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DEXTFER.
LAUNDRY

BUILDING
A BETTER
TOMORROW.

Always clean. Always efficient. Always working for you.
With laundry solutions designed for whatever the world
has in store, Dexter is focused on your success.

DEXTER.COM EMPLOYEE OWNED | MADE IN THE USA | SINCE 1894 1.800.524.2954
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You're focused on growing your business. So are we.

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.”

» Next business day funding when you deposit into a Chase business checking account.?
* 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.?

CHASE & AR
W BUSINESS AV OA

CLUB BLUE MEMBER

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.

"Talk to a Chase Representative for more details and ask to review the Schedule A Pricing Sheet.

2 Next business deg funding is available to eligible Chase Merchant Services customers who deposit into a single Chase business che(king account. Visa®, MasterCard®, Discover®, and American
Express® OptBlue® credit and debit transactions are eligible. All businesses are subject to business credn%pgrova\ 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 depasited on the next business dady, excluding weekends and bank holidays. Some exclusions may apply. The listed payment brand(s) are not sponsors of
this program. Al marks are marks of their respective companies. Deposit products provided by JPMorgan Chase Bank, N.A. Member FDIC.

* 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.
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Premium entertainment
at a price you’ll love.
Plus, no upfront equipment costs.

With EVOLVE, guests can access all their favorite
content through a premium entertainment platform that

: q . .. . (0])
seamlessly integrates with your existing in-room TVs. QOSMARTEBOX®

Netflix built-in

DISH is the only national pay-TV provider to have
Netflix built-in to a hotel entertainment platform.

Netflix streaming membership required.

Seamless casting

Give your guests the power to easily cast their content
to in-room TVs with Chromecast built-in™.

Chromecast built-in is a trademark of Google LLC.

Any TV over any network

EVOLVE offers a smart HD TV experience without
the need to upgrade to commercial-grade TVs.

Get free programming for
your first two months.

Offer ends 6/30/21. Early termination fee applies.
Commitment required and other restrictions apply.

Small box. Big entertainment
Power your premium entertainment
platform with SMARTBOX, one
microwave-sized box capable

of delivering up to 96 HD channels
property-wide through your
existing infrastructure.

Discover true efficiency
SMARTBOX takes up 93%
less space and consumes
90% less power than
previous DISH systems.

Entertainment made easy
SMARTBOX integrates with
your current network. No costly
rewires necessary.

business

Contact us at dish.com/hotels
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LETTER FROM THE CHAIRMAN

BIRAN PATEL
AAHOA CHAIRMAN (2021-2021)

Driving innovation for
the independent hotelier

In practice,
these values
propel our
association and
require that
we, a spirited
community of
hoteliers and
our industry
partners, lift
each otherup.”
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S THE VOICE OF AMERICA’S HOTELIERS, AAHOA’S OBLIGATIONS ARE TO

the small business owners devoting their energy and passion to the entrepre-

neurial pursuit. We produce sought after educational content, hostindustry-

wide events, offer networking opportunities, and are always attuned to our

enduring values of innovation and member service. In practice, these values propel

our association and require that we, a spirited community of hoteliers and our industry
partners, lift each other up.

Our industry will soon cross the one-year mark of operating during the COVID-19
pandemic. We strive to do right by all of our members, even under these difficult cir-
cumstances. Owning and operating a hotel, whether franchised orindependent, comes
with a unique set of benefits and drawbacks. The devastating impact of the ongoing
pandemic has certainly complicated both approaches to managing a small business.

Comprising of more than one third of all hotels in the country, independent proper-
ties are the cornerstone of our industry and beacons of resilience and self-sufficiency
in this time of crisis. For ourindependent hoteliers, | want you to know that AAHOA has
your back. The AAHOA COVID-19 Resource Center was designed to help hotel owners
stay economically viable over the past year, offering tailored support to independently
owned and operated properties. From exclusive vendor deals to government relations,
AAHOA provides the independent owner with the resources and benefits otherwise
exclusive to a national brand.

And as vaccines rollout and travel returns, we are working to get our members
on track to a post-COVID-19 transition. Under the Biden-Harris administration, the
regulatory and legal landscape has already undergone substantial changes. When
running a small business, staying informed on the whirlwind of state and federal
developments while keeping the doors open poses additional burdens. That is why
we are advocating and innovating on behalf of the hotelier. AAHOA continues to
representour members’ interests in the legislative process while procuring industry
best practices for the independent hotelier. For help on how to navigate federal
relief programs, comply with state and local regulations, or market a clean, safe
lodging experience, look no further than our evolving resource center and virtual
event series. |

@3-MINUTE READING TIME


http://TODAYSHOTELIER.COM
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CECIL P. STATON
AAHOA PRESIDENT & CEO

Born to serve

the entrepreneur

66

Whatever you
are up against,
whether you
operate an
independent
hotel or
franchised
property, know
that AAHOA is
working for you,
your families, and
your business.”

HATEVER YOU ARE UP AGAINST, WHETHER YOU OPERATE AN INDEPEN-

dent hotel or franchised property, know that AAHOA is working for you, your

families, and your business. In times of both industry growth and ongoing

crisis, we uphold our mission “to advance and protect the business interests of

hotel owners through advocacy, industry leadership, professional development, member

benefits, and community engagement.” And beginning this year, AAHOA’s introducing a

new Strategic Plan that will serve the organization for the next three years. A key com-

ponent of that plan is our updated vision statement: To be the foremost resource and
advocate for America’s hotel owners.

AAHOA’s pursuit of serving America’s hoteliers - whether branded or independent - has
guided our association for more than 30 years. Now, what may be the most challenging
obstacleis that after decades of success in small business, further efforts to stay operat-
ing and recover are necessary. And AAHOA is here to equip all of our hoteliers with the
services, advocacy, and resources to get back to business as usual.

Each of our members have their own unique story, and | can especially relate to our inde-
pendent hoteliers, who make up more than 30 percent of the hotels in our membership’s
portfolios. Growing up in a family of entrepreneursinstilled in me a great appreciation for
the passion, dedication, and self-sufficiency needed to pursue a business for one’s self.
It was the lessons | learned watching my parents operate a small business that inspired
my wife Catherine and me to start our own small business in broadcasting, where we
worked in tandem to carve out our slice of the American Dream.

Now, as your President and CEO, | welcome the opportunity day in and day out to
serve our 19,500 and counting hoteliers, especially as we navigate the flurry of chal-
lenges ourindustry faces. The American Dream is an ideal unique to our country, yet it
isnot a guarantee. And over the past year, the viability of entrepreneurial endeavorsin
our industry have been tested. AAHOA was born out of the adversity faced in America,
and we are committed to preserving it.

For the independent hotelier, AAHOA provides the services, resources, and support
one might only receive operating a branded property. Through our growing COVID-19
resource center and MyAAHOA.com, | encourage you to check out the vendor deals,
webinars, and event opportunities that are specifically designed for the independent
owner and operator. |

Three Years, One Vision:

AAHOA's Strategic Vision for the Future

For thisissue, | sat down with Today’s Hotelier to further
discuss AAHOA's 2021-2023 Strategic Plan.

To learn more, read the interview on page 24.

TODAYSHOTELIER.COM | MARCH 2021 | 9


http://MyAAHOA.com
http://TODAYSHOTELIER.COM

GOVERNMENT AFFAIRS

chartsa
path for
small

business

by SEAN GROSSNICKLE

RESIDENT JOE BIDEN HAS PUT

pen to paper at a rapid pace

since entering the White House

in January. In his first two weeks,
Biden signed more executive orders, proc-
lamations, memorandums, and lettersthan
most presidents did in their first month. This
flurry of executive actions stems from the
administration’s agenda to roll back Trump-
era policies and deliver quick fulfillments
on policies espoused on the campaign trail.
The sheer number of actions is notable,
yet commonplace reversals for a fledgling
administration. Seeking to get ahead on
issues such asimmigration, climate change,
as well as health care, vaccines, and the
economic response to the ongoing pan-
demic, Biden has laid the groundwork for
his administration and the Democratic con-
trolled Congress to pursue an ambitious
policy agenda.

ALOOKAT THE SBA AND SMALL
BUSINESS RELIEF

Economic relief for small businesses,
distributed through the Small Business
Administration’s (SBA) various loan pro-
grams, is a centerpiece of the Biden-Harris

10 | MARCH 2021 | TODAYSHOTELIER.COM
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administration economic recovery plan.
Additionally, Biden has signaled a push
for extending paid leave and unemploy-
ment compensation while buffing work-
place safety guidelines. On January 29,
President Biden signed an executive order
directing the Occupational Safety and
Health Administration (OSHA) to release
updated guidance on COVID-19 workplace
prevention programs, which are due to
roll out by March 15. In essence, Biden’s
relief plan for small businesses does not
revolutionize the current programs and
safety standards the hotelier is already
accustomed to. AAHOA will update its
members on the new workplace guidance
when it is published.

The recent funding for Second Draw
Loans in the Paycheck Protection
Program (PPP) have been a valuable
resource for small businesses. Economic
relief for small businesses has been a
bipartisan policy throughout the pan-
demic and will likely remain a piece
of common ground for lawmakers
in Washington, D.C., to rally around.
Funding for key SBA loan programs was
refreshed in the stimulus package passed

@ 3-MINUTE READING TIME

in the final days of the 116th Congress,
fulfilling several key priorities for hote-
liers and the hospitality industry.

THE LABOR LANDSCAPE

Under the Biden administration, laborand
employment policies will primarily flow
through the U.S. Department of Labor and
the National Labor Relations Board, cur-
rently consisting of five seats with three
Republicans, one Democrat, and one
vacancy. The Biden administration has
signaled strong support for union organi-
zation and collective bargaining arrange-
ments. Rulings on the joint employment
standard, very relevant to franchisees,
under the National Labor Relations Acts
will likely be revisited.

Although Democrats control Congress
and the White House, their ability to pass
legislation without working with members
of the Republican party remains limited
as long as the filibuster remains in the
narrowly controlled Senate. Labor law
and employment policies are rising to the
forefront of the Biden agenda, and we can
expect some roll backs of policies passed
under the Trump administration. |

GUSTAVO FRAZAO/SHUTTERSTOCK.COM
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COMMON G ND

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

by SEAN GROSSNICKLE [ B

THE ISSUE
The U.S. workforce has experienced record rates of unemployment
as a direct result of the ongoing pandemic, affecting every state,
industry, and demographic. According to a study conducted by
the Pew Research Center, the pre-pandemic unemployment rate
(3.8 percent) was the among the lowest on record. Unemployment
peaked in April 2020 (14.8 percent), especially in leisure and the
hospitality industries which experienced the highest rates (39.3
percent) of any economic sector. Although these rates have
declined since April 2020, they remain elevated for a number of
industries that provide in-person services. The Congressional
Research Service reported that the unemployment rate in the
hospitality industry remained comparatively high (16.7 percent)
in December 2020.

As the country charts its path towards recovery, cultivating
skilled labor and talent retention will be critical to reviving the

Rep. Bobby Scott (D-VA),

Sponsor of the National Apprenticeship Act

“Registered Apprenticeships remain one of our most successful
tools for connecting workers with in-demand skills and good-
paying jobs. This bipartisan bill - which passed the House will
overwhelming support last year - will create nearly 1 million new

apprenticeships and expand these opportunities to include a
more diverse group of workers and a wider array of industries.
It also enhances youth apprenticeship and pre-apprenticeship
programs that will prepare a new generation of workers for the
modern economy.”

@ 3-MINUTE READING TIME
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economy. The U.S. response to historical crises exemplifies this.
In the wake of the Great Depression, Congress passed the 1937
National Apprenticeship Act to establish a nationwide program
that educated, trained, and employed apprentices and skilled
workers. This program has drawn bipartisan support throughout
its 80-year history, and the House Committee on Education and
Labor is pushing to expand it in the 117th Congress.

COMMON GROUND

Rep. Bobby Scott (D-VA), Chairman of the Committee on Education
and Labor, introduced the National Apprenticeship Act of 2021
(H.R. 447) on Jan. 25, 2021. According to the committee, this bill
would invest nearly $3.5 billion over the next five years to invest
in apprenticeship programs and workforce training. As of Feb. 2,
2021, the bill was awaiting a vote in the House with 81 Democratic
and 10 Republican cosponsors. |

Sen. Brian Fitzpatrick (R-PA),

Co-sponsor of the National Apprenticeship Act
“Apprenticeship programs grow our economy by fostering train-
ing programs that will prepare workers for in-demand careers
while addressing our nation’s current shortage of trained work-
ers. By closing the skills gap, this reauthorization of the National
Apprenticeship Act will enhance and invest in the Registered
Apprenticeship model so that more Americans, especially stu-
dents, have more options and access to good-paying jobs that
support working families.”

TODAYSHOTELIER.COM | MARCH 2021 11
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THE C-SUITE

Our industry has proven its resilience,
and that is all because of the people
who have dedicated their lives to the

hospitality industry.
]- | t

Hoteliers are®

Iresl

by TEAGUE HUNTER

HE POWER OF SOCIAL MEDIAAND TECHNOLOGY IS STRONGER THAN I COULD HAVE
everimagined. | cannot remember a time when the thoughts and opinions of so many
could be so widely spread as it can be now. Beyond the factions that may take excep-

tion to the positive advancements,

we cannot deny the technologies at hand that

have allowed us to remain connected these past 12 months. In April 2020, Zoom Video
Communications, Inc., posted on their site blog that they had surpassed 300 million
daily meeting participants, a staggering multiplicity from their reported 10 million in December 2019.

