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Reimagined. Reinvented.
The All-New 6.

G6 Hospitality is parent company to Motel 6 and Studio 6, two of the most iconic
lodging brands in the United States. G6 owns and operates more than 1,400
locations across the United States and Canada, with over 155 new properties
now in the pipeline, 50% of them new construction. Since G6 is one of the most
reliable and financially rewarding franchise opportunities in economy lodging,
becoming a franchisee in the Gé family is the smartest investment you can make.

FRANCHISE WITH US TODAY.

1.844.456.3627 ‘ gbhospitality.com/franchising ‘ franchisesales@géhospitality.com

©2019 All rights reserved. G6 Hospitality Franchising LLC. 4001 International Parkway, C1rmHtun Texas 75007 This advertisement is not an offer to sell a franchise. An offer can
dp only by means of a Franchise D Document that has been rnq\\tered and approved f opropr ncy in your state, if your st ch registration.
9 of the March 5, 2018, as Amenc nber 28, 2018, Motel 6 FDD. **Iltem 19 of the March 5, 2018, as Amemié otember 28, 2018, Studm 6 FDD. iring the 2017 calendar

year, based on 36 open and operating properties as referenced in the March 5, 2018, as Amended September 28, 2018, Studio 6 FDD.
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extended stay

Why choose
Studio 67

Today, the demand for quality and comfort at a
value is stronger than ever for extended-stay
travel. Studio 6 has begun answering that demand
in earnest and sees its future as a promising one.
As a Studio 6 franchisee, you'll have the national
recognition Motel 6 can give you, with the
branding and operational support you need.
And that's promising for your bottom line.

THE BOTTOM LINE

NET
OPERATING
INCOME**

53%

AVERAGE AVERAGE
OCCUPANCY** STAY***

73% 10+ pavs

An iconic
American brand.

As a Motel 6 franchise partner, you'll enjoy the
immediate name recognition that comes with over
55 years of being an iconic American brand in the
economy lodging space. Giving travelers the ability
to “save more for what you travel for” has been,
and will always be, our mission and our promise
since we checked in our first guest. Together,

as partners, we will work to deliver on that guest
experience, while helping to grow your bottom line.

THE BOTTOM LINE

NET
OPERATING
INCOME*

44%

AVERAGE AVERAGE
OCCUPANCY* DAILY RATE*

79% $74
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Extraordinary Entertainment.
Exceptional Value & Flexibility.

Now, with the , you can give guests and
instant access to an extensive collection of streaming entertainment including Original Series,
hundreds of Movies, Sports and more —all on the guestroom TV with no login or password required.

Learn more at SHO.COM/BULK

© 2019 Showtime Networks Inc. All rights reserved. SHOWTIME is a registered trademark of Showtime Networks Inc., a CBS Company. Shameless © Warner Bros. Entertainment Inc. All rights reserved. The Chi © Twentieth Century
Fox Film Corporation. All rights reserved. Ray Donovan, Billions © Showtime Networks Inc. All rights reserved. Baby Driver © 2017 TriStar Pictures, Inc. and MRC Il Distribution Company L.P. All rights reserved. Molly's Game © 2017 STX
Financing, LLC. All Rights Reserved. | Feel Pretty © 2018 STX Entertainment, LLC. All Rights Reserved. The Dark Tower © 2017 Columbia Pictures Industries, Inc. and MRC Il Distribution Company L.P. All Rights Reserved.
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Connecting with Young and Old
Marketing your hotel to different
generations of travelers

by NICK FORTUNA

Generation Sects

Your workers are diverse. Their strengths are
many and varied. So, too, are the best ways to
manage them.

by AMY DREW THOMPSON
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Welcome to More.

You're not in the hotel business for less. You're in it for more. So when looking for an investment opportunity that gives
more of everything it takes to help you succeed — reservations, property support, marketing, technology, you name it —
you'll find more of what you're looking for with Choice Hotels.
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Unless otherwise noted, all statistics are from Choice Hotels International internal data. This advertisement is not an offering. An offering can only be made by a prospectus filedfirst with the applicable state authorities.
Such filing does not constitute approval by the Department of Law. A copy of the Franchise Disclosure Document may be obtained through contacting Choice Hotels International at

1 Choice Hotels Circle, Suite 400, Rockville, MD 20850 or at Development@ChoiceHotels.com. © 2019 Choice Hotels International, Inc. All Rights Reserved.
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LETTER FROM THE CHAIRWOMAN

"M EXCITED TO BE STEPPING INTO

the position of Chairwoman at such

a transformative time for AAHOA.

This year brings new opportunities

and changes that I'm eager to be a

part of. AAHOA achieved its most
successful year to date in 2018, and I thank
HP for his wonderful work as Chairman.
His leadership, along with the dedication
of my fellow AAHOA Officers, the Board of
Directors, and Ambassadors allowed us to
usher in this new chapter.

Our 30th anniversary is the perfect time
to reflect on our history as an association
and begin thinking about what we want to
focus on in the future as the stewards of
AAHOA. We have come this far and built
AAHOA to what it is today only because
we have been steadfast in our desire for
improvement, achievement, and long-term
growth. At this pivotal point in our history,
we must ensure that the next 30 years are
even more successful than our last.

It’s a responsibility that all of us share
equally because AAHOA is uniquely differ-
ent from other trade associations. We aren’t
a group of hotel owners who simply joined
an association; we are an association formed
by the efforts of each individual hotelier,
and that means every member plays a fun-
damental role in its success. AAHOA’s story
is our story, and it will continue to reflect
our efforts in the years to come.

I believe that one of AAHOA’s most
important priorities is the education of
the next generation of hoteliers. Our chil-
dren and grandchildren, as well as other
young entrepreneurs, may not be starting
their businesses from scratch with little
to no experience like many of us did, but
equipping them with the know-how that
we gained through the years can help
them reach their goals. AAHOA can, and
should, be the resource that provides them
with the tools they need to learn how to
facilitate brand relationships, manage a

Progress keeps
AAHOA going

JAGRUTI PANWALA
AAHOA Chairwoman (2019-2020)

portfolio, and adapt to changing trends in
the industry.

It’s also important in this regard for
AAHOA to help promote diversity within
the industry and the association. In recent
years, the hotel industry has made great
strides in opening the door to a more
diverse array of hoteliers. More women
are taking the leap toward hotel ownership,
and it’s important that AAHOA spearheads
outreach and support for these entrepre-
neurs. As hoteliers who often run family
businesses, it’s up to us to offer encourage-
ment for the business endeavors of our
daughters and sons.

Successful stewardship requires us to
protect and promote all of the good that
AAHOA accomplishes through our many
community and advocacy initiatives.
Whether it’s increasing the number of
hoteliers and employees who have taken
BEST Inhospitable to Human Trafficking
Training, sponsored by AAHOA, or
Polaris, growing attendance at our state
Lobby Days, or doubling our AAHOA PAC
contributions, these are goals that will
bring AAHOA to new heights. If reaching
these goals means that we have to make
changes to our current processes, that’s
OK. Change means progress, and progress
means success.

It’s my hope in this 30th year that we
think big. Instead of being content with
the accomplishments we have made to this
point, we must continue to set new goals
and put in the effort it takes to achieve
them. I want each of us to look back at the
work we did with AAHOA with pride, and
inspire our children and grandchildren to
be dreamers, innovators, and self-starters.
We must be proactive in the creation of our
path ahead and build the future we want
to see together. I thank each of you for the
good work you do, and I look forward to all
of the successes we will achieve together
this year. |

2018-2019 AAHOA
BOARD OF DIRECTORS

AAHOA OFFICERS
Hitesh (HP) Patel, CHO, CHA
Chairman
Jagruti Panwala, CHO
Vice Chairwoman
Biran Patel, CHO
Treasurer
Vinay Patel, CHO
Secretary
Rachel Humphrey
Interim President & CEO

DIRECTORS
Nitin (Nick) Patel
Alabama Panhandle
Regional Director
Priyesh Patel, CHO
Central Midwest Regional Director
Bharat Patel, CHO
Florida Regional Director
Kapil Patel
Georgia Regional Director
Girish (Gary) Patel,
CHO, CHA, CHIA
Gulf Regional Director
Sanjay Patel, CHO
Mid Atlantic Regional Director
Sunil B. Patel, CHO, CHA, CHIA
Mid South Regional Director
Rashmikant Patel, CHO
North Carolina Regional Director
Naresh (Nick) Patel, CHO
North Central Regional Director
Kamalesh (KP) Patel
North Pacific Regional Director
Mayur (Mike) Patel, CHO, CHIA
North Texas Regional Director
Jayesh R. Patel, CHO
Northeast Regional Director
Hiten Patel, CHO
Northwest Regional Director
Chetan (Chet) Patel, CHO
South Carolina Regional Director
Mike Patel
South Central Texas
Regional Director
Mike Riverside, CHO, CHA
South Pacific Regional Director
Sawan H. Patel, CHO
Southeast Texas Regional Director
Imesh Vaidya, CHO
Southwest Regional Director
Kalpesh Joshi, CHO
Upper Midwest Regional Director
Vinay Patel, CHO
Washington D.C. Area
Regional Director
Jayesh (Jay) Patel, CHA
Director at Large
Navnit (Nick) Patel
Director at Large
Piyush Patel
Director at Large
Lina Patel, CHO
Female Director Eastern Division
Nimisha Patel, CHO
Female Director Western Division
Purvi Panwala, CHO
Young Professional Director
Eastern Division
Nishant (Neal) Patel, CHO,
CHIA
Young Professional Director
Western Division
Faheem Khan, CHO
Industry Partner
Bhavesh Patel, CHO
Immediate Past Chairman
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MEMBER

