS
The Latest Training Certificate Program
for Hotel Owners and Your Staffs

TM

NEW TRAINING FOR THE INDUSTRY
AAHOA has partnered with P&G Professional to create
the AAHOA/P&G Professional’s Training in Hotel Sanitization
and Cleanliness, which covers what every hotelier needs to
know, including infection prevention and control, high-
touch points, sanitizing soft surfaces, communications,
elevating the guest experience, and more!

THIS PROGRAM IS COMPLETELY
FREE FOR EVERYONE
The entire hospitality industry is invited to take this
completely FREE program. Participants who successfully
complete the course and brief assessment will also receive
a Certificate of Completion.

TAKE THE TRAINING IN LESS THAN
30 MINUTES
Signing up for the training is quick and easy and the
training takes less than 30 minutes to complete. After the
training video, complete a brief assessment with a passing
score and your Certificate of Completion will be emailed to
you within 2-4 business days.

VISIT AAHOA.COM/CLEANINGCERT TO LEARN
MORE AND ACCESS THE TRAINING TODAY!

1028542_Editorial.indd   1 12/12/20   1:00 AM

Stay Engaged 
with AAHOA!

Read the latest association news and industry 
articles through Today’s Hotelier website.

todayshotelier.com
Today’s Hotelier website is an effective way to for you to stay informed with AAHOA throughout 

the year. Don’t miss out on any industry news and updates by viewing archive features and 
articles at your leisure.

AAHOM0121 TodaysHotelier FP_MKG.indd   1 2020-11-24   11:28:41 AM
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Learn all the details on a better way to extended stay
Contact Matthew Hostetler, Chief  Development Officer, mhostetler@redroof.com, 713.576.7426    /    redrooffranchising.com

This is not an offer. No offer or sale of a franchise will be made except by a Franchise Disclosure Document first filed and registered with the applicable authorities. For New York: An offering can only be made by a prospectus filed first with the  
Department of Law for the State of New York. Such filing does not constitute approval by the Department of Law. For Minnesota: #F-5824. Red Roof Franchising, LLC, 7815 Walton Pkwy, New Albany, OH 43054. © 2020 Red Roof Franchising, LLC

A brand new way to extended stay.™

Everything we’ve learned over the 
past 45+ years has gone into creating 

this Upscale Economy® 
extended stay opportunity.

NEW PROTOTYPE BASED ON WHAT EXTENDED STAY GUESTS TRULY WANT:

M O R E  F U N C T I O N A L  S T O R A G E  F O R  P E R S O N A L  I T E M S  •  F O R M ,  F U N C T I O N  A N D  S T Y L E  •  C O N T E M P O R A R Y  D E S I G N  F O R  

L O N G E V I T Y  A N D  F U N C T I O N  •  C O M F O R T A B L E  A N D  W E L C O M I N G  W I T H  N A T U R A L  C O L O R  P A L E T T E S  •  I N V I T I N G ,  O P E N  L O B B Y

1025374_Red.indd   1 12/11/20   8:48 PM
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