The hotel industry is included in those millions.

The dozen flights | would jump on in a month
dwindled to none and we all found ourselves invol-
untarily having traded our frequent flyer miles
in for meeting IDs and passcodes. While myself
and our team on the HUNTER Advisors side were
grounded, and my brother, Lee, was having to
quickly pivot and make some tough calls regard-
ing the Hunter Hotel Investment Conference that
was to happen in late March 2020. Together, we
made the incredibly difficult decision to cancel the
conference with high hopes for a 2021 gathering.

Layered into the burdens of canceling a major
event, both the Advisors and Conference teams
felt a need for us to provide a space to connect,
commiserate, and share what is going on in the

12 | MARCH 2021 | TODAYSHOTELIER.COM

industry. What did the team propose? Bringing
the day-to-day conversations with industry col-
leagues from behind the curtains.

TEAGUE TALKS

The first Teague Talks was an informal dialogue
with my good friend and colleague Mit Shah, CEO
of Noble Investment Group and long-time AAHOA
Member. From April 2020 to where we are standing
now in the first quarter of 2021, we have recorded
and shared almost40 one-on-one Zoom conversa-
tions with leaders throughout the hotel industry.
The positive feedback we received from the hospi-
tality community reaffirmed to us to keep it going.
What has been the most rewarding outcome of
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®G-MINUTE READING TIME

Teague Hunter,
President & CEO,
Hunter Hotel Advisors

PHOTO COURTESY OF TEAGUE HUNTER
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Teague Talks so far has been the oppor-
tunity to hear firsthand the powerful sto-
ries of true leaders who care deeply about
their organizations and people.

THE RIGHT TEAM

Every organization has its methods in
recruiting the best and brightest to join
its teams. For myself, | have had an oppor-
tunity to continue to build on the family

either got it or you don’t. There is a
certain amount of training
and time to adapt for each
position, but the intuitive
connection that a person
must make in the first few
minutes to gain trust and
confidence in carrying out
business takes character.

I have always had a

business butalso reimagine whatisahead  curious mind and affin-
for us at HUNTER. When it comes to the ity for others. Evenat { |
frontline of what we do, | believe you’ve  a young age, | knew y

No more

disgusting
bathroom
sink drains.

Il Removable,
replaceable grid s
keeps drain =
looking new - ‘
B Grid prevents "
clogs \i,_-;
/

M Simple to snake— _ -
remove grid and
snake from above

B Heavy-duty brass
or PVC

B One-piece tube,
one-person
installation

IdealLav

COMMERCIAL
SINK DRAIN

816.796.3900
watcomfg.com

®

Always a slen@
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that my emotionalintelligence and ability
to genuinely connect with someonewasa
gift. My brother, on the other hand, has a
keen attention to detail and the capability
to manage a national-level conference.
The balance of our leadership styles has
shown me the value of gaining perspective
beyond my own. What does that look like?
At HUNTER, teamwide discussions take
place before important decisions. Group
thinking is valued, and intentionality is
a must.

OUR PATH

This current generation of leaders has
faced unforeseen hardships both person-
ally and within their organizations. We
are juggling our company, community,
families, and mostimportant assets - our
people. The pressure of such responsibility
is heavy. Though most of us have all gained
some new muscles, the road ahead is what
we are training for. For all that is to come,
we need good people to run with us. We
have a fiercely loyal group of people who
love our industry, and we must do all that
we can to protect it.

For HUNTER, we found our way to trek
forward and will continue to discover
opportunities to stay strong together.
In the meantime, we are excited to wel-
come you to join us at the 32nd Hunter
Hotel Investment Conference (again) this
May 10-12, 2021, at the Atlanta Marriott
Marquis. Yep, in person. |
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5 THINGS TO KNOW

[ Things

To Know

About AAHOA This Month

AAHOACON21 WILL MEET
AUGUST 3-6!
Ask anyone and they would say
one of the best things about
the AAHOA Convention & Trade
AEEEEEEERRR. Show is the networking opportuni-
ties! In AAHOA’s ongoing efforts to make that gath-
ering as safe, accessible, and enjoyable as possible
foreveryone, we’re moving the show to Augustin an
effort to allow the most people to attend safely. We
look forward to seeing you in Dallas, TX, August 3-6,
where together we will network, learn, and inspire
one another as we travel the road to recovery for the
hospitality industry.

LN

{ HELP AAHOA THRIVE
y BY VOLUNTEERING

\ YOUR TIME.

N The participation and

talent of our dynamic
membership is vital to AAHOA’s success. If you want
to make a difference for AAHOA Members and the
hospitality community at large, consider serving
on an AAHOA Committee, as an Ambassador, or
on the AAHOA Board of Directors. These key roles
are vital to helping us be the foremost resource
and advocate for America’s hotel owners. Eligible
applicants are AAHOA Members in good stand-
ing. Interested in serving on a committee or as an
ambassador? Visit AAHOA.com/about-AAHOA to
learn more. Want to serve on the AAHOA Board? The
nomination period runs through June 7. Open posi-
tions and eligibility requirements are available at
AAHOA.com/2021Candidates.

HAPPY BIRTHDAY, CHO!

CHO turns 20 this year, so earn your certificate to celebrate.
Invest in your professional development by earning your
Certificatein Hotel Ownership® (CHO). AAHOA’s completely
revamped CHO is a fully customizable, all-digital platform

@ 3.5-MINUTE READING TIME

that offers an.n-depth look into 12 learning tracks -

Investment & Development, Front Office, Financing, Hotel Ownership,
Human Resources, Accounting, Major Support Departments, Leadership,
Legal & Compliance, Revenue Management, Sales & Marketing, and
Technology - and allows you to work at your own pace. Learn more at

AAHOA.com/CHO.

AAHOA CHAIRMAN BIRAN
PATEL TO BE FEATURED
AT CLIC.
AAHOA Chairman Biran Patel will
be a featured speaker at the virtual
2021 California Lodging Investment
Conference, set forMarch 4. Biran will
joinotherindustry leaders, including
CHLA Chairman and AAHOA Lifetime
Member Bijal Patel, to share his
insights on the Hotel Investment/
COVID-19 panel, moderated by
Glenn Haussmann
of Rouse Media (No
Vacancy Podcast).
CLIC, the only con-
ference focused
exclusively on
the California
hotel mar-
ket, brings
together
lodging
‘ profes-
sionals in California for one day
of learning, professional develop-
ment, and networking. Learn more
at cliconference.com.

SIGN UP TODAY
FORAAHOA’S
FIRST TWO GOLF
TOURNAMENTS OF
2021.

Registration is now open for the first
two events on AAHOA’s 2021 Charity
Golf Tournament schedule, the
AAHOA Southeast Texas Inaugural
Charity Golf Tournament (April 6,
Wildcat Golf Club, Houston, TX)
and the AAHOA Southwest-Phoenix
Charity Golf Tournament (April 8,
Ocotillo Golf Club, Chandler, AZ).
We invite players and sponsors to
join us at two of the country’s top
golf courses as we come together to
support local charities and COVID-
19 relief efforts. The well-being,
health, and safety of all participants
areour No. 1 priority, so we are tak-
ing all necessary precautions to
keep you safe. AAHOA will provide
face coverings, hand sanitizer, and
proper health and safety measures
atall of our events. Learn more and

register at AAHOA.com/golf. W
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FEATURE

How to build for financial success,
now and after the pandemic 8

To keep
operations going,
Stacy Howlett,
general manager
atAngarArts
Hotel in St. Louis,
MO, suggests
watching spend
\4

1

Watchingt @

bottom

by IAIN SHAW

= |

PHOTO COURTESY OF ANGAD ARTS HOTEL.

line
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Team members rallying together is one way the Beach House hotel has

stayed afloat during COVID-19.

TRIM THE FAT

Before you do anything else, control
what you can. Review everything your
hotel is currently doing and look for
opportunities to trim any fat. You’ve
probably done this multiple times over
the past year, but your perspective on
some spending items may be different
today from where you were last quarter.
“Continue doing what so many of us did
in 2020,” said Stacey Howlett, general
manager at Angad Arts Hotel in St. Louis,
MO. “Watch labor very closely, analyze
every invoice, make sure you are watch-
ingthe ROl on every service thatis being
used.”

As part of this process, Michael
Casey, managing partner at Storey
Hospitality, which operates five proper-
tiesin Northern California, recommends

reviewing all vendor contracts with a
view to renegotiating terms and pric-
ing. “Vendors are fully aware of the
challenges facing independent hotels
at this time and most - the good ones
- are willing to work with properties to
ensure strong, long-lasting relation-
ships,” Casey said.

BE FLEXIBLE WITH

TEAM MEMBERS

Team dynamics are critical to financial
success, both in the context of COVID-
19 and building for the long term. Don’t
forget that every member of your team
has experienced extreme stress and
likely some degree of burnout over the
pastyear. Whatever you can do to boost
morale and keep staff engaged is time
well spent. “They have worked hard

ETAININGATIGHT, OBSESSIVE FOCUS ON FINANCES IS PART OF THE LIFE OF AN INDEPENDENT HOTELIER,
but the past year has been unlike any other, even for the most experienced in the industry. And it’s not over,
with the uncertainty that characterized 2020 likely to be a constant at least through 2021. We asked industry
insiders and experts what independent hoteliers can do to address any financial challenges their properties
face in the short term and how independents can build for sustained success after the pandemic.

through an unprecedented year and the
staff is the hotel’s most valuable asset,”
Howlett said.

Be proactive and flexible to allow team
members time and space to recharge.
“We’ve all taken our turns hitting the
wall,” said Dana Dahl, general manager
of the Beach House hotel in Half Moon
Bay, CA. At the Beach House, Dahl said
team members have rallied and filled
in whenever colleagues have needed a
break. “When a front desk agent says, ‘|
need some time, | need three days off.’
... Okay. So, we all fellin and we do that,”
she said.

Dahlalso highlighted the importance
ofindependent hoteliers keeping leader-
ship teamsintact. During the pandemic,
that’s meant having everyone take on a
broader range of duties than normal. “To
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To retain them,
we're all doing
all the frontline
duties. 'm working
the front desk, my
sales manager is
handling delivering
continental
breakfast. We've
had to modify and
furlough certain
people, but we've
also been able to
really retain our
core management
staff, which is
hugely important.”

- Dana Dahl,
General Manager of
the Beach House

retain them, we’re all doing all
the frontline duties,” Dahl said.
“I'm working the front desk, my
sales manageris handling deliv-
ering continental breakfast.
We’ve had to modify and fur-
lough certain people, but we’ve
also been able to really retain
our core management staff,
which is hugely important.”

Laura Rose, managing part-
ner at Storey Hospitality, echoed
that sentiment. “Our Director of
Facilities at the Park James in
Menlo Park not only handles
the maintenance needs of the
property but also helps valet
park cars, troubleshoot ITissues,
and work front-desk shifts,”
Rose said. Cross-training staff
members may be a necessity
right now, but it also builds a
stronger, more cohesive team
that will be a long-term boon to
your property.

PRESENT AND FUTURE
THINKING BALANCE
It’satricky balance, butindepen-
dent hoteliers must walk the line
between laserfocus on the pres-
entmomentand havingone eye

18 | MARCH 2021 | TODAYSHOTELIER.COM

on the future. Johnathan Capps,
Vice President of Revenue at
Charlestowne Hotels, said it’s
important to retain a sense of
perspective. For example, work-
ing up detailed plans for Cyber
Monday 2022 isn’t a good use of
time, butindependents should
be anticipating what business
will look like when the pan-
demic eases.

Don’t think of your hotel’s
experiences during the pan-
demic as an aberration - the
changes you’ve made might
inform future direction. “What
does bringing a full staff look
like, and has the pandemic
shown you something differ-
ently?” Capps said. “Or have you
learned something about your
hotel, about the demographics
or the market segments where
you need to now look at lei-
sure differently, or you need to
attack the group segment with
a salesperson?”

Develop plans for how you
are going to approach differ-
ent phases of recovery. If you
suspended certain services
or closed facilities during the

Week-t
fluctuations in busine
show hoteliers

pandemic, what will be the trig-
ger points for bringing those
back? If events and meeting busi-
ness starts to come back, what
parameters will you be operating
within? What will you be doing in
terms of marketing promotions
and ad spend?

Even asyou enter a transition
to more “normal” business, you
may still have to apply certain
constraints. Meetings have tradi-
tionally been a significant driver
of revenue at the Beach House
in Half Moon Bay. However, as
events begin to trickle back,
Dahlsaid it won’t make business
sense to accept every booking
request. “There’s a certain profit
margin that has to be there for
us to be able to open up for the
meeting,” she said. “We don’t
want to take a group of 10 peo-
plejustto get some practice. We
really need to say okay, when the
light switch goes on, then these
are the size of groups we need to
start with.”