This is not an offer. For New York: An offering can only be made by a prospectus filed first with the Department of Law of the State of New York. Such filing does not constitute approval by the
Department of Law. For Minnesota: #F-7205. Most hotels are independently owned and operated with the exception of certain hotels managed or owned by an affiliate of the company.
© 2019 My Place Hotels of America, LLC. All Rights Reserved.
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LETTER FROM THE INTERIM PRESIDENT & CEO

AHOA MEMBERS ARE EXPE-
rienced relationship build-
ers. Getting a business off
the ground and maintain-
ing it through the years
requires hoteliers to
create a network of reliable brand partners,
vendors, and contractors. These connec-
tions enable our members to grow their
portfolios and expand their business initia-
tives, but hoteliers shouldn’t narrow their
focus to only industry insiders. It’s just as
important to build relationships outside
of the industry, especially with lawmak-
ers whose decisions directly impact the
business environment in their local area.
Many Americans, including small busi-
ness owners, assume once their legislators
are elected, they have no way to influence
their policy positions. This isn’t the case.
Constituents are the lifeblood of every
elected official, and their opinions can affect
policy as long as they engage with lawmak-
ers to help them understand the real impact
of certain legislation. In this way, AAHOA
Members are an exceptionally unique and
valuable constituency. It’'s important to
remember that lawmakers are not experts
in every policy area and as small business
owners, job creators, and economic contribu-
tors, hoteliers can offer officials an informed
perspective on a range of issues.

The most effective way for hoteliers to
form relationships is by addressing the
issues that are most important through
real-life stories. When it comes time to sup-
port or oppose making the small business
tax cuts permanent, legislators will remem-
ber the hotel owner in their district who
reinvested their tax savings back into their
business by hiring new employees, raising
wages, and expanding. They will remember
the hotelier from their hometown who is
concerned about the future of the franchise
model because of an unclear joint-employer

Building relationships
with lawmakers

RACHEL HUMPHREY
AAHOA Interim President & CEO

standard. Fostering relationships with law-
makers humanizes issues that are too often
overshadowed by partisanship.

Whether at the local, state, or federal
level, your business and all hoteliers benefit
from increased representation of the hotel
industry. Highlighting AAHOA’s efforts on
human trafficking prevention, for exam-
ple, can directly impact the way legisla-
tors perceive the role of hotels in human
trafficking cases. Many state legislatures
are currently considering holding hotels
liable if a trafficker uses the premises to
move or exploit victims. In reality, hoteliers
are working hard to combat trafficking in
every way they can, including complet-
ing AAHOA’s awareness training offered
through our partnerships with Businesses
Ending Slavery & Trafficking (BEST) and
Polaris. Instead of working separately to
achieve the same goal, hoteliers can bridge
this gap and show state officials that our
industry can be a resource for them in their
efforts to bring trafficking to an end.

I encourage every AAHOA Member to
start engaging with their elected offi-
cials if they haven’t already. AAHOA
offers several opportunities for members
throughout the year to make this possible.
In March, nearly 200 hoteliers convened
in Washington D.C. for AAHOA’s Spring
National Advocacy Conference (SNAC),
where members met one on one with
members of Congress and their staffs
to talk about our most important issues.
Along with state Lobby Days that take
place during the year, the next oppor-
tunity for members to come speak with
legislators is at the 2019 Legislative Action
Summit this fall. Your actions can make
a real difference in policy decisions that
affect America’s hoteliers and the future
of our industry. Be sure to reach out to
AAHOA’s advocacy team for more infor-
mation on how you can getinvolved. MW
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5 THINGS

AAHOA THIS MONTH

1

AAHOA is partnering with
NCRLA to host the North
Carolina State Capitol Lobby
Day in Raleigh on May 1.

2

AAHOA will host a Brand
Alliance Meeting at the
Choice Hotels Conference in
Las Vegas on May 2.

3

AAHOA Treasurer Vinay Patel
will share “Winning Strategies
for Buying and Selling Hotels”
at the Meet the Money
Conference in Los Angeles on
\EVA

4

AAHOA Vice Chairman
Biran Patel and Treasurer
Vinay Patel will speak at HD
Expo in Las Vegas on May 16.

5

AAHOA is partnering with
CHLA to host the North Pacific
& South Pacific Regional
Conference & Trade Shows
in San Jose on May 21, and
in Anaheim on May 23,
respectively.
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GOVERNMENT AFFAIRS

@ 2-MINUTE READING TIME

Promoting international
tourism through Brand USA

by TONI-ANNE BARRY
- I

HE FLOW OF INTERNA-
tional travelers into
the United States is
not only essential for
the travel industry, but
it’s a key driver of the
U.S. economy. In 2009, Brand USA was
established through the Travel Promotion
Act to increase awareness of the U.S. as
a top vacation destination for foreign
tourists. The national organization is
a public-private partnership that mar-
kets the U.S. through digital, print, and
broadcast campaigns across the globe to
bring more tourists to our shores.

One of the most important aspects
of Brand USA is that it functions at no
cost to taxpayers. It’s funded through
a combination of fees levied on travel-
ers coming into the U.S. and contribu-
tions from 800 partner organizations.
The funding structure is a resounding
success; with every dollar contributed
to Brand USA, another $29 is generated
for the U.S. economy. In 2017 alone, for
example, the $140 million investment

N

into Brand USA resulted in $4.1 billion
in visitor spending.

This boost to the economy directly
stimulates job creation within the travel
industry. The U.S. Travel Association
estimates that Brand USA investment
results in the creation of an additional
51,000 American jobs each year and sup-
ports thousands more. And the effects
are more widespread than just within
the tourism sector, with substantial
increases to local, state, and federal tax
revenue. Since 2013, these foreign travel-
ers brought in more than $5 billion in tax
dollars that help grow local economies
all across America.

Despite the clear and consistent suc-
cess of Brand USA, the program is in dan-
ger. Starting in 2020, the federal funding
from the fees levied on international
travelers is set to be diverted to the gen-
eral fund, rather than Brand USA. This

expiration date threatens to chip away
at a massive economic contributor. The
travel and tourism industry will suffer
due to the loss of an essential consumer
base, and the entire U.S. economy will
take a hard hit.

For hoteliers, this issue is a top prior-
ity. At the 2019 AAHOA Spring National
Advocacy Conference, almost 200 AAHOA
Members met with their representatives
and senators to bring awareness to this
issue. Hoteliers spoke firsthand about
how important international travel is
to their businesses and to their bottom
lines. It’s up to Congress to recognize the
value of Brand USA and reauthorize it
before the 2020 funding expiration date.
For along-term solution, Congress must
establish a dedicated funding mecha-
nism specifically for Brand USA. At a
time when there are few issues that are
truly bipartisan, all lawmakers can and
should support the continued promotion
of international travel into the U.S. for
the benefit of all American industries
and our economy. |
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Coast-to-Coast Quality
Since 1985
Luxury LVT | Carpet Tiles
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UNDERSTAND THE DIFFERENCE BETWEEN PRICE AND COST
PRICE IS WHAT YOU PAY e COST IS WHAT YOU GET IN QUALITY & SERVICE

Embassy Pacigica Smbassy Caupersd®  Embassy Fawats 5-0

Quality and Trust with Confidence
Since 1985

800 366-7847 or embassycarpets.com
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THE C-SUITE

by GEOFF BALLOTTI, PRESIDENT and CEO,
WYNDHAM HOTELS & RESORTS and CHAIR,
AMERICAN HOTEL & LODGING ASSOCIATION

ODAY, CONSUMERS
want to spend their
money on experiences
rather than material
things, experiences
which occupy a spot on
our social media pages forever. According
to McKinsey, over the past several years,
consumption on experiences such as
day-tripping to amusement parks, vis-
iting museums, and eating at unique
restaurants has grown nearly four times
faster than consumption of goods.

That’s good news for us in the hotel
industry because travel is the most cov-
eted experience of our generation.

This generation’s affinity for expe-
riences is resulting in an entirely new
“traveling class” — the 1.3 billion people
around the world who choose to spend
their expendable income on travel. This
is an emerging category of society that
is crossing borders for the first time,
trekking to new continents, and most
important, staying in our hotels.

As hoteliers, we are the lucky ones.
We are members of an industry that
continues to grow and, as it does, we
contribute to the growth of entire gen-
erations of travelers.

Our growing industry puts $600 billion
into the U.S. economy each year, contrib-
utes 10 percent of the global GDP, and
supports nine million American jobs.
This industry opens up opportunities
and launches careers. A career in hospi-
tality is the ultimate experience and the
lifeblood for so many of us who started
our first job as a bellhop, a housekeeper
or adishwasher-asIdid years ago-and
launched into a lifelong calling owning
or operating hotels.

In my opinion, there is no better career
path; those of us who own, operate or
work in hotels are the ones empowering
the world to have those coveted travel
experiences. That notion is so important
to our business that it’s reflected in the
new mission statement for Wyndham
Hotels & Resorts, which we established
after our spinoff into an independent
company last year: We make hotel travel
possible for all.