USE DATA AND METRICS
Of course, with so much uncer-
tainty still in the air, figuring

PHOTO COURTESY OF CHARLESTOWNE HOTELS.
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outtimelines for post-pandemic
recovery is largely guesswork.
Instead, use data as a guide for
when to change gears. Capps
said week-to-week fluctua-
tions in business are the best
indicator of a real change in the
landscape. “Are you seeing a
week-to-week build that’s posi-
tive momentum?” he said. Use
data from before and during the
pandemic to benchmark current
performance. Customer senti-
ment surveys can also provide
some rough insights, but main-
tain a degree of healthy skepti-
cism - Capps said survey results
don’t necessarily translate into
corresponding upswings and
dips in business.

External metrics like adver-
tising rates also might provide
clues. “When you’re participat-
ing in programs out there that
are cost per click, and all of a
sudden, something that costs
$1 per click started moving to
$3and $4, well there’s something
that’sdriving that data,” he said.
“Maybe it’s a false positive, but
more often than not, it’s based
on a higher level of spending and
potentially demand.”

ACT NOW

Everyone is anxious for the
pandemic to end, but don’t
rest on your laurels playing the
waiting game. “We have found
that getting creative and doing
more, not less, is the only way
to create demand,” Laura Rose
said. When business travel dried
up overnight in Silicon Valley,
Storey Hospitality’s Park James
Hotel in Menlo Park, CA, drove
leisure demand by adding fea-
tures like live music at meal-
times, outdoor fitness classes,
and a curated wine experience
led by James Beard Award
winner Shelley Lindgren. “We
actually ended up improving
our property market share over
the prior year and our average
dinner check by 20 percent!”
Rose said.

If you have the funds avail-
able, use periods of low
occupancy to carry out any
necessary refurbishments
or renovations. Dahl said the
Beach House has carried out a
number of upgrades throughout
the pandemic, from landscap-
ing projects and painting the
building exterior to in-room
renovations. “We’re just dipping
into every aspect of the guests
stay to give improvement,” she
said.

Beware getting so caught up
inthe present moment that you
undercut your future financial
success. For example, cutting
prices to drive occupancy can
quickly become a race to the
bottom. “Finding the right bal-
ance of a slight reduction in
rate, and occupancy levels that
a reduced staff can service at
levels customers still expect, is
a delicate art,” Casey said.

TAP INFORMATIONAL
AND FINANCIAL
RESOURCES

While independent hotels lack
theinfrastructure and resources
that can bolster large chains in
a crisis, remember you’re not
alone. Make full use of the finan-
cialand informational resources
available to you. Paycheck
Protection Program (PPP) loans
have been critical for many of
the hoteliers we interviewed,
but a number of other common
threads came up. At Angad Arts
Hotel, Howlett said maintaining
strong relationships with local
banks and financial institu-
tions has been vital. Networks
of industry peers can provide
mutual emotional support, as
well as arenas for crowdsourc-
ing best practices and picking
up on the latest developments.
“We all have one thing in com-
mon and that is we are all
struggling,” Howlett said. “I've
gotten some greatideas on how
to coordinate staffing, sales
efforts, and new marketing

trend information from col-
leagues all over the world.”
Lean on your contacts and
establish regular points of con-
tactto sharetips. Charlestowne
Hospitality ran a weekly call for
the company’s general man-
agers that allowed leaders to
quickly relay insights, protocols,
and discoveries with other prop-
erties. This meeting rhythm
kept the company’s properties
moving forward as one. “One of
our properties may have done
a curbside check-in, and how
that was executed, or one of our
properties found a non-residue-
leaving fogger that sprays asan-
itizing chemical throughout the
lobby,” Capps said. This model
can be applied even by infor-
mal groupings of independent
hoteliers. You can share without
giving away all your secrets.

PLAY TO YOUR
STRENGTHS

It’s easy to be envious of the
big chains and their corporate
offices handing down guide-
lines and protocols. But finally,
don’tforget the advantages that
come with independence. “You
can morph and change things
as it goes,” Dahl said. “We’re
accountable to our ownership,
they’re not completely hands off
and they have their opinions as
well. Butit does help to be able
to work through an issue with
your team vs. being told how to
do it and putting a square peg
inaround hole.” |

TDPA

ATTORNEYS AT LAW

* Real Estate Transactions
» Employment Litigation
* Corporate Restructuring

+ Contract Review & Drafting
Franchise Negotiations

CALL TODAY (760) DPA-0007

» Wills, Trusts & Estate Planning
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Covering
[3ases

without compromising service
The long-reaching

impact of
COVID-19

by FIONA SOLTES

ANY HOTELIERS
will remember
2020 as the year
they fought to
keep doors open.
Hoteliers learned
anything can happen and that it can
happen fast.

: Imesh Vaidya, C
THE EFFECTS OF DISRUPTION : ) Premier Hospitall
S . AAHOA Southwest

From consolidating properties and A i

- R Regional Director.
cross-training staff, hoteliers have had
to learn to operate to perform at maxi-
mum efficiency. Cleaning and sanitza-
tion protocols had to change and those
changes had to be obvious to guests
by using social distancing markers,
hand sanitizing, wearing masks, and
more. These additional efforts have
been crucial for hoteliers in recent
months, whether at new properties
or established ones. The costs have
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been sig-
nificant;
the les-
sons learned,
steep.

And the time
has come to start
asking how much of
it will stick long term.

LONG-TERM

PREPARATION
Imesh Vaidya, AAHOA South-
west Regional Director and CEO
at Premier Hospitality, a hotel
management and construc-
tion company in Albuquerque,
NM, has a variety of brands in
his portfolio, including nine
properties in multiple states.
Holiday Inn Express & Suites,
Quality Inn & Suites, Hampton

@ 11-MINUTE READING TIME

AA

Amid this stressful time, Vaidya

has honed his management and
communication skills. And he has
learned the importance of building
and maintaining positive relationships
with banks, franchisors, and local and

state government.”

Inn & Suites, La Quinta Inn &
Suites, and SpringHill Suites
are all on the list; some have
been more aggressive with
requiring practices and equip-
ment than others.

Across the board, Vaidya said,
his company made it known to
staff that “if you’re not at the

hotel, our guests are not being
taken care of. And if they’re not
being taken care of, none of us
are here. We’re not in business.
So, let’s take care of each other,
and let’s make sure we’re safe,
and we can get through this rea-
sonably unscarred.”
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The industry will have to be
increasingly flexible by adopting new
technology and managing all revenue
streams. Getting involved with your
local chamber of commerce has never
been more important than it is now.”
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Vaidya said the hardest les-
son to learn was that employee
apprehension had to be man-
aged in addition to expenses
without sacrificing livelihoods.
“Most of the hospitality indus-
try has reduced hours, which
was unavoidable,” he said.
“Many of us have tried to keep
our staff gainfully employed
without issuing layoffs.
Obviously, if we don’t have
hours, we don’t have hours.”

EP MARROTY

COMMUNICATING
MOTIVATION AND SAFETY
But it also has been challeng-
ing - and necessary - to keep
staff motivated and feeling safe,
Vaidya said. In the early days of
the pandemic, “the best thing
we could do was to ensure that
the safety of our team was more
important than anything else.
Whether that was purchasing
the PPE, or putting up dividers,
or letting them stay home if they
chose to, we were flexible in
everything they required. Once
we were able to get the PPE,
and once they knew how much
we emphasized their safety, it
became a much easier task to
have them come to work and
not be as nervous.”

Overall, his properties
included about 150 staff pre-
pandemic; that hit a low of 76
in April, and most who left did

Vaidya’s properties went from 150 staff
to 76 in April 2020 because of the

COVID-19 pandemic. “Anyone who
wanted to stay, we tried to keep
them at least at 75 percent of
their hours,” he said.
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so because of family obliga-
tions, school, or other reasons.
“Anyone who wanted to stay, we
tried to keep them at least at 75
percent of their hours,” he said.
As of December 2020, the staff
was back to 136.

Amid this stressful time,
Vaidya has honed his manage-
ment and communication skills.
And he has learned the impor-
tance of building and maintain-
ing positive relationships with
banks, franchisors, and local
and state government. He fully
expects that to continue post-
pandemic. He also believes he
will stay stocked on PPE as a
regular expense, understand-
ing that “this could happen
again.” Another mile marker:
building reserves back up to
pre-pandemic levels to have
them on hand.

The industry will have to be
increasingly flexible by adopt-
ing new technology and man-
aging all revenue streams.
Getting involved with your
local chamber of commerce
has never been moreimportant
than itis now.

RESPONDING TO

THE PANDEMIC

Many have been surprised
by the slow response from
Congress for small business.
The government’s inability to
finalize a stimulus deal until so
late in the year 2020 has seri-
ously affected the hotel indus-
try’s health.

On the other hand, orga-
nizations and communities
have come together to support
businesses.

Vaidya believes consumer
expectations for cleanliness
will continue post-pandemic -
and both would be happy for
masks to eventually stop being
necessary so full smiles can be
on full view.

John Henshaw, MPH, CIH,
speaking on behalf of the
American Industrial Hygiene
Association (AIHA), also
believes heightened consumer
expectations of cleanliness
and sanitation will continue.
“They will expect better ven-
tilation, more air changes,
and fresh air and light and
airy places to ensure they are
clean and safe,” he said. That,
and more outdoor seating for
food service. AIHA has released
a “Reopening: Guidance for
Small Lodging Establishments”
resource, available through its
website at www.aiha.org.

There are definitely chal-
lenges forindependent owners

Evolving Guest

CXpectations

vs. larger operations, Henshaw
said, such as a lack of techni-
cal staff to develop procedures
and protocols and minimal
staff to carry out those efforts.
Onthe upside, however, being
a smaller operation means
being “better able, in general,
to deliver regular and benefi-
cial messages to guests.” Staff
and owners can have more
one-on-one time with guests
and make that experience
more personal.

And that, pandemic or not,
won’t ever change. [ |

As the COVID-19 pandemic
swept the hotel industry, it
became clear that guests
would have new expectations
from hotels. Here are some of
those expectations that will
likely stick around beyond
sanitization expectations:

» Better ventilation

» More well-lit places
with fresh air

» Outdoor seating

» Communication
about how properties
are protecting staff
and guests
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AAHOAS
STRATEGIC
VISION FOR THE

FUTURE

A Q&A WITH AAHOA PRESIDENT
& CEO CECIL P. STATON

ON AAHOA’S 2021-2023
STRATEGIC PLAN

by HEATHER CARNES

24 | MARCH 2021 | TODAYSHOTELIER.COM

=
o

AHOA’S 2021-2023 STRATEGIC PLAN,

“Three Years, One Vision: AAHOA’s

Strategic Vision for the Future,” took
effect January 2021.

The new plan will drive the direction of AAHOA
for the next three years with a 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. Foundational to this planis a new
vision statement: To be the foremost resource and
advocate for America’s hotel owners.

Today’s Hotelier sat down with AAHOA President
& CEO Cecil P. Staton to discuss the plan, what
it means for AAHOA and those the organization
serves, and how it couldn’t come at a more critical
time. Ultimately, the fulfillment of this plan will
benefit AAHOA Members - bringing them what
they need as we continue down the path toward
recovery.
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You have vast experience in creating and implementing
strategic plans for large organizations. Can you speak
about your experience and how this helped drive the
direction for AAHOA’s plan?

When you mention strategic plans, often you’ll see a skepti-
cal look come across someone’s face. Strategic plans are
perceived to be tedious or dull. Many times, that comes from
the reality that organizations will go through a strategic-
planning process to only put the plan on the shelf and never
refer to it until it’s time for the next plan.

I’'ve always taken the opposite approach. | believe stra-
tegic plans are paramount to success. They are aroadmap
for what an organization wants to achieve over a period
of time and can be a dominant force for bringing every
aspect of an organization together to achieve excellence
and common goals.

Why now? Did AAHOA create a new plan in response to
COVID-19’simpact on the industry? How does it play into
recovery?

As we know, the pace of change is so rapid today, with mul-
tiple factors at play disrupting “business as usual.” Things
change so quickly, especially the advances in technology
and theirimpact on the organization.

Because a lot can happen in five years, AAHOA set out
to develop a shorter three-year strategic plan even before
COVID-19 ravaged our industry. It’s really something of a
coincidence that our five-year strategic plan was ending
right about the same time COVID-19 became a serious issue.
We used the significantimpact of COVID-19 as a jumping-off
point to develop our new plan.

We saw in the research that our industry was going to
be in recovery mode for the next three years. We thought
a three-year plan was the right approach for this cycle. As
we like to say, the road to recovery runs through AAHOA,
and we’ve reflected the plan to bring this statement to life.

Tellus a bit about the strategic planning process and what
it means for AAHOA.

Indeveloping the plan, AAHOA conducted an extensive audit of
where we were currently at and the ways in which we wanted
to fulfill our mission. We also set about talking to all of our
constituencies, looking at the industry and where AAHOA
fits into it, and how we can become who we need to become
based on member needs and where the industry is headed.

And in the midst of that, we had to deal with COVID-19
and the implications it had for our industry and its recovery
over the nextthreeyears. It was quite a lengthy, cooperative
process over many months that involved the input of many
to bring a viable plan together that could be embraced by
everyone.

@ 13-MINUTE READING TIME

Tell us more about AAHOA’s quest to be the foremost
resource and advocate for America’s hotel owners.

Every great strategic plan begins with a vision statement
about where you want to go. We wanted to think boldly in this
process about AAHOA's role. My goal is for AAHOA to be the
most significant and relied upon entity within our industry.
We thought about everything we do at AAHOA and how we
wanted this to evolve over the next three years. | believe our
new vision captures this well.

Talk about AAHOA’s core values and how this will further
the organization over the next three years.

We have a number of core values as a part of our new stra-
tegic plan. These are the things that will guide us and be the
foundation for all we hope to achieve this cycle.

Member Centric:

We are now almost 20,000-members strong, as the largest
hotel owners association in the nation. Everything in this
planisfocused upon our members, their needs, and how we
can be helpfulto them so that their businesses can succeed.

One Team:

AAHOA has avolunteer base thatis second to none, and itis
their pride and passion for AAHOA that sets us apart. Over
time, we have also recruited professionals to join our team
full time at our offices in Atlanta and Washington, D.C. It’s
vital to our success that we be one team. Not three teams
or even two teams - AAHOA is one team set out on a mis-
sion together to accomplish all we’ve set out to achieve.

Forward-Thinking:

We are living in a time of rapid change and great disrup-
tion. That’s what COVID-19 is, a great disruptor for our
industry - for hoteliers especially. We’ve got to look to
the future...to ensure we acknowledge where things are
headed and know where AAHOA needs to position itself
to have the most positive impact upon our members’
businesses.

Integrity:

Integrity is a word that’s tossed around a lot, but we want
to make sure in everything we do, that we embrace and
embody integrity, we’re doing what is right, and we’re
doing it for the right reasons.

High-Achieving:

There’s no virtue in being mediocre. We want to exhibit
excellence in every aspect of our work, from our com-
munications, educational offerings, and events to our
advocacy with the brands and with state, local, and fed-
eral governments and everything in between.
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There’s no virtue
in being mediocre.
We want to be
high achievingin
every aspect of
our work, from our
communications,
educational
offerings, and
events to our
advocacy with

the brands and
with state, local,
and federal
governments and
everything

in between.”

The plan has four focus areas. Can you tell us
more about those and how they’ll elevate AAHOA
and help it focus your efforts?

Focus Area 1:

For AAHOA to serve as the foremost resource for
hotel owners when it comes to theiinformation
and education they need.

We want AAHOA to be first in thought for
America’s hotel owners and, frankly, for the indus-
try at large. If you want to know about the needs of
hoteliers, about the challenges they face, AAHOA
will be the trusted resource.

Focus Area 2:

To advance hotelier’s collective business interests
through advocacy.

AAHOA’s previous strategic plan was critical
in setting the organization up for success to
achieve the hallmarks of this new plan. Over
the last five years, AAHOA intentionally and dili-
gently developed relationships with members
of Congress and White House administrations.
Establishing AAHOA’s office and professional
team in Washington, D.C., was essential to cre-
ating a lasting presence and resource for federal
decision-makers.

Just in the past year, we’ve had a huge impact
upon the CARES Act and the loan programs by
ensuring our government officials, at all levels,
understand the unique challenges and interests of
America’s hoteliers. We were able to share this criti-
cal information with lawmakers quickly because
they already know and trust AAHOA. We’re also very
engaged in advocacy with the brands. Advocacy
will continue to be a primary focus of AAHOA’s work
throughout the strategic plan.

Focus Area 3:
To be the primary resource for connecting the
industry.

Hostingmorethan 150-events each year, AAHOA
is known for bringing hotel owners, vendors, and
industry leaders together at town halls, regional
conferences, and trade shows across the country.
I can’t tell you how much I have been looking for-
ward to my first in-person AAHOA Convention &
Trade Show! While we haven’t been able to gather
in person recently, we are re-envisioning AAHOA
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events to ensure each event connects owners to
the invaluable resources, people, and tools they
need to steer their businesses through recovery.

Focus Area 4:

To attract and retain top talent for the association.
We’re on a mission, and we want the best of the
bestto serve alongside us as we work to achieve it.
We’re committed to encouraging and fostering the
development of our volunteers and professionals
to help them do what they do best. That means
helping them better understand the industry,
grow within their work, and have the tools that
will help them be successful.

What does the Strategic Plan mean for AAHOA
Members? What does it mean for AAHOA’s
Industry Partners?

I want our members and industry partners to
know that this plan is ultimately about them.
It’s about finding ways to ensure they-are suc-
cessfulin their businesses. Every element of our
strategic plan is designed to provide the best
in class resources hoteliers need - regardless
of where they are at in their business owner-
ship journey - to help their businesses thrive.
Whether that’s through events, networking, our
advocacy initiatives, professional development
opportunities, or keeping abreast of the latest
trends in the industry, AAHOA is committed to
being the foremost resource and advocate for
America’s hotel owners.

In addition, AAHOA provides access to nearly
20,000 hotel owners; nobody else can boast that.
And when you bring that talent and entrepre-
neurial skill together with ourindustry partners,
we can do great things and drive the changes
that will come for our industry.

How will AAHOA’s Board of Directors and other
volunteers help AAHOA achieve the goals laid
outin its Strategic Plan?

The AAHOA Board of Directors, who set these
goals and adopted this plan, plays a vital role
in achieving what’s set forth in it. The AAHOA
Board is charged with ensuring the organiza-
tion has the resources needed to accomplish this
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plan throughout its three-year lifespan and will
be closely following the organization’s progress
throughout.

What part of the Strategic Plan inspires you
most?

I never shy away from a challenge. While this
economic crisis is testing our members and the
industry, | believe it has presented us with an
opportunity to cement our priorities and come
together to accomplish great things on behalf of
our members.

I really do believe it’s AAHOA's time to lead;
it’s AAHOA’s time to unite this industry and be
what that vision statement encapsulates: to be
the foremost resource and advocate for America’s
hotel owners. No other entity within our industry
has the potential that AAHOA has. That inspires
and excites me.

We know that a plan is just that - a plan. How
will you implement it, and what are some of the
tactical things we can expect from AAHOA now
and into the future?

If utilized properly, a strategic plan will help
you zero in on what really matters, but it also
prevents you from straying into areas.that are
outside the purview of what you’ve'said the orga-
nization needs to achieve during the cycle. I'm
having my copy bound and it will be on my desk
and with me at every board meeting - serving as
our single source of truth when making business
decisions.

We’ll be working cooperatively, making data-
based decisions, and keeping our eye on the
horizon because we have many ambitious goals.
We’re going to be working with our volunteer
leadership, our staff, and our vendor partners
to make sure we are a step ahead of where this
industry is headed.

How optimistic are you about the future?

We’ve just come through an extraordinarily
difficult year for our industry, perhaps the most
difficultin modern history, and we know our chal-
lenges are not over. Ourindustry may not see afull

recovery to pre-COVID-19 numbers until 2023 or
later. That’s a long time.

But | wantall of our members and thisindustry
to know that AAHOA is here. The road to recovery
runs straight through AAHOA. This strategic plan
is our commitment to that. |

AAHOA'S
STRATEGIC PLAN
AT-A-GLANCE

©000000000000000000000000000000 00

VISION

To be the foremost resource and
advocate for America’s hotel
owners.

MISSION

To advance and protect the busi-
ness interests of hotel owners
through advocacy, industry leader-
ship, professional development,
member benefits, and community
engagement.

CORE VALUES

Member-Centric
One Team
Forward-Thinking
Integrity
High-Achieving

©000000000000000000000000000000 00

FOCUS AREAS

Education:

Serve as the foremost source for hotel
industry education and information
Advocacy:

Advance hoteliers’ collective business
interests through advocacy
Resource:

Be the primary resource
for connecting the industry
Team:

Attract, retain, and develop

top talent to the Association

. J

WANT TO
LEARN MORE?

Download AAHOA’s

Strategic Plan at AAHOA.com/
StrategicPlan.

A STRATEGIC VISION
FOR THE FUTURE

AAHSA BETI-ATH § TRATRESE P
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Guest expectations have evolved
exponentially due to COVID-19 - particularly
in housekeeping and sanitization.

by GENEVA TODDY

ALEX CEDRA, SENIOR
VICE PRESIDENT

OF OPERATIONS,
TERRAPIN
HOSPITALITY

“COVID-19 hasincreased the
need for technologies such
as mobile check-in apps,
keyless entry, and mobile
concierge services, which
allow the guest a contact-
less experience bypassing
the front desk and allow-
ing them to have their
requests met with mini-
mal to no contact. Some
of the top cleaning/sani-
tization guests expect are
frequent antiviral cleaning
of public high-touch areas
in accordance with CDC
recommendations.”

GABRIEL STEIN, SENIOR
ASSOCIATE, CHM WARNICK
“When approaching how to sup-
port your housekeeping staff,
two major considerations are 1)
implementing well-developed
training programs, and 2) ensur-
ing that staff have all the equip-
ment and supplies they need to
effectively and safely complete
their jobs. Training has always
been an extremely important
aspect of employee develop-
ment, and good programs are
key in ensuring positive guest
experiences. With so many
health and safety guidelines
changing, and with the advent
of new, unfamiliar equipment,
ensuring that your staff receives
proper training and support is
paramount.”

FOUAD MALOUF, SENIOR
VICE PRESIDENT OF
OPERATIONS, RED ROOF
“[We] worked in conjunction
with AHLA, serving on the Safe
Stay Board to guarantee our
practices were aligned and fol-
lowed all CDC recommenda-
tions. While in development,
we also consulted AAHOA and
our own Franchise Advisory
Council to ensure these new
protocols would be embraced
by our franchisees.”

@2.5-MINUTE READING TIME

LCCLAA

NDUSTRY PROFESSIONALS SAT DOWN WITH
Today’s Hotelier to talk about setting up their
staffs and guests for success and safety as we
continue to navigate COVID-19.

SANJAY BEDI, SENIOR
VICE PRESIDENT -
OPERATIONS, REAL
HOSPITALITY GROUP
“Apartfrom having sound clean-
liness in place, we need to com-
municate. Guests don’t always
see what happens behind the
scenes. During the check-in pro-
cess, the front-desk agent takes
time to explain to the guest what
precautions we’ve taken. We also
use social media platforms like
Facebook and Instagram to show
videos of staff in action.” |
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of catching and transmitting
COVID-19, with fewer individu-
als traveling, and with weddings,
receptions, special events, and
conventions being postponed or
cancelled for later dates, hotels
saw a steep decline in foot traf-
ficin 2020.

With a COVID-19 vaccine cur-
rently being rolled out in the
U.S.,itappearsthathope may be
on the horizon, as all anxiously
await the return of business as
usual. Yet, while the majority of
2020 was focused on COVID-19, it
isimportant to take a step back
and recognize that hotel fran-
chisees also have been facing
a different threat long before
COVID-19 ever existed: cross-
brand competition.

by J. MICHAEL DADY, ESQ. and RACHEL D. ZAIGER, ESQ.

NQUESTIONABLY, COVID-19
has impacted virtually all
walks of life. Remote work-
ing has become widespread,

masks have become a mandatory daily
accessory, and grocery delivery services have

become relatively pervasive. Businesses, especially
hotels, also have been hit hard by COVID-19. Indeed, with
the Centers for Disease Control and Prevention (CDC) and gover-
nors across the nation cautioning that travelincreases the likelihood

WHAT IS CROSS-BRAND
COMPETITION?

In the hotel industry, it is rela-
tively commonplace for a fran-
chisor to grant franchises for
hotels operating under differ-
ent brands or an extension of a
brand - with some franchisors
granting franchises operating
under as many as 10 different
brands (and sometimes even
more). This can be particularly
problematic for a franchisee
of this type of franchisor, as a
franchisee’s competition in this
instance is not only limited to
other,independent hotel brands
from separate and distinct
franchisors (as well as motels
in the franchisee’s area), but
the franchisee’s competition is
also expanded to include other
chain-affiliated hotels. Stated
differently, a franchisee of a
franchisor may be forced to com-
pete with its franchisor’s (more

PASUWAN/SHUTTERSTOCK.COM
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@ 7 -MINUTE READING TIME

With a COVID-19 vaccine currently being rolled out in the U.S,, it appears
that hope may be on the horizon, as all anxiously await the return of

business as usual.”

often, that franchisor’s parent company’s)
other brandsin the operation of the fran-
chisee’s hotel - something that is some-
times referred to as unfair “cross-brand”
competition.

FRANCHISE AGREEMENTS

As a preliminary matter, franchise agree-
ments are predominately drafted for the
benefit of the franchisor at the expense
of the franchisee. While some franchise
agreements may include a boilerplate
“promise” from the franchisor that it will
not place another franchisee of the same
hotel brand in a franchisee’s protected ter-
ritory, i.e.,commonly a 2-to-5-mile radius
around the franchised business, it is not
altogether uncommon for a franchisor
to reserve the right to grant franchises
for hotels “at any location” (including
right next door to a franchisee’s hotel).
Moreover, even if a franchise agreement
provides a franchisee with a protected
radius of territorial exclusivity, franchisors
routinely expressly carve out the ability to
place another franchisee operating under
adifferent hotel brand within the franchi-
see’s (purportedly) protected territory.!