Yet, for an industry that supports
nine million jobs in the U.S. alone, there
remain 900,000 vacancies.

It’s one of the most pervasive issues
for hoteliers today. A report from the
American Hotel & Lodging Educational
Foundation shows that over 50 percent

@ 5-MINUTE READING TIME

of the Gen Z demographic - the larg-
est generation in the U.S. - is interested
in pursuing a career in hospitality.
Nevertheless, our industry faces a work-
force shortage, leaving hoteliers strug-
gling to find both skilled labor to build
hotels and the right talent to staff them.

PLANTING ROOTS

IN HOSPITALITY

I'm reminded every day of the incred-
ible people this industry attracts, and
it is due in large part to AAHOA and its
members, who have played a significant
role in opening up opportunities for new
demographics over the past 30 years of
its history.

For an entire generation of hote-
liers who came up in the ‘70s and ‘80s,
this industry represents the American
Dream. In 1984, Michael Leven and
Henry Silverman of Days Inn realized
some of their most successful franchi-
sees in the U.S. all had roots in Gujarat,
India. Though they were achieving suc-
cess with their hotels, they were battling
discrimination and cultural challenges
to do so. Leven and Silverman got their
Days Inn franchisees together — with the
support of leaders like H.P. Rama and
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ATTENDING AAHOACON19?

MAKE SURE TO VISIT US AT BOOTH #2443
TO LEARN ABOUT OUR EXCLUSIVE SHOW SPECIALS

Ferguson Facilities Supply carries all the brands you trust to keep your
hospitality business running at full speed, including:
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““We can empower the next generation to
become tomorrow’s hotel industry leaders.

"

But first, we have to get them in the door.

Ravi Patel - to voice those challenges and
needs for advocacy to form what would,
in 1989, become one of the most influ-
ential forces in hospitality: the Asian
American Hotel Owners Association.

Members of that generation are often
referred to as “accidental hoteliers” —
men and women whose roots and train-
ing were in other industries, but who
found a place in hospitality and made a
name for themselves here.

That first generation of AAHOA
Members created a transformational
shift in the industry, and their pres-
ence in hospitality is no accident. They
overcame hardship and discrimination,
and together created a new avenue for
advocacy and sponsorship. Who better
to welcome travelers through their doors
than those with a culture rooted in hos-
pitality, family values, and hard work?

Not only has this generation built the
foundation for hospitality today, but they
have created a lasting legacy for the
next generation. Those first American
Dreamers paved a well-worn path for
their children and grandchildren, and
today, they are passing the baton to the
next generations to continue their last-
ing legacy.

LEAVING A LEGACY
As we approach the close of Wyndham’s
first full year as an independent hotel
company, I often reflect about the jour-
ney of those hoteliers, many of whom
helped build our company’s foundation
as they were building their own. Those
first Days Inn owners who launched
AAHOA, and later expanded their busi-
ness to own multiple hotels across a
number of recognized brands, represent
a turning point for this industry.

Take Champ Patel, who opened his
first independent hotel in 1979 - and

later his first Days Inn in 1989 - and has
continued growing his portfolio with
diverse investments across multiple
segments and hotel brands. Today, his
company, Champion Hotels, is the larg-
est privately held hotel operator in the
United States, with more than 150 fran-
chised locations.

Champ’s son, Harshil Patel, is a trail-
blazerin his own right. Harshil’s needs
and expectations as a hotelier are dif-
ferent than those of his father, a situa-
tion many second-generation hoteliers
in the U.S. are experiencing as they
advance their family’s business. This
next generation of hoteliers expects
more options, seamless technology, and
brands they can believe in, recognizing
the impact of the experience economy
and the demand for authentic travel
experiences — and they are innovat-
ing at a faster pace than ever before to
deliver them.

At Wyndham Hotels & Resorts, we're
thinking differently about how we can
offer this generation support as its brand
partner, including how we can attract
new owners to our family of brands.
We've designed a new journey for the
franchisees entering into a partnership
with our brands, empowering smart
investment among a generation of entre-
preneurs that is savvier than ever.

As one of the only hotel companies
to support first-time hoteliers, we
remain inclusive for entrepreneurs at
all levels and create possibilities for
growth through our brand portfolio.
This new ownership experience cre-
ates a dynamic of partnership starting
with the first handshake. Our team -
newly bolstered by category-killers
in construction and design from La
Quinta by Wyndham - supports the
investment process through research

and development expertise, prioritizing
quality and endurance to create lasting
legacies for our brands and our owners.

THE NEXT GENERATION

That legacy is our lasting impact.
AAHOA’s mission to promote and
protect its members has shaped hos-
pitality in the U.S. today, and its mem-
ber base has grown such that AAHOA
Members own half of the hotels in
the U.S. That tremendous growth is
a direct result of the opportunity the
organization created for the beginning
generations of Asian American hote-
liers in the U.S.

Think about how much has changed
over the course of one generation. Since
AAHOA was founded 30 years ago, we've
survived changes such as the dawn of
the internet. We've evolved through
disruptors like TripAdvisor, the OTAs,
home sharing, and others. But with all
of that change comes progress, and
together, we've learned and evolved
over the past 30 years. In 2019, as we
welcome AAHOA’s first female Chair,
Jagruti Panwala, we can celebrate how
much we’ve achieved while recognizing
how far we still have to go.

As this industry continues to grow
and our hotels welcome the 1.3 billion
travelers visiting new places around the
world, we must remember the genera-
tion that paved the way and consider
our impact on the generations to come.

We can empower the next generation
to become tomorrow’s hotel industry
leaders. But first, we have to get them
in the door. We're working actively with
both AAHOA and the American Hotel &
Lodging Association and our peers in
the industry to develop leading career
development programs to help provide
funding, training, apprenticeships, and
new opportunities for our industry’s
employees.

Together, we have a tremendous oppor-
tunity to not only impact the experiences
of our guests - the traveling class - but to
fuel entrepreneurship around the globe
for generations to come. ]
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COMMON GROUND

Trademark
Licensing

Protection Act

by TONI-ANNE BARRY

@ 2-MINUTE READING TIME

These days, it seems like politicians cannot agree about anything. That’s because it’s convenient for the media

to use a gridlock narrative as shorthand for the contrarian and obstinate behavior that defines how our elected

representatives address a few big issues. However, a different, more nuanced picture emerges when one takes a closer

look at the actual lawmaking process - the pursuit of positive change. Common Ground profiles members of opposing

parties who are working together to advance issues important to hoteliers.

THE ISSUE

Trademark Licensing Protection Act

The franchise model is fundamental to the hotel industry.
Under this structure, franchisees are independent owners and
operators of their hotels and are responsible for all operations
of their businesses. Franchisors collect a one-time license
fee and monthly royalties for the use of the brand name and
to ensure consistent quality through brand standards. This
relationship is governed by the Lanham Act of 1946, which
allows franchisors to monitor the use of the brand. These
brand standards do not resultin any direct control of the busi-
ness but are often cited as evidence to extend joint-employer
status to franchisors. This threatens to strip franchisees of

Rep. Henry Cuellar (D-TX)

First Elected: 2005

Committees: Appropriations, Steering
and Policy

“As a former small business owner, I
understand that operating a small business
is a fundamental pillar of the American
dream, and the franchise business model

is a great way for aspiring entrepreneurs to achieve this goal.
We must ensure that our franchise owners receive fair treatment
instead of confusing and arbitrary regulations that hinder them.
The Trademark Licensing Protection Act will provide our nation’s
small and franchise businesses the certainty necessary to grow
and invest in the future of their employees.”

their decision-making authority and result in the loss of con-
trol over their business.

COMMON GROUND

Former Chairman of the House Small Business Committee
and current Ranking Member, Rep. Steve Chabot (R-OH)
co-sponsored H.R. 6695 the Trademark Licensing Protection Act
with Rep. Henry Cuellar (D-TX) in the 115th Congress. The
legislation would clarify the Lanham Act of 1946 to ensure that
the implementation of brand standards cannot result in the
extension of joint-employer status to franchisors. Ultimately,
the bill stalled in the House and AAHOA eagerly supports the
reintroduction of the act in this Congress. |

Rep. Steve Chabot (R-OH)
First Elected: 1994
Committees: Small Business, Judiciary,
Foreign Affairs
“In an effort to strengthen the protections
of small businesses, especially franchisees,
we must ensure that the millions of

- Americans they employ have the provisions
and protections they need available to them without risking
being considered a joint employer. It’s imperative that Congress
restores a common-sense definition of an employer and provides
certainty to America’s job creators.”
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CrediVia is an online loan marketplace that connects
borrowers to interested hospitality lenders through saven vands

a streamlined application process. W
833.777.2733 - Learn more at CrediVia.com/AAHOA

Upgrade your bathroom
without a costly remodel!

Hookless Shower Curtains
Our signature sheer window adds light into the shower making your
bathroom feel bigger and brighter. Flex-On® rings install in just 45
seconds - saving you time and money!

Crescent Suite Curved Shower Rods
Give your guest more room in the shower without a remodel.
Crescent Suite™ curved rods add 9” of additional shower space -
that's 25% more room.

The Collections by Focus
New bath accessories will give your bathroom counter a fresh,
contemporary look without replacing costly countertops.
Available in a variety of materials and styles.

FOCUS Hoseimary AMIOA s
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FEATURE

HISTORY
MA

AAHOA’s next leader highlights the
importance of ambition, compassion,
and contribution to propel the
associlation into the future

by HEATHER CARNES

ER CAREER IN HOSPITALITY BEGAN SIMILARLY TO LEADERS WHO

came before her. Driven and hungry for success, she found the path

to achieve the American dream through her passion for hospitality.

And today, with the same ambition and drive, she’s making history.

As a hotelier and president of Wealth Protection Strategies, a finan-

cial services firm based outside Philadelphia, Jagruti Panwala grew

up with the perception that, regardless of gender or social status,

the only limits to success in America are those that one places on him or herself.

With that in mind, and with a career spanning more than 25 years, Panwala

is now taking on one of the most significant challenges and opportunities of her
career as the first chairwoman of AAHOA.

HUMBLE BEGINNINGS
Bornin India, Panwala came to America when she was 15. Her parents, progressive
for the time, ingrained in her that whether male or female, if you work hard and
are persistent, you can be successful. And these valuable lessons have carried and
served her throughout her life and career.

Growing up and working in her father’s grocery store, Panwala was exposed to
hard work and business from a very young age. Far from the social notion that she
grew up with in India, Panwala knew she was destined to experience life differently.

20 | MAY 2019 | TODAYSHOTELIER.COM



http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=22&exitLink=http%3A%2F%2FTODAYSHOTELIER.COM

@ 6-MINUTE READING TIME

i
I3
[e)}
o
o~
>
<t
=
=
@)
Y
[a'd
w
=
[NN]
T
@)
T
4
<
a
o)
T

FEETTss s ransansstsrirs



http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=23&exitLink=http%3A%2F%2FTODAYSHOTELIER.COM

History in the making

l Insights for the Next Generation

Panwala says the biggest opportunity for the next
generation of hoteliers is knowing what do with all the assets
that have been created by the first and second generation.

Because they’re not working the front desk anymore,
proper structure of the company will also become very
important for the third generation. “Portfolio management
will also be key. This generation sees the value of what their
family has accomplished,” Panwala said.

This year, AAHOA is committed to workshops and tools
that will help the next generation of hoteliers to grow their
portfolio on a large scale.

Jagruti with her family
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Shown here, Jagruti with her uncle, Dhansukh Dadarwala, who
helped her get started in the hotel industry.

A STUMBLE INTO HOSPITALITY
Panwala’s entry into the hotel industry was almost by accident.
As arecent college graduate selling financial planning services
door to door, she entered a small hotel one weekend in 1997
and discovered it was operating at a loss. She knew she could
turn it around with her father and uncle’s buy-in and help.
So at the age of 22, with ambition and borrowed money, she
and her husband purchased their first hotel. Working hard to
make their dream a reality, they lived on the property and did
whatever it took — housekeeping, front desk, maintenance —
to make it successful. “These experiences taught me that no
one is above doing the work necessary to make a business
successful,” Panwala said.

AAHOA ENTERS THE PICTURE

Another lesson Panwala’s parents instilled in her was the
importance of community. “As much as being successful in
business was a priority, they taught me the importance of
giving back,” she said.

Once she got involved in AAHOA, a lot of things changed.
In her first leadership position, she was tasked with getting
more women involved. “I went to events, and maybe out of
100 attendees, there were only two or three women,” she
said. “And this really surprised me; I was actually shocked.”

She says at the time, AAHOA encouraged open participa-
tion regardless of gender, but nobody was really able to break
through to see the possibility. “I think members were ready;
they were wondering why women weren’t in these positions
even though they were qualified,” she said.

Knowing she was ready for the challenge, she ran for AAHOA
Secretary in 2015, and won. “It’s wasn’t just about me; as an
organization, the vision was there,” she said. “We needed
equal participation.”

CARRYING OUT AAHOA'S VISION

FOR THE FUTURE

During her tenure as Chairwoman, Panwala will be strate-
gically focused on AAHOA initiatives, including grassroots
efforts at the local level, open conversations with OTAs, build-
ing and strengthening the AAHOA PAC, and evolving educa-
tional programming for hoteliers who have reached the next
level of their business.

She says that as the bloodline of the association, the AAHOA
political action committee (PAC) grassroots effort is powerful.
By raising money from members, instead of large corporate
organizations, the PAC’s foundation is built on hotel owners
from small cities across the country. “When we share our
story and how far it’s come, it resonates with every single
representative,” Panwala said.

There is significant room for growth of the AAHOA PAC, as
only 15 percent of AAHOA Members currently donate. “If you
think about each property donating $100, there’s no reason
why it couldn’t be a $10-million PAC,” she said.

Jagrutiis committed to growing AAHOA, primarily through
advocacy and increased diversity. She credits previous
President and CEO Chip Rogers with emphasizing the impor-
tance of political engagement. “He’s had such a huge, positive
impact on the association and our exposure in the industry,”
she said. “And in his words, ‘If anyone thinks that government
will get smaller, they’re 100 percent wrong,”” she adds. “It’s so
important for members to recognize the value, stay engaged,
and share their story with government leaders.”

by
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Jagruti with her children, Ameena and a then-newborn Ameer.
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History in the making

Jagruti, (standing,
far right) with her
cousins in Surat,
India.

OPEN COMMUNICATION AS A KEY TO SUCCESS
Panwala’s dedication to the industry she loves doesn’t go
unnoticed, and as a businesswoman, mother, and wife, it
comes with sacrifice, but it has made her family ties stronger
than ever. Spending 150-200 days away from home, she credits
open communication as the secret to both professional and
personal success.

“I've created a support system on the hotel side, the busi-
ness side, and at home,” she said. While it’s been far from easy
with a family and small children - and a puppy that she says
has become a third child - life can get hectic, but she’s found
joy and purpose in her journey.

“Ialways share AAHOA success stories with my daughter,”
she said. “When she saw a video of me testifyingin front of the
United States Congress, it was the first time she realized the
significance of what I was doing, and that helped me feel less
guilt.” And with a son with special needs, Panwala considered
the impact on him as well. Over time, she recognized that in
being away, she was actually able to build confidence in her
son to be more independent. “He’s doing more on his own
now,” she said. “I think it has impacted him in a positive way.”

Growing up
in India.

Jagruti's parents

IT TAKES A VILLAGE
Of course, she hasn’t done it all alone. “My biggest support-
ers are my husband and my father,” she said. “I couldn’t do
anything without them.”

And while Panwala can list hundreds of other individuals
who have helped her along her journey, there are a few who
stand out. “Bruce Patel has guided me for years, and I admire
what he’s done for the organization and for me personally,”
she said. She also credits women leaders, such as Nancy Patel.
“It’s so important to have support from other women,” she
said. “To have her stand next to me, side by side throughout
my journey, has been very powerful.”

But Panwala doesn’t want to be remembered as just “the
first chairwoman.” Although she takes a lot of pride in the
role, she doesn'’t feel she was elected because she’s a woman
but rather for a purpose: to show others, especially the second
and third generations, that anything in life is possible with
hard work and good intentions, and by serving others. |
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AND OLD

@ 8-MINUTE READING TIME

Marketing your hotel
to different generations
of travelers

by NICK FORTUNA

There are only so many marketing dollars
in any hotel's budget, and it's important to
make them count. Here are insights from
four hospitality executives into how to reach
travelers across a wide range of ages. P>
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Connecting with young and old

BROADLY SPEAKING, WHAT ARE THE MAJOR
DIFFERENCES IN MARKETING STRATEGY FOR
THE DIFFERENT GENERATIONS OF CUSTOMERS?
© Brent Bouldin, Vice President of Marketing, Choice Hotels:
Millennials are far more digitally savvy than older people, and
they’re far less likely to be watching television with the same
frequency. So, I think it starts with channel selection in terms
of how you reach the different age groups. There are different
things that you care about at different phases in your life,
and obviously, the younger generation cares a lot more about
spending their disposable income on experiences and less on
things, so you can play that up in your marketing - about the
way your hotel allows people to do more of what they care
about. With the older generation, you have people who care
about getting close to their friends and family and traveling as
a means to maintain those relationships with adult children
and grandchildren. So, positioning the property as a means
to allow people to connect with the people they care most
about is obviously something that’s more meaningful to older
people than to those who are younger.

© Dennis Gemberling, Founder and President, The Perry
Group International: For the younger generation, it’s all
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technology-based these days. A good example is Facebook
ads, which have really taken off the past couple of years
because millennials are really tuned into social media. Of
course, you want to market to them in terms of experiences
and not necessarily group tours and that kind of thing like
the older generation is used to. Instagram also is one of the
dominant players with the younger generation. A picture tells
a thousand words, and that’s what experiences are all about.
Instagram is an ideal platform for the hospitality industry,
particularly the hotels and resorts, because you can pretty
much tell your story with your photos. Direct mail, which
can include email marketing, is a good vehicle to reach the
over-55 crowd, and they also respond well to packages, such
as guided tours.

WHAT IS THE BEST STRATEGY FOR
MARKETING TO MILLENNIALS?
WHAT ARE THEY LOOKING FOR?