TERRITORIAL EXCLUSIVITY

For this reason, it is highly important for
franchisees to obtain territorial exclu-
sivity to some extent, ideally to include
territorial exclusivity, not just for the fran-
chised brand of the franchisee’s hotel
but to also include protection against
the franchisor and/or any of the franchi-
sor’s affiliates, including its parent com-
pany, fromitself operating, or franchising
anyone else to operate, any other brand
of hotel in the franchisee’s protected
territory that is likely to be competitive
with the franchisee’s hotel brand. After
all, franchisees should not be forced to
compete with its own franchisor or its

franchisor’s parent company or other
affiliated companies’ other brands in
addition to other franchisor’s brands.
There are several ways that franchisees
can protect themselves against unrea-
sonable competition by their franchisor’s
other brands. One way franchisees may
do sois by negotiating with their franchi-
sorto obtain a commitment to keep their
franchisors’ and affiliates’ current and
future owned brands of hotel franchises
out of their protected territory. If franchi-
sees do not have any protected territory,
then the necessary first step of protection
against unreasonable competition from
their franchisors’ and affiliates’ other
competing brands is by negotiating with
their franchisor to obtain some reason-
able radius of territorial exclusivity.

To the extent franchisees are unable to
obtain a reasonable radius of territorial
exclusivity, and the franchisor purports
to reserve the right to place another
competing same brand company-owned
or franchised-owned unit anywhere it
wants, franchisees may nevertheless
assert various arguments to push back
against such action by the franchisor. For
example, franchisees could argue that
such actionis a breach of the franchisor’s
contract-in-law obligation to exercise its
discretionary rights in a commercially
reasonable fashion. Second, for those
franchisees in states with franchise
relationship statutes, franchisees could
argue that such action amounts to a de
facto termination of the contract and a
de facto violation of any state statutes
that prohibit terminations without good
cause.?Finally, to the extent the franchi-
sor’s statutory control person engages in
any such acts, such acts could amount
to an intentional interference with the
franchisee’s current and prospective
business relationships.

If anything can be learned by experienc-
ing 2020, itis that factors do (and inevita-
bly will) exist outside of one’s control. The
best armor of protection for franchisees is
to take control of what they can control.
Obtaining territorial exclusivity and pro-
tection against unreasonable competition
from their franchisor’s other competing
brandsis something that franchisees can,
and should, control. [ |

J. Michael Dady, Rachel D.
Zaiger, and the other eight
lawyers in their firm, Dady
& Gardner, P.A., limit their
nationwide practice to helping
hotel franchisees, and other
franchisees and dealers,
preserve and enhance the
value of their businesses as
effectively and efficiently
as possible. To learn more
about J. Michael Dady, Rachel
D. Zaiger, and Dady & Gardner, P.A., you can
consult their website at www.dadygardner.com.

[1] To determine whether a particular franchisor,
and its parent company and any otherwise affiliated
companies’ brands, grant franchises for hotels oper-
ating under different brands or extensions of certain
brands, review Item 1 and Item 12 of the franchisor’s
Franchise Disclosure Document (“FDD”). The FDD
serves as a prospectus-style document designed to
bring to attention the significant risks associated with
aprospective investmentin the particular franchised
business. Itis also a place for prospective franchisees
to review to understand the terms of the proposed
franchise agreement, including the duties and obliga-
tions the franchisor, and its parent company and any
otherwise affiliated companies’ brands are commit-
ting to undertake.

[2] The Minnesota Franchise Act, Minn. Stat. § 80C.01,
et.seq., forexample,isone such franchise relationship
statute which prohibits a franchisor from terminating

afranchise without the requisite statutory good cause.
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Disinfect your
hotel to eliminate
pathogens and pests

by FRANK MEEK, BCE

N THE WAKE OF COVID-19,2020 MARKED AYEAR

of vast change, especially for hoteliers. Increased

focus on public health, namely stopping the spread

of pathogens, has shed light on the importance of
limiting exposure to disease-causing bacteria and viruses.
Now, more than ever, customers expect businesses to not
only place these efforts at the forefront of their operations
but also provide transparency of their improved hygiene and

cleaning practices.

Orienting your hotel’s operations around the safety concerns of guests
means careful attention to hotel cleanliness. And, while you are likely to
have already made improvements to your hotel’s approach, recentinnovationsin

disinfection could improve your efforts tremendously. To make the most of your hotel’s

@ 3-MINUTE READING TIME

cleaning efforts, consider measuring your current operations against these emerging standards:

C. RECOGNIZE THE DIFFERENCE
Terms like “cleaning,” “sanitizing,”

and “disinfecting” have very different
implications. While hoteliers already know
the importance of cleanliness, cleaning
does not eliminate all germs. Cleaning can
wash some germs down the drain, but
this does not kill germs. A step further,
sanitizing reduces the number of germs
on a surface but also does not eliminate
100 percent of germs. Disinfecting, how-
ever, kills 100 percent of bacteria, fungi,
and viruses on hard, non-porous surfaces
and objects through the use of active
ingredients. Dirt and grime can create a
protective barrier for germs, so a surface
must be cleaned beforeit can be properly
sanitized or disinfected. Itisimportant to
remember that sanitizing and disinfecting
do not remove the need for cleaning.
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@ FOLLOW LABEL PROTOCOLS
When selecting products to keep

your hotel pathogen-free, read the
product label and adhere to the prod-
uct’s directions to see the most effective
results. Pay attention to the toxicity levels
of a product. It’s best to use a powerful
disinfectant to kill bacteria and pathogens
that may be living on surfaces, while hav-
ing low toxicity levels to other organisms.

@ BE PROACTIVE
A proactive approach to keeping

your hotel pathogen free can make
a significant difference in not only limit-
ing exposure and soothing concerns of
guests butalsoin preserving the physical
and mental health of your employees by
lightening their load. For example, remov-
ing unnecessary touchpoints from hotel
lobbies and common areas helps relieve
stress of cleaning staff, while also elimi-
nating surfaces where germs can mul-
tiply. Preventative measures, including
effective pest management and proper
sanitation practices, are even more criti-
cal now to minimize guest exposure to
unwanted germs.

By taking active measures to limit the spread of pathogens, you can reassure your
guests that you take their safety seriously. Measuring your hotel’s disinfection standards
against these guidelines can not only show your dedication to the needs of customers
but also help your hotel return to business as usual. |

Frank Meek is a Technical Services Manager for Rollins. As a board-certified entomologist and

30-year industry veteran, he is an acknowledged leader in the field of pest management. For more

information, email fmeek@rollins.com or visit
www.orkincommerical.com.
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@4.5-MINUTE READING TIME

Is converting
my hotel to an
apartment

a good idea?
And what do I need

to consider before
changing lanes?

by RUSHI SHAH

HILE A WIDESPREAD VAC-
cine has provided some hope
for recovery, most hotel owners
will likely continue to struggle
with uncertain demand and disrupted cash
flow for the foreseeable future. Facing this
predicament, some hoteliers have started
to question whether their properties will
recover in time or if they should take a
more drastic approach and convert their
outdated, unbranded, or exterior corridor
hotels into apartments or assisted-living
facilities. For many, this adaptive reuse is a
viable strategy. While hos
family assets do havealo
are key differences, esp
to financing. Let’s explor

EXPECTED REVENUE

Although a standard multifamily unit gen-
erates roughly 2.5 times less revenue per
unit than that of a hotel room, it typically
throws 60 percent of the revenue to the
bottom line, compared to 35 percent for
hotels. This supports considering a mul-
tifamily conversion because the revenue
derived from annual leases is stickier than
what is generated from the more tran-
sient hotel business. Multifamily tenants
are also more likely to renew their lease
when it matures ann creatingamore

m

er factor that
amily attrac-
ities have
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Although a standard
multifamily unit
generates roughly 2.5
times less revenue
per unit than that of a
hotel room, it typically
throws 60 percent of the
revenue to the bottom
line, compared to 35
percent for hotels.”

been less likely to increase taxes on mul-
tifamily assets than on hospitality assets.
Aslocal governments search for additional
revenue streams to ease their current cash
flow strains, hotels will likely remain more
vulnerable to tax hikes.

CONVENTIONAL AND AGENCY
FINANCING OPTIONS

Multifamily properties also score higher
than hotels when it comes to available
financing. Capital markets offer more
depth in financing multifamily assets
compared to independent hotels. Many
lenders already offer specific programs
to convert hotels to apartments or senior
living facilities. Conventional financing
mechanisms include bridge loans, either
offered by debt funds or agency lend-
ers with an exit into a Fannie Mae- or
Freddie Mac-backed permanent loan or
through balance sheet lenders looking
at an exit into a permanent Commercial
Mortgage Backed Securities (CMBS) loan.
Multifamily assets also can benefit from
additional government support through
the U.S. Department of Housing and Urban
Development (HUD). Most of these govern-
ment-backed programs allow between a
75 percent to 85 percent loan-to-cost ratio,
which means developers canfill larger por-
tions of their capital stacks with cheaper
debt capital. For example, the cost of
capital for a bridge loan for a multifam-
ily conversion can range from 4 percent
to 7 percent with some or no recourse,
compared to a simple hotel repositioning
loan that costs 7 percent to 11 percent with
some or no recourse. The cost of capital for
permanent capital for a multifamily deal
can range from 2.5 percent fixed for 35
years fora HUD loan to 3.5 percent fixed for
12 years with a 30-year amortization for an
agency loan. While compelling
ing perspective, HUD loan transactions can
be logistically challenging often take
four-to-six months t
also price effectively

offering 10-year, fixed-rate, interest-only
loans at interest rates from 3.5 percent to
4.25 percent. Preferred equity and mez-
zanine capital are other options to finance
a conversion.

TO CONVERT OR NOT CONVERT

To know if a hotelis a good candidate fora
conversion play, a hotelier must first ana-
lyze the local market to gauge demand
for multifamily. Converting a hospitality
asset to a multifamily or another use is
a permanent decision. Therefore, it is
extremely important to avoid jumping to
apermanent conclusion based on tempo-
rary market conditions. If the hotel is no
longer needed in that market or the prop-
erty is obsolete compared to new supply
and the potential renovation cost to make
it competitive is prohibitive, then conver-
sion may be an option. If conversionis not
an answer, there are additional solutions
that can get a hotelier to the other side of
today’s turbulent waters, including bridge,
rescue, and equity capital. Enlisting the
expert help of a trusted intermediary who
knows and has closed financing for both
hotel and multifamily can help owners
confidently weigh the pros and cons of all
available options. |

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
jti rn Trust and has
icago’s Booth
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Hope on the horizon for
independent hotels

CHONNIEARTWORK/SHUTTERSTOCK.COM

by ALFREDO ORTIZ

FTER MANY MONTHS OF UNCER-

tainty, Americans are desperate to

leave their homes for a vacation

or a trip to visit family. Small

businesses are looking forward to opening

their doors without restrictions or regula-

tions. Hoteliers are eager to have guests

back in their hotel rooms in the coming
months.

With the rollout of COVID-19 vaccines,
these are no longer distant dreams.

For hotel owners and their employees,
the past year has been challenging on
all accounts. Among the hardest reali-
ties was the almost complete pause to
domestic and international travel, leaving
hotel rooms empty. Thankfully, according
to Statista, hotel occupancy rates have
made a significant increase since last
April, when they fell to a low of 24.5 per-
cent. Now, with the vaccine and increased
bookings, this number will continue to
climb.

While it’s impossible to predict what
the future might hold, access to a vac-
cine gives travelers the added confidence
needed to hop in the car, book a flight,
and secure their lodging.

HOLIDAY UPTICK

Even with international travel still lim-
ited, the holiday season proved to be
a busy travel time for domestic travel
in the U.S. According to data from the

Transportation Security Administration
(TSA), the week of Christmas saw more
than 1 million travelers per day, setting a
new travel record during the pandemic.
Before the new year, travel agencies and
companies (including resorts) were seeing
anincrease in travel bookings for 2021.

According to RateGain, a technol-
ogy company tasked with powering
hotel bookings, hotels experienced a
significant increase in reservations on
December 11, the same day the Pfizer
vaccine was approved by the U.S. Food
and DrugAssociation. RateGain reported
9,512 transactions in the U.S., the larg-
est number of daily bookings since the
pandemic outbreak a year ago. What’s
better is the number reflected a similar
number of sales per day seen in November
and December of 2019. Popular destina-
tions of bookingsincluded Las Vegas, NV,
Orlando, FL, Nashville, TN, Austin, TX, and
New Orleans, LA.

GOVERNMENT ASSISTANCE

The vaccine, as expected, is a glimmer
of light illuminating hotel hallways after
months of darkness. However, many are
still focused on recovering economically.
While the latest round of COVID-19 relief
through the Paycheck Protection Program
(PPP) was welcomed, independent hote-
liers know economic stability will return
when rooms are filled.

@3.5-MINUTE READING TIME

According to the U.S. Small Business
Association (SBA), The first passage of
PPP granted more than 5.2 million loans
totaling more than $525 billion. The deci-
sion from Congress to pass another round
of PPP funding at the end of December
offered a second lifeline to many mom-
and-pop shops to help keep their employ-
ees on the payroll and their doors open
for business.

TRACKING DEMAND

In order to accelerate pre-pandemic
activities forindependent hotels, Google
launched Travel Insights with Google, a
platform aimed to provide data on book-
ing trends and travel demand. This feature
will greatly assistindependent hotel own-
ers as they plan to'welcome more guests
in the months ahead.