Director of Brand, Public Relations and
Social Media, Hotwire.com: What we’re noting about the mil-
lennial traveler is that they're still searching for unique expe-
riences, which they often value more than physical products,
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Connecting with young and old

but they’re also overwhelmed with the number of options for
destinations and travel providers. Therefore, they’re looking
for easy, streamlined booking experiences and expect clear
communication around what a brand offers. For example, the
Hotwire brand campaign “4-Star Hotels at 2-Star Prices” has
been successful for us because it’s simple and an easy way to
understand our unique value proposition.

We've also noted that millennial travelers are often more
adventurous and willing to try out something unknown. In
particular, we're seeing a rising trend of quick, spontane-
ous trips that last two to three days, which falls right in
our sweet spot since Hotwire helps partners fill last-minute
inventory that would otherwise go unsold. Millennials care
that a brand’s messaging feels authentic, so we’re making a
dedicated effort to talk to our younger consumers about this
type of last-minute trip.

© Larry Trabulsi, Executive Vice President, CHMWarnick:
We continue to see a shift away from traditional marketing
and more to online, digital, and mobile media. Examples
include YouTube videos that can be accessed at any time
(including in a formal sales presentation) and are easy to
forward. We also continue to see a focus on moments and
experiences, whether it is a food presentation, something in
a public space like a lobby or in the guestroom. The ideal is
that “Instagrammable moment.”

WHAT ABOUT MIDDLE-AGED TRAVELERS,
INCLUDING FAMILIES WITH CHILDREN?
These travelers are often more value conscious.

They know what they want, and they’re willing to do a lit-
tle work to find a good deal on what they’re looking for. At
Hotwire, we define value as saving our customers money
on travel via our opaque Hot Rate deals, but — almost more
important - we know that value really exists in the upgrades,
more frequent trips, or other experiences they’re now able to
afford. Our middle-aged consumers also enjoy discussing their
knowledge of vacation options with others, so it’s important
to help them stay in the know and give them that inside travel
scoop on the best deals.

© Trabulsi: Many properties focus on intergenerational
travel (parents/kids/grandparents). Keys to executing well
include programming assistance (tours, activities, etc.), guest-
room setup (clustered rooms, shared rooms, family suites) and
pre-arrival communication. Generally speaking, if the kids
are happy, the parents and grandparents are happy as well.

HOW IS MARKETING TO SENIOR
TRAVELERS DIFFERENT?

Seniors are an often-overlooked consumer segment
of the travel space, and, contrary to what one might expect,
senior travelers still enjoy exploring new places and trying
new things. They also appreciate a good deal, particularly on

more luxury-oriented travel, and offering multiple lines of
business across the travel lifecycle is a great way to provide
that. So, for example, if they book a hotel, Hotwire can help
them find a discounted car rental nearby, or if they book a
flight, we can help them find a hotel, etc.

© Bouldin: We still have great results reaching the older
demographic that’s still watching primetime TV and news
television, and when we go out with video campaigns on
YouTube, that tends to skew younger. So, if the audience or
the messaging that we're trying to get around is connecting
friends and family, a grandkid with a grandparent, I don’t
think we’d run that on YouTube, for example. That’s just not
where that audience is.

People are also living longer, and the definition of “older”
continues to change and evolve over time. You always hear
that “50is the new 40” and things like that, so what you see is
older people still getting out and living an active lifestyle, and
going and doing. I think the things that a 75-year-old person
might have cared about 30 or 40 years ago aren’t necessarily
the same things anymore.

WHICH GENERATION SEEMS TO BE THE MOST
CONSCIOUS OF COST AND RESPONDS BEST TO
THAT MARKETING MESSAGE?

© Bouldin: I don’t know that there’s one that is more
cost-conscious, I think there are different reasons for
cost-consciousness. The older the demographic, the more
there tends to be that work ethic and value-of-a-dollar
mentality that goes all the way back to the World War II
generation. The people who lived through the Depression -
and a lot of the older generation today are the children of
those people —have been raised in that mindset. Millennials
and younger generations often have less disposable income
because of where they are in their life stage, so they’re
cost-conscious for a different reason. The definition of
value means different things to those two groups, so it
comes back to what each cares about. At the end of the day,
clean, comfortable rooms in a desirable location are the
necessities that matter to everybody, and the things that
you layer on top of that — the types of food and amenities
that you offer - can vary by the group to which you're try-
ing to market.

WHICH GENERATION IS MOST LIKELY TO
RESPOND TO ADS THAT TOUT A HOTEL'S
AMENITIES AND LUXURIOUS SETTING?

© Gemberling: Predominantly, it’s the generation older than
55, the senior crowd, because it’s all driven by income, and
those folks have the most disposable income. They’re also
looking for more service-based amenities and things that are
going to be maybe less active and more proactive in terms of
their needs. Spas are an example of that. |
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Connecting with young and old

ONE BIG TAKEAWAY: Travel is very impor-
tant to younger Americans, most of whom
would prefer to spend their disposable

income on new and exciting experiences

by Z-he Numbe/’S instead of material possessions. And not

surprisingly, social media has a strong influ-
ence on their travel decisions. Consider
these study findings:

© 65 percent of millennials say they
are currently saving money for travel,
vs. 57 percent of American adults
atlarge.

© 71 percent of Gen Z respondents
would be willing to get a part-time job
to pay for a trip.

© 49 percent of both younger
generations would be willing to sell
some of their clothes or furniture to
pay for a trip.

©45 percentin Gen Zwould be
willing to stay off the internet for a
week to go on a trip.

© Approximately two-thirds in Gen z
are undecided on a destination when
they decide to take a trip, illustrating
an opportunity to influence through
relevant content and advertising.
More than 70 percent are open to
help and inspiration when planning
a trip, including social media and
digital advertising.

- © 27 percent of millennials have
posted a potential trip on social
media to canvass opinions before
booking, and 36 percentin Gen Z
have chosen a destination specifically
because they saw postings about the
destination on social media.

© 42 percent of millennials have
traveled alone for leisure in the
past year.

© A majority of Gen Z and millennial
respondents preferred a long
weekend of three to five days as the
preferred vacation duration.

© Gen Z is the generation

most likely to book trips fewer

than 30 days out, often within just a

week or two of travel.

To better understand younger Americans’ attitudes about travel, Expedia and
the Center for Generational Kinetics surveyed 1,254 respondents and pub-
lished their findings in a January 2018 report. The survey defined Generation Z
as those born in 1996 or later, making them 23 and younger, and millennials as
those born between 1977 and 1995, making them 24-42.

ALOHAFLAMINGGO/SHUTTERSTOCK.COM
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@ 6-MINUTE READING TIME

Talkin’ bout my generation.
And yours. And perhaps
your grandparents’. Your

workers are diverse. Their

strengths are many and
varied. So, too, are the best
ways to manage them.

1 by AMY DREW THOMPSON

OSPITALITY IS A DIVERSE INDUSTRY, IN PAR-

ticular when it comes to age. With seniors

working longer into their golden years than

ever and the first wave of Generation Z already

hitting the workforce, leadership teams are

finding that it takes an entire toolbox to suc-
cessfully manage an army made up of -in some cases - five
different generations.
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Generation Sects

MEET YOUR (EXPERIENCE) MAKERS

The Traditionalists, folks born before 1946, are in many cases
still working, and the food and lodging industries have been
embracing them.

Baby Boomers (born 1946-1964) are still at it, too. Some
for necessities - a salary, better health benefits — but even
many who can retire choose to keep working; they enjoy it.
As the generation that ushered in not just rock ‘n’ roll, but a
preponderance of women in the workplace, it’s not surprising
that many of these employees are women.

The last three, Generation X (born 1965-1976), Gen Y, more
often called Millennials, (born 1977-1995), and Gen Z (born
in 1996 and later), are far more tech-familiar, with the latter
two leading the pack.

“The most important thing to remember,” says Dorea Mays,
associate director of human resources for Rosen Hotels &
Resorts, “is that all people are diverse in many aspects, inclu-
sive of age, and you cannot put individuals into a box. A good
understanding of the five generations in today’s workforce is
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great insight to have as a leader in order to effectively com-
municate with and manage diverse teams.”

WHAT TO EXPECT

Carolyn Argo is the director of talent acquisition for Loews Hotels
at Universal Orlando Resort. She notes that there are decidedly
different tacks for success in managing staff members of dif-
ferent ages, in particular when it comes to their values, com-
munication styles, what motivates them and how they approach
tasks. Each, she notes, has its strengths and weaknesses.

Younger workers, she says, are often thought of as lazy;
Argo — a Baby Boomer herself - balks at this idea, noting that
they are simply more efficient in some cases.

“For example, I know I can lay out specific goals and a
strategy and then let them run with figuring out the specific
tactics for how to accomplish it, and they will come up with
ideas I would not have thought of myself...I know I bring a
wealth of wisdom and experience to the team, but I also know
I will never be as tech savvy as the younger generations, so I
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Generation Sects

““The most important thing to
remember...1s that all people
are diverse In many aspects,
Inclusive of age, and you cannot
put individuals into a box.”’

welcome their skills because it only makes my team stronger
and more productive.”

Older workers, she says, are more willing to work longer
hours and sacrifice personal time to grow their careers and
provide for themselves and their families; they have other
strengths that younger staffers more often do not.

“Younger workers have different priorities and values; they
want work/life balance and time to travel and enjoy their lives
outside of work. This is not necessarily wrong, but it differs
from older workers...”

A desire for instant gratification — perhaps borne of social
media - also is prevalent among younger generations.

Though Mays is adamant about avoiding the stereotypes
that can hamstring workers of different stripes, she has noted
an uptick.

“We have vast amounts of recorded information and his-
tory on the various demographics, paired with the evolution
of society and technology,” she observes. “We have seen the
desire for day-to-day feedback and reaffirmation heightened
in today’s workplace vs. in the past, when most employees
were hesitant to demand that feedback.”

Argo would likely agree, noting that younger workers expect
immediate incentives.

“[They] don’t feel they should have to invest time with their
employer before being rewarded,” she said.

As such, Argo considers these factors when planning things
such as team outings, holiday celebrations, and rewards.

“For example, it’s important to Millennials and Gen Z to
give back to their communities, so I have made an effort to
coordinate community service opportunities, which were
very well received by my younger team members. As aresult,
they feel more engaged and personally aligned with the com-
pany’s values.”

It could help with retention; members of these demograph-
ics don’t exhibit the loyalty of their mature colleagues. Less
fearful of failure, Argo says, “they are more likely to leave if
they are dissatisfied with aspects of their current job. Finding
ways to keep them motivated is an ongoing priority.”

Conversely, boomers and older generations, she says, are
loyal - and take the most pride in a job well done.

“They have a strong work ethic and seek stability, struc-
ture, and job security,” she notes, though there is a flip side.
“They can be less receptive to change, less flexible, and may
be fearful of technology.”

CROSS (GENERATIONAL) TRAINING
And speaking of, it’s their comfort with precisely that which
makes Millennials and Generation Z so darn efficient!

As aresult, Argo says, they are more confident and adaptable.

“However, their confidence can lead to a premature sense
of entitlement, which can be challenging to manage in a
multi-generational setting.”

Indeed, technology and communication can be roadblocks
to effective collaboration between the generations; a quick,
informal poll of various employees with regard to their feel-
ings about texting would be enough to prove that point!
As such, training employees in the areas of personal com-
munication - and the use of technology to do so — can be an
effective way to get people thinking about the best ways to
work together, and bring them all to the same starting point.
As generations learn differently, as well, programs should be
designed for inclusion. From classroom settings that appeal
to Traditionalists to experience-based learning tools that
light fires in Millennial minds, these sessions can double as
team-building exercises.

In fact, Mays includes specific training on diversity, genera-
tions, effective communication, and listening on her roster of
best practices for management teams.

She notes that broad misunderstandings cut a swath across
the demographics, though for older workers, most are driven
by stereotypes and a lack of recognition of what each person
brings to the table.

“I would say we're in a transition period where companies
are realizing the value of experienced associates and seeking
out their knowledge to ensure it is transferred to the younger
generations.”

Older workers, Argo says, are generally more mature,
patient, and respectful than their younger counterparts,
which can cause clashes in a multi-generational environ-
ment. Stepping to this challenge, she often chooses to pair
them together strategically.

“It’s an opportunity to bridge gaps between different gen-
erations so they can learn from each other,” she explains. “It
helps create mutual understanding and appreciation, which
ultimately builds a stronger, more effective team.”

Both Argo and Mays note that a diverse team is vastly
superior to the opposite. Despite the pros and cons, the
value of employing across all the age demographics cannot
be underestimated.

Ultimately, Argo says, it’s up to leaders to take the time
to understand their differences and promote the unique
strengths that each worker brings to the team.

The focus, Mays says, should always be on ability and
performance.

And unless your property’s guests are of a single generation,
the value of diversity is a well savvy managers will learn to tap.

“The difference in ideas that comes from this diversity
produces a blueprint that impacts our guests,” Mays says.
“And they are also from all age groups.” |
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FINANCE

@ 6-MINUTE READING TIME

How have new generations influenced
hotel owners & their financing strategies?

by RUSHI SHAH

i
H

may have owned only one indepen-

OTEL OWNERSHIP
has evolved over the
years. Thanks to the
growth of brands and
franchising opportu-
nities, an owner that

dent hotel in the past can now tap into
resources that make it possible to have
an entire portfolio of Marriott and Hilton
properties. The same can be said for
accessing hotel financing. In the 1990s, a
typical hotel wouldn’t qualify for a CMBS
loan, and balance sheet loan options
didn’t exist for hospitality assets. Today,
capital opportunities have expanded and
hotel owners can leverage a plethora of
financing mechanisms.

While both of the above elements have
contributed to this progression, there is

another underlying reason for the evolu-
tion. An industry originally comprised of
first-generation immigrants has grown
to include their Gen X and millennial
children, nieces, and nephews. This
influx of new blood and ideas has cre-
ated a sea of change in hotel owners that
has affected their appetite to use more
sophisticated financial tools, how they
operate their business, and who they
trust to guide them in key decision mak-
ing. Let’s take a closer look.

BROADER CIRCLE

OF INFLUENCE

The impact of the new generation is
obvious as they take on a bigger role in
running or growing their families’ busi-
nesses. But even in situations where the
children are not actively involved, they

still have influence. Members of this

new generation are typically well edu-
cated and bring finance, business, and
law degrees from top institutions to the
table. They have grown up with technol-
ogy and know how to use it to access
information and compare resources. As
a result, they are able to bring a fresh,
global, and often more objective per-
spective to the decision-making process,
even indirectly.

DEEPER UNDERSTANDING

OF THE RISK OF RECOURSE

Historically, hotel assets were financed
using an SBA or some form of govern-
ment guaranteed or community bank
financing with full personal guaran-
ties, or recourse. Hotel owners chose
these types of loans because they were
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comfortable and familiar. Owners were

also operating under the misconcep-
tion that they would lose their prop-
erty if they went with a non-recourse
loan. Today, non-recourse financing has
become more mainstream, and hotel
owners are more likely to understand
that non-recourse loans will actually
help insulate against losing a property
by providing leverage to negotiate more
effectively with lenders and servicers
during adverse market cycles.

This enlightenment is partly due to
many owners feeling the realities of
suffering through a down cycle with
full recourse on their loans. It also is
because the new generation is helping
instill confidence in how non-recourse
financing works, and the benefits of
using “other people’s money.” For exam-
ple, we had a client who hesitated to
put on a non-recourse loan on his large
hotel property. After consulting with his
younger family members, they convinced
him to choose a non-recourse loan. This
was indeed a wise decision. When his
loan was close to maturity, he found out
the brand wasn’t going to renew. Because
his loan was non-recourse, he had better
leverage and was able to negotiate with
the servicer at the time of maturity for
a principal reduction.

A hotel owner in the past may have
also compared the term of a full recourse
bank or government-backed loan with a
non-recourse Wall Street execution and,
if the rates were significantly different,
automatically gravitated to the bank or
government-backed loan. Fast forward
to today and we see a knowledge shift.
Now, armed with a broader perspective
that draws from experience and the new
generation, owners are better able to
accurately price the risk of recourse.
They understand that there should
be at least a 2-percent premium on
non-recourse capital compared to loans
with personal guaranties attached. In
other words, with all else being equal,
if a 10-year CMBS loan is available at
5 percent, hotel owners should not even
consider a bank loan above 3 percent.

Plus, when there is no burden of
personal guaranties, a lender can’t
touch the hotel owner’s savings, retire-
ment, house, car, or other personal
assets. This makes it easier for own-
ers to build healthy cash coffers for
their retirement and families and is
a smart strategy for planning for the
future. For example, we had a client
who had amassed a significant amount
of assets and was looking to transition
the business to his offspring and retire.
While he was willing to hand over the
reins to the next generation of capable
people in his family, he didn’t want to
carry the credit risk. By refinancing
to a long-term non-recourse loan, he
was able to continue to own the hotel
assets and trust his next of kin to han-
dle the operations, without the burden
of the personal risk. As an added ben-
efit, he was able to take some cash off
the table to diversify away from hotel
ownership and monetize the equity
he had built up over the years without
tax consequences.

INCREASED OPERATIONAL
SOPHISTICATION

Generational change also is evident
in how hotels are run day to day. The
newer generation has recognized the
benefits of more sophisticated opera-
tional infrastructure and the need for
better internal controls and account-
ing to grow and scale. Using a sepa-
rate management company to run
the hotel is one example of a growing
trend. As a byproduct of elevating their
asset operations, hotel owners have
opened the door to more sophisticated
financing options such as institutional
non-recourse financing through CMBS
conduit, balance sheet and life company
lenders, as well as hedge funds, pri-
vate equity shops, mezzanine lenders,
and REITS.

INCREASED CRITICAL MASS

Working together, both generations
have made taking advantage of the buy-
ing power, resources, and information

provided by industry organizations
such as AAHOA, local lodging asso-
ciations, brand gatherings, and other
hospitality events a common prac-
tice. Together, they have created a
critical mass with considerable influ-
ence within the industry and over
government legislation, politics, and
the economy.