Small businesses in all industries are
anxious for what the months ahead will
bring. As more Americans are vaccinated,
opening business doors without restric-
tions or regulations will become a reality.
Hope forindependent hoteliers is on the
horizon. |

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

o’
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Termination an? '\E
liquidated dam

during COVID-19

by MITCH MILLER, J.D., MBA

URING THE CRISIS
created by COVID-
19, many franchisees
are considering ter-
minating their franchise agree-
ments, as well as considering
other options under their fran-
chise agreements and the law.
While franchisees do not have a
right to terminate the franchise
agreement, franchisors may
choose to accept termination
of the relationship. Typically,
liquidated damages (LDs) are
triggered by the premature ter-
mination of a franchise agree-
ment. During the pandemic,
LDs canstill be enforceable but
there are a number of strate-
gies franchisees think they can
use to compromise or possibly
avoid the liquidated damages.
Afranchisee’s options are lim-
ited and not necessarily easy to
accept. Let’s discuss.

NEGOTIATED
SETTLEMENTS

If afranchisee believes that ter-
mination is in their best inter-
est, they should seek to do so
forthrightly and proactively
with an eye toward negotiating
a compromise of the contrac-
tual LDs. Often, a franchisor will
be willing to accept a negotiated

| MARCH 2021 | TODAYSHOTELIER.COM

settlement in such circum-
stances, even sometimes paid
out over time. Of course, the
guaranty obligations of any of
the franchisees must be con-
sidered in strategizing how to
best approach a negotiated
settlement. This alsois trueif a
reorganization under the bank-
ruptcy laws (Chapter 11) can be
used and what that means for
the guarantors.

When entering negotiations,
distressed franchisees should
consider whether termination
is their best result or would
some other arrangement,
including deferral of fees, be
desirable until travel resumes
normal patterns. You may be
able to negotiate a reduction
in the royalty or other fees
payable until the hotel begins
operating at normal levels.
These ideas may or may not
be acceptable to your franchi-
sor, but some franchisors are
willing to listen to the concerns
of their franchisees to support
them and take a pragmatic
approach where possible.

FORCE MAJEURE

Many businesspeople have a
cursory familiarity with force
majeure and believe that it

CS

can be used to get them out of
a contract. Unfortunately, the
reality is that it probably will
not work to get a franchisee
out from under their contrac-
tual obligations.

Often, a provision in a con-
tract known as “force majeure”
excuses performance when
events beyond the reasonable
control of the parties makes
performance virtually impos-
sible. Usually, the express
language of a force majeure
provision details the specific
types of events that will invoke
the application of the provision
and excuse performance at least
until the circumstances making
performance impossible return.

Keep in mind that many
franchise agreements for exist-
ing hotels do not have force
majeure provisions that excuse
performance. Obviously, if the
provision is not included, then
afranchisee cannot make use of
the potential benefits.

Forthose agreements that do
include a force majeure provi-
sion, historically, a pandemic
is not an event expressly set
forth as an event that excuses
performance. The courts have
been grappling with this and
to date there is certainly no
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judicial guidance that would
allow one to think that they
canrely on using force majeure
as an excuse. More likely, the
provision includes government
restrictions or regulations that
make performance impossible.
If government mandates are
included in the language, then
there is a good chance that a
franchisee can use the mandate
to excuse their performance, at
least until the mandate s lifted.

Before we move on, it should
be noted that franchise agree-
ments that contemplate new
development typically include
force majeure provisions, but
usually it only applies to the
period of development and
construction and typically
does not allow a franchisee to
altogether terminate the agree-
ment. Performance would be
excused if it is impossible to
proceed due to government
restrictions or other expressed
applicable events, and only for
so long as those conditions, or
the delay, exist. An example
might be that a franchisee can-
not get workers on the job due
to mandates. This would clearly
trigger an excusable delay.
Remember, to get any use, the
triggering event beyond one’s
control must be expressly set
forth in the agreement.

FRUSTRATION

OF PURPOSE

Somewhat related to force
majeureis aconceptin contract
law known as “frustration of
purpose,” which, if applicable,
could excuse a party’s perfor-
mance. Usually, frustration of
purpose results from a “frus-
trating event,” which is one
that unexpectedly occurs dur-
ing the term of the contract.
The frustrating event must be
seminal to the essence of the

agreement and must affect the
parties in a way that is entirely
beyond what they could rea-
sonably have contemplated.
The event cannot be attribut-
ableto one party’s performance
and it must make further per-
formanceillegal,impossible, or
at least radically different from
that which was contemplated
by the parties at the time the
contract was made. The way
some franchised businesses
are going to have to operate
going forward will be very dif-
ferentindeed, but whether this
meets the “radically different”
high bar remains to be seen, and
we don’t yet know what stance
the courts will take on this.

If frustration is proved, then
the party is relieved from fur-
ther performance of its contrac-
tual obligations. Keep in mind
that this is very high bar a fran-
chisee would need to overcome.

Both force majeure and frus-
tration of purpose only concern
an obligation being “impossi-
ble” to fulfil rather than no lon-
ger being practical or financially
attractive. If fulfilling contrac-
tual obligations just becomes
more expensive for one party,
that is unlikely to frustrate the
franchise agreement.

CHAPTER 11
REORGANIZATION

If applicable cap rates have
increased 100 to 200 basis
points and net operating
income is down 35 percent, your
property may only be worth
50 percent of its previous fair
marketvalue. While this may be
temporary (as all market values
always are), you may be a candi-
date for getting the loan written
down to the current fair mar-
ket value and discharging the
franchise obligation and other
unsecured debts for a fraction

on the dollar. One of the main
benefits of this strategy is that
as the property resumes its
increase in value, the owners
will be increasing their equity
and not simply working to ben-
efit the lender.

This process is somewhat
complex and expensive, but
the benefits can be substantial
and frequently far outweigh
the costs.

CONCLUSION

Don’t wait to receive a notice of
termination to notify your coun-
sel. Putting the franchisor on
notice thatyou arerepresented
by counsel, and by using your
counsel to present your situa-
tion, before you end up being
terminated or sued is likely to
result in a far more favorable
resolution for the franchisee.
Yes, it will have a cost attached,
but that cost is likely to be far
less than the costs resulting
from the alternative path.

Not all franchisors are equal
or have the same policies
regarding negotiation of agree-
ment provisions. Some franchi-
sors are more aggressive and
hungrier for market share. They
will be more amenable to nego-
tiating the terms of the agree-
ment. There is no clear path to
success in dealing with franchi-
sors, particularly during COVID-
19. The stakes are substantial.
The technical legal aspects of
these agreements are complex
requiring the experience and
expertise of attorneys who work
in this area. |
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Mitch Miller is the
founder of the
Miller Law Group,
a full-service
hospitality law
firm representing
hotel developers, owners, and
management companies
throughout the U.S. Mr. Miller is a
past member of the Franchise Law
Committee of the California State
Bar Association. Allied
Memberships: CHLA, CLIA, AAHOA,
NABHOOD, AHIA, and ICSC. For
further information, contact Mitch
Miller at mmiller@MillerLG.com or
650-566-2290.
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AAHOA CLUB BLUE, PLATINUM & SILVER MEMBERS

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.

AAHQOA CLUB BLUE MEMBERS

ELAR AT M
e AVENDRA. Hw
forPeople Home Box Office .
ADP, Inc. Michelle Mahoney: (347) 610-1081 .
Thomas Bell: (973) 510-0196 Avendra WorldClaim
Mara Radis: (301) 825-0311 Lowes Russell Heath: (518) 456-8523
ﬂ-"‘_._m,‘_ PROS
AutoClerk, Inc. EH‘A‘EE o L ’s ProServi ' A
Mohammed Hansia: Chase h owe's Froservices Toretall
(925) 284-1005 Faheem Khan: (800) 727-1872 Anthony Ruiz: (980) 287-6808 Zonetail
syt United Health Group (416) 583-3773 x228
Ecolab, Inc. Kimberlee VanderVoorn:

Michael Pfister: (317) 250-5189

(800) 328-5979

AAFIOA

AAHOA PLATINUM MEMBERS

Aicina

Amana PTAC
Byron Cortez: (800) 647-2982

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

BV | Best Western

International WELL Building
Institute
Peter Scialla: (212) 464-8907

ReuRoof

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

Best Western Hotels & Resorts (5 ]
Michelle Zajac: (800) 847-2429 iyl

(% CHOICE

GE Appliances
Amy Kaiser: (502) 452-3073

A\arriott

INTERMATIGMAL
Marriott International
Christie Patterson:
(301) 380-3200

COAEORETI BN
RLH Corporation
Harry Sladich: (866) 437-4878

Choice Hotels International

Tim Shuy: (301) 592-5000 guestsupply
Guest Supply -
A Sysco Company

Justin Haggart: (732) 868-2331

|
onity
Onity, Inc.
Mark Lewitt: (800) 248-6189

Diversey
Deniz Alpaslan: (980) 221-3235

Hilton

A eTa
B AMERicA Hitton

OoYO

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

il e | H
TV Asia
Pradeep Hegde:

(732) 650-1100 x26

Extended Stay America Bill Fortier: (703) 883-1000
Linda Trexler: (980) 345-1600 IH

@BMBS

Focus Brands
Rani Bhatt: (404) 978-4829

® InterContinental
Hotels Group

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

HOTEL GROUP

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

WYNDHAM

HEATELE & MEBANTE

Wyndham Hotels & Resorts
Kevin Brickner: (973) 753-7158



http://TODAYSHOTELIER.COM

Pt
AAFIOA
S ACCESSPQINT
Access Point Financial
Rhonda Loerzel: (404) 382-9592

#FERGUSON

Ferguson
Brian Winterble: (954) 597-3163

A

AcculLock, Inc.
Dan Brown: (866) 222-8562

FOLIOT

FURANITURE
Foliot Furniture
Mahesh Parekh: (702) 278-7380

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

alvi
Alvi Satellites
Prashant Ajmera: (678) 466-7868

2\ Air

Fresh Air
Matt Hanson: (603) 643-7181

Macrotech

Macrotech
Dipak Patel: (650) 376-2163

PMC Commercial Trust
Kristi Lewis-Hodge:
(972) 349-3200

B onenanc

Prem Sales
Deepak Panchmia:
(806) 745-6651

AMERICAN
EXPRESS

American Express
Merchant Services:
(800) 528-5200

w FRIEDRICH

Friedrich Air Conditioning
Company
Dave McDonald: (210) 546-0500

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

Rinnai
Rinnai
Dipesh Parekh: (800) 621-9419

GHE FiDEE ALY

choup

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

2o MassMutual
Mass Mutual
Ana Lucia Divins: (800) 835-8612

ShawContract®
hospitality
Shaw
Paul Young: (404) 566-4110

GQMSW

Atlas Concorde
Michael Sautner: (615) 661-7200

our ink and bener sperialists
Coast to Coast Computer
Products, Inc.
Kyle Kurtz: (800) 231-4553

groups:60

Groups360
Tim Floors: (615) 972-5519

MVM

TECHNOLOGY

MVM Technology, LLC
Michele Blanton: (800) 596-5080

SHA L

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

- SUPPLY

HD Supply Facilities
Maintenance
Stratton Michaels: (800) 431-3000

®
é_) myDigitalOffice
myDigitalOffice
Matt Curry: (270) 993-1197

COX

BUSIMESS

Cox Business
Alea Riley: (404) 269-3057

Curve Hospitality
Sargent Khan: (713) 819-7296

E53Pro

The Home Depot Pro
Susan Wright:
(866) 412-6726 x105540

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

Serha

s

Simmons Hospitality Bedding
Andrea Hochworter:
(770) 353-0122

“= DIRECTV

= HOSPTALITY
DIRECTV, Inc.

Jeff Fox: (310) 560-0323

@I iospitaliiy]

Hospitalityl
Dhar Patel: (714) 473-9813

oconnor
'—_"—5""‘_—

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

Spectrum»
ENTERPRISE

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

d:sh

business

DISH Business
Tyler Floyd: (303) 723-1854

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

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

it R Temam

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

INFINITIHR
Daniel Mormino: (623) 455-6234

—
ot
Universal Financial
Consultants
Vincent Munno: (727) 669-0109

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

ASIAN AMERICAN HOTEL OWNERS ASSOCIATION

THE ROAD |
TO RECOVERY

THE FOREMOST RESOURCE
AND ADVOCATE FOR
AMERICA'S HOTEL OWNERS

AMERICA'S LEADING ORGANIZATION FOR HOTEL OWNERS

Nearly 20,000 hotel owners rely on AAHOA for the critical information they need to
navigate the current landscape and protect their investments. It's during unpredictable
times that the power of an association really shines through - letting every one of our

members realize that because of AAHOA, they never have to go it alone.

ADVOCACY

AAHOA advocates on
behalf of hoteliers at the
federal, state, and local
levels, and represents the
voice of franchisees with
their brands. Thanks to
our members' efforts, the
AAHOA PAC supports a
diverse group of elected
officials and candidates
who prioritize the needs of
small-business owners.

& EDUCATION

AAHOA provides the
resources hoteliers need
to stay ahead regardless of
were they're at in their
career. This includes
certificate programs,
hundreds of on-demand
educational webcasts, and
many other professional
development programs.