STRATEGIC USE OF

OUTSIDE EXPERTISE

Trust must be earned in any industry.
People work with people they know
and who they’ve worked with in the
past. While relationships are still king,
no matter the generation, we are see-
ing an increasing willingness in hotel
owners to partner with qualified profes-
sionals who can bring the critical expe-
rience and expertise they may lack to
the table. This is often driven by having
next-generation advisors who can help
vet the quality, serve as sounding boards
and provide a more big-picture, less-
emotional perspective. The willingness
to effectively leverage qualified outside
resources can significantly improve suc-
cess and create a competitive edge for
hotel owners. We see this proven every
day when it comes to hotel financing.
Knowledge translates into more options
and better results. |

Rushi Shah is principal

and CEO of the commercial
mortgage and real estate
investment banking firm
and AAHOA Club Blue
Member Mag Mile Capital.
As a leader in hospitality financing, Shah
specializes in structuring and placing
high-leverage, non-recourse bridge and
permanent debt with cash out for full -
and limited-service hotels nationwide.
Since joining the firm’s predecessor, Aries
Capital, in 2015, Shah has structured and
closed hundreds of millions in financing for
all property types. Shah has held previous
positions at Northern Trust and has an
MBA from the University of Chicago’s Booth
School of Business.
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SMALL BUSINESS

@ 3-MINUTE READING TIME

Encouraging youth employment

HE SCHOOL YEAR IS

coming to a close,

which means millions

of American teenagers

will be dropping their

pencils and notebooks
in favor of picking up a summer job.

Summer jobs during the teenage years
are just about as American as apple pie
or an afternoon spent at the baseball
park. In fact, in 2017, 35 percent of peo-
ple between the ages of 16 and 19 years
old participated in the seasonal sum-
mer-employment ritual.

Encouraging the youth of America to
buckle down and hold down seasonal
employment during the summer months
not only ensures a brighter future for
the teenagers themselves, but it’s the
first step in ensuring that the future U.S.
workforce is equipped with the basic
skills necessary to successfully keep a
job and eventually embark on a career.

by ALFREDO ORTIZ

We’re not talking about learning how
to solve calculus problems or how to
pen an essay on the political ideology
of philosophers from the previous cen-
tury. We're talking about more basic
skills that can be applied to almost any
employment opportunity. These include
punctuality, dependability, acclimating
to the eight-hour workday, and even sim-
ply learning the value of hard work.

These may seem like obvious skills
to acquire, but people need to learn
them somewhere. Some of the most
successful people learned these skills
and began their careers during either a
summer job or similar seasonal part-time
employment.

Take, for example, Warren Buffett,
one of the wealthiest people in the
world. He started on his career path by
delivering newspapers at the age of 13.
Jennifer Aniston, a Hollywood megastar,
got her start cleaning houses. And 44th

“It’s clear that the
road to success
always begins
with a first job,
whether you end
up as a manager at
a local restaurant
or the leader of the
free world.”

President of the United States Barack
Obama began his working life scooping
ice cream at Baskin-Robbins during his
teenage years.

It’s clear that the road to success
always begins with a first job, whether
you end up as a manager at a local res-
taurant or the leader of the free world.
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SMALL BUSINESS

However, a recent trend around sum-
mer employment is cause for concern.
Since the year 2000, the number of teen-
agers holding down a summer job has
dropped by nearly 17 percentage points.
Although no concrete evidence exists,

it’s likely that the drop in early-age jobs
during the past two decades is contribut-
ing to the shortage of skilled workers in
the labor force.

In fact, according to recent data from
the Department of Labor, there are nearly
seven million unfilled jobs in the coun-
try, many of which are vacant because
employers are having a difficult time
finding employees who are equipped
with the necessary skills to complete the
job. While it may seem trivial to connect
this major problem to fewer teenagers
becominglifeguards or staffing conces-
sion stands during the summer months,
attaining that work ethic at a young age
can have a major impact on what people
pursue in the future.

But what could be causing this teenage
job dilemma? One likely factor is a rising
minimum wage.

States and municipalities across the
country have been raising the mini-
mum wage to as high as $15 an hour.
In fact, in January of this year, 20 states
and 23 localities imposed a higher
minimum wage.

This policy may be paraded as a
pro-worker policy that will push wage
levels up, but in reality, it’s a change
that harms the very people it’s trying to
help — notably young workers. Because
when minimum-wage levels are raised,
employers are forced to cut entry-level

jobs, and the ones that remain will be
reserved for older workers with more
experience.

T R U M P As we enter the summer months, it’s

important to remember the value of a

HOTELS™ .
teenage summer job and the broader
TRUMPHOTELS.COM benefits that will result from the expe-
rience later down the road. It’s critical
policymakers promote these opportuni-
For development opportunities please email development@trumphotels.com. : ties, not stifle them. u

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

AAHOA CONVENTION LOCATIONS

1993 e, Atlanta, GA
1994 e, Nashville, TN
1995 .o Dallas, TX
1996 ..o, Orlando, FL
1997 .o San Jose, CA
1999 .., Atlanta, GA
2000 .o, Las Vegas, NV
B .......... Atlantic City, NJ
IR Nashville, TN
2008 ooonsoaosaana R Long Beach, CA
2004 ... Grapevine, TX
2005 ..o Fort Lauderdale, FL
2000 ..o, Las Vegas, NV

et Charlotte, NC

......................... San Antonio, TX
........................ Washington D.C.

.................................. Chicago, IL
............................ Las Vegas, NV
................................. Atlanta, GA
................................ Houston, TX
.......................... Philadelphia, PA
.......................... Long Beach, CA
............................... Nashville, TN

................... San Antonio, TX

......................... Washington D.C.
............................ San Diego, CA
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@ 5-MINUTE READING TIME

TECHNOLOGY

How

modem

technolog
allows a
hotel to
identify
with its
location

by MARK D. KUHN IV

ITH LOCA-

tions dispersed

across the globe,

Marriott, Hilton,

Wyndham, and

Best Western are

among the biggest hotel chains in the

world. But aside from competing with

each other, there is another less-talked

about consideration involved in design-

ing individual hospitality experiences:

connecting a specific hotel with its geo-
graphic location.

Hotels increasingly are using the
modern technology of today to create
unique environments that align directly
with a specific hotel’s city, town, and
state. They are using lobbies, commu-
nal areas, bars and restaurants, and
turning these spaces into memorable

experiences that not only distinguish
their hotel from others, but their own
hotels from each other.

TELLING STORIES
WITH SIGNAGE
It's no secret that hotels are increasingly
investing in different kinds of digital
displays to perform necessary tasks, like
wayfinding, event notification, and mar-
keting. What is new, though, is using this
technology not just as a means to display
information, but as a design element that
allows hotels to more deeply identify
with their location. Displays are being
used to evoke a mood, tell a story, and,
in many cases, immerse guests in their
unique city and state.

Hotels use signage content to dis-
play location-specific imagery. For

METAMORWORKS/SHUTTERSTOCK.COM

example, a hotel in Santa Monica, CA,
may invest in a video wall display that
shows vivid content of waves break-
ing in the lobby - a visual unique to
their region.

And, in addition to the content shown,
there are various types of signage that
hotels are investing in to recall their
past and create a unique experience in
the present. For example, Moxy Hotels’
newest downtown Chattanooga loca-
tion invested in a modern take on an
old-school Split Flap train station-style
display by Oat Foundry to pay homage
to Chattanooga’s railroad-rich past.

The display, unique to Moxy
Chattanooga, creates an element of
anticipation as the flaps turn - like those
felt by 20th-century train travelers - cap-
tivating the new generation of guests and
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making for the perfect ‘Instagrammable’
moment in the present.

What hotels display - and how
they choose to display it - is becom-
ing a unique differentiator among
different places.

ENGAGING IN REAL TIME
WITH PEOPLE AND PLACES

In today’s digital climate, linking two
people in separate locations is simply a
matter of connecting to Wi-Fi. Hotels are
increasingly leveraging this interactivity
to showcase people and places within
their venues to create an experience
that could only be had at that particu-
lar location.

There is nothing more specific
to a location than its people. That’s
why hotels are beginning to show-
case real-time social media updates
through various types of projections
and displays. Digital guest boards have
the ability to pull directly from social
media feeds like Twitter, Facebook, and
Instagram, in real time, and broadcast
them in their lobbies, expanding the pos-
sibilities of engagement.

Hotels can follow a location tag,
hashtag, or location-specific event. For
example, a Chicago hotel can follow

[(E I3 XN
TEIEEE)

and display real-time updates from the
Lollapooloza music festival to create
excitement for the city’s big event. They
can pull real-time weather data in their
city and display it, and display interac-
tive city maps with social media posts
from those places.

Similarly, Moxy’s recreation areas
include a live update board, where guests
and non-guests can share their experi-
ence, through imagery, with everyone
stayingin the hotel. This gives visitors a

“Displays are

being used to
evoke a mood,
tell a story, and,
1IN many cases,
Immerse guests
In their unique
city and state.”

firsthand glimpse into the life of a local,
creating an experience that can only be
had at that location, at that moment.
The opportunities are endless for
hotels to use this real-time interactiv-
ity as a design element that roots the
hotel deeply in its geographic location.

EXPANDING OUTDOORS WITH
WIRELESS POS SYSTEMS

Designing a hotel indoors is one thing.
But many hotels are looking to bring
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the same indoor hospitality experience
outdoors, whether that’s within the city
they’re based in or on the beach outside
of their resort.

One such technology that’s allowing

unique spaces that further distinguish
their location and engage guests with
new experiences.

Imagine a hotel in Hawaii with a
tiki bar quite literally on the beach.

them to do this is wireless point-of-sale This outdoor bar area has limited

technology such as Square software. functionality because of power and

data constraints. But with a wireless

This tech is increasingly being used in

uilt on Trust.
Navigated ihroughrEXperie
Payved by Relationships

Il
MAG MILE

— C API|TAINES

‘ o Skillfully-Structured Hotel Refinance & Acquisition Loans
* Non-Recourse Bridge, Permanent Debt with Cash Out &
Equity for Qualified Sponsors.
e First-In-Line Attention from Top Capital Sources

312-642-0100
www.magmilecapital.com

Turning Relationships into Closings since 1991.