EVENTS

You can't find more events
for hoteliers anywhere
else - AAHOA hosts events
across the country to
bring hoteliers and vendor
partners together to learn
from one another and
grow their professional
networks.

JOIN TODAY AT AAHOA.COM

@© RESOURCES

With exclusive discounts
fromm AAHOA's Vendor
Partners, industry
resources, exclusive
partnerships, and more,
AAHOA is able to provide
the critical information
and resources hoteliers
need to protect your
investments.
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AAHOA VENDOR PARTNERS

AAHOA Vendor Partners

Gray shading denotes Platinum (Dark Grey) & Silver Members

Blue shading denotes Club Blue Members

ADA COMPLIANCE
Delta Faucet Company

Clinton Cardinal

317-752-8688
Clinton.Cardinal@deltafaucet.com

ADVERTISING/
MARKETING
Guest Trends Inc.

Steve J. Lewis
858-430-8107
slewis@guesttrends.com
Zonetail Inc

Mark Holmes
416-994-5399
mark@zonetail.com

AIR PURIFICATION/
WATER FILTRATION
FreshAir Sensor

Matt Hanson

603-643-7181
matt@freshairsensor.com

APPRAISERS

0’Connor & Associates
Andrew Choy
713-375-4224

achoy@poconnor.com

BED + BATH
ACCESSORIES/SUPPLIES

Avendra
Mara M. Radis
mara.radis@avendra.com

Guest Supply A Sysco Company
Justin Haggart

732-868-2200
jhaggart@guestsupply.com

BEDSPREADS/DRAPERIES/
PILLOWS

Amerifab International

Raju Mehta

336-882-9010

rajm@amerifabintl.com

Simmons Hospitality Bedding

Bridget Price

770-353-0122
bprice@sertasimmons.com

CABLE/SATELLITE
TV SERVICES

ALVI SATELLITES
Prashant Ajmera
678-957-8700

alvisatellites@gmail.com

Dish Business

Tyler Floyd
303-723-1854
Tylerfloyd@dish.com

Home Box Office

Michelle Mahoney
347-610-1081
Michelle.Mahoney@hbo.com

Just In Time Communications
Justin Jones

909-985-3777
justin@justintime.tv

MVM Technology

Michele Blanton

704-776-5940
Mblanton@mvmtechnology.com

Showtime Networks Inc.
Doug Markott

770-698-6937

doug markott@showtime.net

Spectrum Enterprise
David Fitts

212-379-5826

david fittsl@charter.com

TV Asia

Pradeep Hegde
732-650-1100 26
info@tvasiausa.com

USA Digital Inc
Aaron Gomez
888-388-1531
aaron@usadigital.tv

World Cinema, Inc.
Ella Ahmed
713-266-2686
eahmed@wcitv.com

CARPET FLOOR CARE

Shaw Hospitality

Paul Young

404-556-4110
paul.young@shawcontract.com

CARPET/
CARPET CUSHION

Embassy Carpets & Design Center

DarabhaiA. Jilla
800-366-7847 11
dara.jilla@embassycarpets.com

Shaw Hospitality

Paul Young

404-556-4110
paul.young@shawcontract.com

CASEGOODS
Foliot Furniture
Mahesh Parekh
702-278-7380
marketing@foliot.com

Innovative Furnishings
Rohan Patel

404-236-9690
sales@innfurnishings.com

Lead Designs LLC

Raju Mehta

336-558-3410
rajm@leaddesignsllc.com

CHEMICALS

Auto-Chlor System

Gene Micci

901-521-3102
micci@autochlor.com
DIVERSEY, Inc.

Deniz Alpaslan

262-994-7158
deniz.alpaslan@diversey.com

Ecolab, Inc.

Michael Pfister
1-800-352-5326
michael.pfister@ecolab.com

Orkin, LLC

Tyler Love
404-888-2786
tlove@rollins.com
P&G Professional
Rohan Varty
609-933-2925
varty.r .com

COMPUTERS HARDWARE

Cox Business
Alea Riley
404-269-3057

alea.riley@cox.com

COMPUTERS SOFTWARE
AutoClerk, Inc.

Kevin Velez

623-780-6362
kevin.velez@bestwestern.com

Groups360
Tim Flors
615-972-5519

CONSTRUCTION

Anatole Exteriors
LeelaRao

423-473-7313
leela@anatoleexteriors.com

CONSULTING
GRP Capital
Krishan R. Patel
888-855-0687
info@grpcapital.com

AHOA is pleased to provide this list of its Club Blue, Platinum, Gold, Silver, and Allied members as a resource for members.
AAHOA, however, does not endorse these companies or the products or services they offer, or any of the discounts, deal terms
or other offers related to the price that any of these companies may advertise, market, or promote to AAHOA members.
AAHOA strongly encourages all of its members and any users of this list to conduct all reasonable and necessary due
diligence and research prior to selecting a company with which to do business.

Hotel Brokers International
Glenda Webb

816-505-4315
gwebb@hbihotels.com
myDigitalOffice

Matt Curry

270-993-1197
matt@mydigitaloffice.com

National Tax Group
LeeFerry

847-878-6564
[ferry@ntgadvantage.com

CONTRACTORS

Anatole Exteriors

Leela Rao

423-473-7313
leela@anatoleexteriors.com

CREDIT CARD
PROCESSING
American Express

Afiya Bediako

800-528-5200
courtney.robbins@aexp.com

Chase

Faheem Khan

972-324-5510
faheem.khan@jpmorgan.com

ELECTRONIC LOCKING
SYSTEMS
Acculock

Dan Brown
866-222-8562

dan@acculock.com
Onity, Inc.

Mark G. Lewitt
800-248-6189
mark.lewitt@onity.com

ENERGY MANAGEMENT
Amana PTAC

Byron Cortez

800-647-2982
bcortez@amana-ptac.com

Carrier Enterprise

Rob Gallant

480-249-6516
Rob.Gallant@carrierenterprise.com

EQUIPMENT/
APPLIANCE PROVIDERS
GE Appliances

Amy Kaiser

502-452-3073
amy.kaiser@geappliances.com
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ESTATE PLANNING

New York Life Insurance Company
Srinivas (Rosy) Ranga

713-898-8262

srranga@nyl.com

FINANCING

Access Point Financial

Rhonda Loerzel

404-382-9599
rloerzel@accesspointfinancial.com

American Express

Afiya Bediako

800-528-5200
courtney.robbins@aexp.com

Ascentium Capital, LLC

Mark Kerrutt

281-902-1948
markkerrutt@ascentiumcapital.com

GRP Capital

Krishan R. Patel

888-855-0687

info@grpcapital.com

Marcus & Millichap

Skyler Cooper

303-328-2000
skyler.cooper@marcusmillichap.com

New York Life Insurance Company
Srinivas (Rosy) Ranga

713-898-8262

srranga@nyl.com

PMC Commercial Trust

Kristi Lewis-Hodge

972-349-3200

loans@pmctrust.com

SBA Funding Depot, LLC
Wayne H. Lazarus

404-281-4636
wlazarus@sbafundingdepot.com

State Bank of Texas
Sand Patel

678-520-7263
sandpatel@statebnk.com

FLOOR COVERINGS

Atlas Concorde

Michael Sautner

615-661-7200
m.sautner@atlasconcorde.com

Bedrosians- Tile and Stone
Ara Movsesian

559-289-5160
ara.movsesian@bedrosians.com

Embassy Carpets & Design Center
DarabhaiA. Jilla

800-366-7847 11

dara jilla@embassycarpets.com

FOOD/BEVERAGE
Avendra

Mara M. Radis
mara.radis@avendra.com

Focus Brands

Rani Bhatt

404-978-4829
rbhatt@focusbrands.com

Guest Supply A Sysco Company
Justin Haggart

732-868-2200
jhaggart@guestsupply.com

Pepsi
Karl Bush
336-251-9758

karl.bush@pepsico.com

FRANCHISING

Best Western Hotels & Resorts
Michelle Zajac

800-847-2429
michelle.zajac@bestwestern.com

Choice Hotels International
Tim Shuy

301-592-5000
development@choicehotels.com

Extended Stay America
Linda Trexler
980-345-1600
ltrexler@esa.com

Focus Brands

Rani Bhatt

404-978-4829
rbhatt@focusbrands.com

G6 Hospitality Franchising, LLC
Lauren France

972-360-9000

FRANCE Lauren@g6hospitality.com

GreenTree Hospitality Group, Inc.
ScottA. Pokorny

480-626-9257
scott.pokorny@greentreeinn.com

HILTON, Inc.

Bill Fortier
703-883-1000
bill.fortier@hilton.com

Hospitality International, Inc.
Chris Guimbellot

770-270-1180
Chris@hifranchise.com

Hyatt Hotels Corporation
Jason Gregorek
james.tierney@hyatt.com

InterContinental Hotels Group
Karen Rogow

770-604-5379
karen.rogow@ihg.com

Marriott International
Eric Jacobs

301-380-3200
eric.jacobs@marriott.com

My Place Hotels of America
Terry Kline

605-229-8684
terry.kline@myplacehotels.com

0OYO Hotels Inc

Neha Hridaya
+91-981-872-4954
neha.hridaya@oyorooms.com

Radisson Hotel Group

Phil Hugh

800-336-3301
Phil.Hugh@radissonhotels.com

Red Roof
Stephanie Pina
888-473-8861
spina@redroof.com

RLH Corporation

Harry Sladich
509-777-6330
harry.sladich@rlhco.com

Wyndham Hotels & Resorts
Kevin Brickner

973-753-7158
kevin.brickner@wyndham.com

FURNITURE/FIXTURES
Foliot Furniture

Mahesh Parekh

702-278-7380
marketing@foliot.com
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HotelFurniture.com

Ashleigh Baker

1-800-750-1174
marketing@hotelfurniture.com

Innovative Furnishings
Rohan Patel

404-236-9690
sales@innfurnishings.com

Suncoast Aluminum Furniture
Prakash C.Varshney
239-267-8300
paul@suncoastfurniture.com

HARDWARE

Lowe’s ProServices
Anthony Ruiz
980-287-6808
anthony.ruiz@lowes.com

HEATING/AIR
CONDITIONING
Amana PTAC

Byron Cortez
800-647-2982
bcortez@amana-ptac.com

Carrier Enterprise

Rob Gallant

480-249-6516
Rob.Gallant@carrierenterprise.com

Friedrich Air Conditioning Company

Ferguson

Center, Solutions
1-888-334-0004
Facilities.supply@ferguson.com

P&G Professional
Rohan Varty
609-933-2925
varty.r .com

The Home Depot Pro™
Yogeshkumar Patel
866-412-6726
vogeshkumar_a_patel@
homedepot.com

IN-ROOM AMENITIES

Dish Business
Tyler Floyd
303-723-1854

Tyler.floyd@dish.com

HD Supply Facilities Maintenance
Bree Lewis

800-431-3000
bree.lewis@hdsupply.com

Hospitalityl

Babita Patel

714-343-5875
babitapatel@hospitalityl.net

Showtime Networks Inc.
Doug Markott

770-698-6937
doug.markott@showtime.net

Dave McDonald
800-399-7822
dmcdonald@friedrich.com

GE Appliances

Amy Kaiser

502-452-3073
amy.kaiser@geappliances.com

Prem Supply, LLC

Deepak I. Panchmia

806-745-6651
deepak.panchmia@premsupply.com

HOTEL/MOTEL BROKERS

G6 Hospitality Franchising, LLC
Lauren France

972-360-9000

FRANCE _Lauren@g6hospitality.com

Hospitality International, Inc.
Chris Guimbellot

770-270-1180
Chris@hifranchise.com

Hotel Brokers International
Glenda Webb

816-505-4315
gwebb@hbihotels.com

Marcus & Millichap

Skyler Cooper

303-328-2000
skyler.cooper@marcusmillichap.com

HOUSEKEEPING/
JANITORIAL SERVICES
Auto-Chlor System

Gene Micci

901-521-3102
micci@autochlor.com

DIVERSEY, Inc.

Deniz Alpaslan

262-994-7158
deniz.alpaslan@diversey.com

Ecolab, Inc.

Michael Pfister
1-800-352-5326
michael.pfister@ecolab.com

World Cinema, Inc.
EllaAhmed
713-266-2686
eahmed@wcitv.com

INSURANCE

MassMutual

Ana Lucia Divins

980-293-8124
analuciadivins@massmutual.com

United Health Group
Kimberlee VanderVoorn
800-328-5979
kvandervoom@uhg,com

Worldclaim

Russell Heath
404-875-5866
rheath@worldclaim.net

INTERACTIVETV
SERVICES/TELEVISIONS

ALVI SATELLITES
Prashant Ajmera
678-957-8700

alvisatellites@gmail.com

Just In Time Communications
Justin Jones
909-985-3777

Justin@justintime.tv

INTERNET SERVICES

Guest Trends Inc.

Steve J. Lewis

858-430-8107
slewis@guesttrends.com
Macrotech

Dipak Patel

650-376-2163
dipak.patel@macrotech.net

Spectrum Enterprise
David Fitts

212-379-5826

david fittsl@charter.com
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Brought to you by the AAHOA Hotel Owners Academy ™

AAHOA/P&G PROFESSIONAL’'S
TRAINING IN HOTEL
SANITIZATION AND CLEANLINESS

The Latest Training Certificate Program
for Hotel Owners and Your Staffs

NEW TRAINING FOR THE INDUSTRY

AAHOA has partnered with P&G Professional to create

I [
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 PG Al

MORE AND ACCESS THE TRAINING TODAY! Professional ﬁ\.—O/\
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Zonetail Inc
Mark Holmes
416-994-5399

mark@zonetail.com

LAMPS/LAMPSHADE
LIGHTING

Persona, Inc.

Mike Peterson

800-843-9888
mpeterson@personasigns.com

LEASING EQUIPMENT/
APPLIANCES

Ascentium Capital, LLC

Mark Kerrutt

281-902-1948
markkerrutt@ascentiumcapital.com

LOAN CONSULTANTS

Access Point Financial

Rhonda Loerzel

404-382-9599
rloerzel@accesspointfinancial.com

State Bank of Texas
Sand Patel

678-520-7263
sandpatel@statebnk.com

MAINTENANCE SUPPLIES
Ferguson

Center, Solutions

1-888-334-0004
Facilities.supply@ferguson.com

HD Supply Facilities Maintenance
Bree Lewis

800-431-3000
bree.lewis@hdsupply.com

Lowe’s ProServices
Anthony Ruiz
980-287-6808
anthony.ruiz@lowes.com

The Home Depot Pro™
Yogeshkumar Patel
866-412-6726
yogeshkumar_a_patel@

homedepot.com

MANAGEMENT
COMPANIES
InterContinental Hotels Group
Karen Rogow

770-604-5379
karen.rogow@ihg.com

Radisson Hotel Group

Phil Hugh

800-336-3301

Phil. Hugh@radissonhotels.com

RLH Corporation
Harry Sladich
509-777-6330

harry.sladich@rlhco.com

MANAGEMENT
CONSULTANTS
AutoClerk, Inc.

Kevin Velez

623-780-6362
kevin.velez@bestwestern.com

Client Concierge Sales
Management Group
Dina Coventry
603-339-1679

dina@cc-smg.com

MATTRESSES/

BOX SPRINGS

Simmons Hospitality Bedding
Bridget Price

770-353-0122
bprice@sertasimmons.com

MISCELLANEOUS
Millex

Susan Wright
678-514-3400
susan@millex.net

Millex

Susan Wright
678-514-3400
susan@millex.net
Raizner Law

Grant Beehler
gbeehler@raiznerlaw.com

OFFICE PRODUCTS

Coast To Coast Computer
Products, Inc.

Kyle Kurtz

800-231-4553

kkurtz@coastcoast.com

ONLINE RESERVATION
SYSTEMS

Groups360
Tim Flors
615-972-5519

OUTDOOR FURNITURE

Suncoast Aluminum Furniture
Prakash C.Varshney
239-267-8300

paul@suncoastfurniture.com

PAYROLL PROCESSING
INFINITIHR

Daniel Mormino MBA, CFE, CMHS®
623-455-6234
daniel.mormino@infinitihr.com

PEST CONTROL
PRODUCTS/SERVICES
orkin, LLC

Tyler Love

404-888-2786

tlove@rollins.com

PLUMBING SUPPLIES

Delta Faucet Company

Clinton Cardinal

317-752-8688
Clinton.Cardinal@deltafaucet.com

Rinnai
Dipesh Parekh
1-800-621-9419

engineering@rinnai.us

PRINTING/DESIGN/
PRODUCTION

Coast To Coast Computer
Products, Inc.

Kyle Kurtz

800-231-4553
kkurtz@coastcoast.com

“‘

BY HOSPITALITY INTERNATIONAL
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FOCUSED ON YOUR INDIVIDUALITY. DEDICATED TO YOUR SUCCESS.
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value.

Master
Hosts.

“hihotels delivers exactly what
| want from a brand...
reasonable fees,
sensible standards, and
technology that drives
business to my hotel.”

Ashish Patel
Scoftish Inn & Suites
Houston-Willowbrook, TX

New-build opened
in October 2020.

This is not an offering. Federal laws and
regulations and the laws and regulations of some
states and provinces requlate the offer and sale
of franchises. An offering will only be made in
compliance with those laws and requlations, which
may require that we provide you with a disclosure
statement. © 2021 Hospitality International
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You take care of your community.
We help take care of you.

UnitedHealthcare offers exclusive members-only pricing and benefits, including:
* Medical coverage
* Dental and vision insurance

* Disability, life and critical iliness insurance

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

'J I United
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 lllinois or their affiliates. Administrative services provided by
United HealthCare Services, Inc. or their affiliates.

ElI20266454.0 08/20 ©2020 United HealthCare Services, Inc.
TODAYSHOTELIER.COM | MARCH 2021 | 45
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RENOVATION/
REMODELING

Safe Step, Inc.
Dilip Patel
952-358-3655

Home Box Office

Michelle Mahoney
347-610-1081
Michelle.Mahoney@hbo.com

USA Digital Inc

MVM Technology

Michele Blanton

704-776-5940
Mblanton@mvmtechnology.com

WALL COVERINGS

Atlas Concorde

Michael Sautner

615-661-7200
m.sautner@atlasconcorde.com

Dilip.Patel@safestep.com Aaron Gomez VENDING MACHINES/ Bedrosians- Tile and Stone
888’388’1531, ) SUPPLIES Ara Movsesian
RESTORATION saron@usadigital.tv Pepsi 559-289-5160
Safe Step, Inc. Karl Bush ara.movsesian@bedrosians.com
Dilip Patel TELEVISIONS/ 336-251-9758
952-358-3655 ELECTRONICS karl.bush@pepsico.com WATER HEATERS
Dilip.Patel@safestep.com Hospitalityl Rinnai
Babita Patel Dipesh Parekh
RISK MANAGEMENT 714-343-5875 1-800-621-9419
SERVICES babitapatel@hospitalityl.net engineering@rinnai.us
Worldclaim

Russell Heath
404-875-5866

theath@worldclaim.net

SBA LENDER

PMC Commercial Trust
Kristi Lewis-Hodge
972-349-3200
loans@pmctrust.com

SBA Funding Depot, LLC
Wayne H. Lazarus

404-281-4636
wlazarus@sbafundingdepot.com

CLOUD
PROPERTY
MANAGEMENT

— SYSTEM ¢

Colite International
Adam Regenthal
803-543-1508
aregenthal@colite.com

Persona, Inc.
Mike Peterson
800-843-9888
mpeterson@personasigns.com

SECURITY CONTROL/
SAFETY PRODUCTS

Onity, Inc.
Mark G. Lewitt

TAX CONSULTANTS

National Tax Group
LeeFerry

847-878-6564
[ferry@ntgadvantage.com

0O’Connor & Associates
Andrew Choy
713-375-4224

achoy@poconnor.com

RUN YOUR PROPERTY
WITH THE PRO!

TELECOMMUNICATION
SERVICE EQUIPMENT
Cox Business ! T P
Alea Riley il {3 OQUSEKEEPING
404-269-3057
alea.riley@cox.com

Macrotech s o L
Dipak Patel ACCOUNTING SUITE
650-376-2163

dipak.patel@macrotech.net

CUSTOM REPORTS

POS PURCHASES

TELEVISION/IN ROOM E TIFIED
ADVERTISING
DirecTV Hospitality
Mica Matvia
310-964-4470
AH417TN@att.com

PCI COMPLIANT

1-800-221-3429 e o
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@2.S-MINUTE READING TIME

AAHOA MEMBERS IN ACTION

In a year that’s been anything but normal, AAHOA Lifetime Member
Vimal Patel of Q Hotels was able to bring a sense of normalcy to
children in Southwest Louisiana after a year defined by COVID-

19 and hurricanes Laura and Delta. Recently recognized by his
community for a donation to 100+ children in the foster care system
in Southwest Louisiana, Vimal says in a published story by American
Press, “We wanted to assist however little just to put smiles on their
faces, especially during Christmastime.” Thank you to Vimal and the
countless others who lend a hand during this holiday season. W
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2A and 2B. Regional Director Naresh (ND) Bhakta and the

Greater Los Angeles Area Region took part in a food drive to feed
the homeless and hungry via Los Angeles Mission. GLAA also
contributed $2000 to a charity drive hosted by the Bhakta Youth of
Southern California in Norwalk, CA.

3. Regional Director Hitesh Patel and members of the Central
Midwest Region volunteered at a COVID-19 vaccination site.

4. AAHOA Lifetime Member and former board member Pratik
Bhakta has been appointed Chairman of the Board of Adjustments
for the City of Asheville, NC.

5. AAHOA Member Suresh Patel has been elected to a three-year
term as a Board Director for Experience Grand Rapids.
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"i - 100% WATERPROOF -

PREFERRED VALUE MANUFACTURER OF HOSPITALITY |
FLOORING FOR DVER 33 YEARS

FREE SAMPLES: CALL US AT 1-800-225-2348 OR AT 22

OUR WEBSITE: WWW.KINSLEYCARPETS.COM

- HIGH VALUE -

GUEST ROOM CARPET

KINSLEY CARPET MILLS LNDERSTANDS THE IMPORTANCE OF
AFFORDABLE AND RELIABLE FLODRING. N\

JOIN THE 7530+ HOTELS THAT HAVE UPGRADED THEIR FLOOR- A A_,_I . OA
ING WITH KINSLEY CARPET MILLS IN 2018. —— 4 N\l 1 {

AAHOA MEMBERS RECEIVE AN EXCLUSIVE DISCOLNT! ALLIED MEMBER

ASIAN AMERICAN HOTEL OWNERS ASSOCIATION

TIME TO REPLACE? VISIT US AT WWW.KINSLEYCARPETS.COM OR CALL 1-800-223-2948.
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5 Years
Warranty

Easy
i Financing _§

5000+ HOTELS-MOTELS WORLD-WIDE TRUST

MATRIX COMMUNICATION & SECURITY
SOLUTIONS FOR EFFICIENT FUNCTIONING

» Hospitality IP Phone
System

» Time-Attendance and %
Access Control

» HD IP Security-Camera
System

~TT]  Call: 1-(800)-283-0539
AR PJ Fax: (888) 717-7472

sales@matrixhotelpbx.com

TELECOM | SECURITY  Sdes@matrihotelpbx.com

www. matrixhotelpbx.com

4 GLOBALSAFE
800-545-4947

.HOTELSAFES.COM

Our Safes are

in Every Major

Hotel Brand in
the U.S.A.

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 N. Charleston, SC
Sheraton Atlanta, GA
Sheraton Brooklyn, NY
Sheraton Columbia, SC
Sheraton Nashville, TN

FRANCHISE
LITIGATION

negotiating franchise agreements
and liquidated damages settlements.

PS)A

PATEL & ASSOCIATES

Mahesh |. Patel

Patel & Associates, Attorneys at Law
Phone: 972-643-1813

Fax: 972-231-0104

Email: mpateli@patellaw.net

HOTEL VANITIES VANITIE

INTERNATIONAL

SINCE 1999,

GLOBAL LEADER

IN HOSPITALITY
PRODUCTS

Vanity Tops & Bases
Shower Surrounds & Pans

Granite & Quartz
Domestic & Import Options

888-457-7465
sales@Vanitiesint.com

Wisit our website to download our Catalog

vanitiesinternational.com

BATHTUBS RESTORED

Don’t Let Amateurs and “Fly-By-Nights” Ruin Your Bathtubs!
Unique Refinishers is the nation § oldest and largest bathtub repair,
reglazing and restoration company. You can be assured of the highest

quality workmanship and materials. Coast to Coast,

= |UNIQUE®

REFINISHERS, INC.
Nationwide 1-800-332-0048
Atlanta 770-945-0072

www.uniquerefinishers.com \ Resistant
We specialize in fiberglass Bathtub & Jacuzzi Repairs Bottoms
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ADVERTISERS INDEX

THANK YOU 10 0UR ADVERTISERS

for your ongoing support of Today’s Hotelier magazine and AAHOA.

—a

Contact us for a

frea consultation.

Chase Merchant Services..........ooooeeerreevecennnnn, 4

merchants.chasepaymentech.com

Dexter Laundry InC.......cooeee.... Inside Front Cover
www.dexter.com

DISH BUSINESS .o 7
www.dish.com

DPA LW GrOUP .o 19
www.dpalawgroup.com

Embassy Carpets ..., 3
www.embassycarpets.com

A law firm focusing in all
matiers hospitality and franchise.

+ Liquidated Damage
Settlements

Richard Baltzman, Esqg.
Anchyn SaRzman, Eng.

L 7383318
B nioisakzmanig com
@ Eakrenl e Gioun

+ Dispute Resolution

* Franchise Agreement
Megotiation

+ Franchise Registration

o saltamanlivwgroup. com
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Watco Manufacturing Company
www.watcomfg.com
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AAHOACZ

THE ROAD TO
RECOVERY RUNS

THROUGH AAHOA
AUGUST 3-6, 2021

Dallas, Texas
AAHOA.com/2021Conven tion
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Stay €Connhected

with AAHOA!

Get AAHOA's official eNewsletter delivered straight
to your inbox.

Subscribe today! todayshotelier.com/subscribe
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