.An IA\: ! QA‘L

CLUE BAUE MEMEER

Meet us at booth 2754 or the Club Blue Lounge

point-of-sale system, it becomes easier
for the staff to tend to guests as they
roam about the hotel’s outdoor bar area.
Hospitality venues can leave the wires
inside, focus on the aesthetics of their
outdoor space, and take the hospitality
experience outdoors to truly create a
local experience without interruption.

Additionally, hotels can integrate
multi-purpose check-in systems with
this same technology to allow for
check-in anywhere. This helps hotels
get creative: Check-in can be outside, in
a gallery, or even behind the bar.

The remote flexibility of inte-
grated check-in systems and wireless
point-of-sale systems allow hotels to
expand beyond their physical walls -
and constraining traditions - to fully
utilize the space and location they’re in.

FUSING TECHNOLOGY

AND DESIGN

We’re entering the age where technol-
ogy is not just functional. Designers are
increasingly using the technology avail-
able today - whether it’s social media,
sales software with remote capabilities,
or nostalgic split-flap signage - to tell
more location-specific stories.

Gone are the days when technology
isn’t considered an integral part of the
unique hospitality experience that sig-
nificantly distinguishes one hotel from
the next. u

Mark D. Kuhn IV is the co-founder and
CEO of Oat Foundry, an engineering
agency that designs and builds cool
stuff for hospitality venues. From
Split Flap displays to an industrialized
cold brew plant, the company is a

o fully capable engineering design

studio in a prototyping and lightscape
manufacturing facility. Oat Foundry
has become the world’s leading
provider of Split Flap displays, with
displays in operation domestically and
internationally, and installations in

the United States, the United Kingdom,
Costa Rica, Mexico, Canada, Hong Kong,
and Azerbaijan.
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Your guests want quality.

You want savings.

WIN/WIN

Everybody wins when you buy a Milnor. That's because Milnor knows industrial laundry better than anyone.
Hotels of any size can benefit from buying a Milnor. Smaller facilities get superior wash quality and a low
cost of ownership from Milnor’s compact V8Z /VZZ washer-extractors. Larger facilities enjoy washing 100,
140 or even 160 Ib. loads at a time in our larger models. Intuitive MilTouch™ controls offer unprecedented
insight into your wash, where water can be programmed to any level in one-tenth of an inch increments.

And each machine is built with RinSave® water saving technology to save water and time.

Contact an authorized Milnor distributor or call 504-712-7656 to find out more
about washing more linen with less water than ever before.

www.milnor.com
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SPOTL|GHT @ 5-MINUTE READING TIME

CHANGES IN
ATTITUDE

Three generational planning
strategies for long-term success

by TAMARA BALDANZA-DEKKER

SMART BUSINESS POSI-

tions itself for success by

being multi-generational

and thoughtfully find-

ing ways to engage

with a wide, diverse

audience. Brands that want to build a

lasting footprint — ones that won'’t be

washed away with the tide — need to

know what they’re all about, infuse it

into everything they do, and exceed all

expectations in the process. That’s no

easy task. We've worked hard to trans-

late our authentic Margaritaville lifestyle

into hotels, resorts, vacation homes,

active adult communities, and consumer

products, and we’ve continued to grow

while staying true to our core. Here are

some lessons we learned along the way

that may help other properties achieve
similar results.
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1. EXPAND YOUR

TARGET DEMOGRAPHIC

Any brand that fails to continually recog-
nize and serve new target demographics
is destined for stagnation, and in today’s
ever-evolving landscape, it’s necessary
to pinpoint your brand’s identity and
find a way to deliver it in a way that’s
relevant to tomorrow’s travelers.

The song “Margaritaville” has been
the soundtrack to family vacations for
more than 40 years, which gives us an
inherent following of people who grew
up listening to Jimmy Buffett and know
his lyrics backward and forward. But
instead of stopping there, we’ve inten-
tionally attempted to tap into the feel-
ing of escapism explored in the song’s
lyrics. And continuing with the theme
of expanding the target demographic,
we recently launched Margaritaville
University, an ambassador program that
brings the Margaritaville lifestyle to col-
lege campuses across North America,
and we have experienced unprec-
edented success with our active adult
communities.

The ways of expanding a target
demographic are endless. This could

mean a massive undertaking like
branching into new geographic loca-
tions or it could be something less dras-
tic like expanding your hotel’s presence
on the web.

2. EXPAND YOUR HORIZON

As you build your portfolio, be sure to
explore unexpected coordinates. With a
presence in different types of locations,
you'll tell your story in fresh and excit-
ing ways while attracting new travelers
in the process. If you've been successful
with beach resorts, consider branch-
ing out to the mountains, the streets of
NYC, or lakeside. Or, bring your brand
to a surprising location like a cruise
ship or airport terminal. As you test
these changes in scenery, it’s important
to remain authentic and true to your
DNA while creating a unique, diverse
footprint. In Margaritaville, for exam-
ple, we strive to consistently deliver
memorable service, signature design
elements, and fun, regardless of the
latitude. With more places to vacation
and mix business with pleasure, guests
will be happier, resulting in increased
overall satisfaction and loyalty.

Artificial Intelligence

Guest Engagement & Asset Optimization System
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3. EXPAND YOUR OFFERINGS
To ensure longevity, there is a lot that
brands can do to diversify their actual
product offerings. It isn’t just about being
in unique locations; it’s about expand-
ing your offerings and amenities in
those locations.

We like to say that Margaritaville is a
way of living — with a product for those
who want to stay for a night, a week, or for-
ever. By expanding our offerings, we have
private vacation homes available to own
or rent because there is a demand to per-
manently live in a vacation state of mind.
And to complement our growing collec-
tion of hotels and resorts, we entered the
upscale select-service hotel market with
COMPASS. People want options and add-
ing new extensions of your brand gives
this freedom to your guests.

Once your guests arrive, it’s impor-
tant to cater to all ages with creative and
engaging activities. Think about ame-
nities like kids’ clubs, spas, adult-only
pools for parents to sneak away to, and
entertainment the whole family can
enjoy. By creating spaces where people
of all ages can come together, relax, and
have a good time, you ensure your brand
will maintain its appeal.

When it comes down to it, people
pass on the traditions of the brands
they connect with most. Be the brand
people want to talk about with a smile
and then give them plenty to share. H

Tamara Baldanza-Dekker
is the chief marketing
officer of Margaritaville
Holdings. She began

her 20-year career with
Margaritaville in operations
and today oversees all branding,
marketing, PR, content, and digital
initiatives for the company’s dynamic
portfolio. This includes hotels, resorts,
active adult communities, restaurants,
vacation ownership properties, consumer
products, casinos, the college ambassador
program, and more. To learn more, visit
www.margaritaville.com.
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When we set out to create the quietest PTAC in the industry, we did more than just
break out the decibel meter. We consulted the quiet experts to ensure the new Zoneline
PTAC offers peace, quiet and comfort to even the most noist o gL

See how quiet your rooms can be. Visit Zoneline.com or call 1-888-

Visit the quiet experts at AAHOACON 19 at booth 1337.
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CITY SPOTLIGHT

@ 3-MINUTE READING TIME

Orlando is the Self-Proclaimed and Undisputed
Theme Park Capital of the World

by ASIF LAKHANI

ESTLED APPROXI-

mately in the cen-

ter of the state of

Florida, Orlando is

home to both Walt

Disney World, which

features a handful of parks within

itself, and Universal Studios, where

the Wizarding World of Harry Potter

has been enchanting fans for nearly a

decade. Other major theme park attrac-

tions in Orlando include SeaWorld and
LEGOLAND.

So, it should come as no surprise that

Orlando was the first U.S. city to exceed

70 million visitors in 2017, according to

the city’s tourism bureau, Visit Orlando.
Those numbers were enough for Orlando
to be ranked fourth on the list of top travel
destinations (behind Shanghai, Beijing,
and Paris) worldwide, according to a
report from the World Travel and Tourism
Council published just a year ago.

During a call with reporters in
September 2018 regarding Florida tour-
ism numbers, then-Florida Gov. Rick Scott
said, “Every 65 to 75 tourists is another
Florida job,” according to Orlando Weekly.
Tourism makes up the largest portion of
Orlando’s payroll and consumer spend-
ing numbers, according to the Orlando
Data Center.

“Every 65 to 75
tourists is another
Florida job.”

To date, Orlando has 450 hotels with
a total of 120,000 guest rooms, accord-
ing to Visit Orlando. And there is steady
growth on the horizon still.

LEGOLAND has announced it will
open the Pirate Island Hotel, equipped
with pirate-themed accommodations,
in the spring of 2020. The new hotel will
be the third on-site accommodation
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Roshan Patel
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| 4 Robert Patel DIRECTOR OF DEVELOPMENT
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“The Friedrich PTAC is dependable and as we’ve continually upgraded our portfolio of
properties, we trust and believe in the Friedrich brand. While we continue to create the
best guest experience possible, we rely on Friedrich to provide the perfect comfort.”
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on our exclusive AAHOA member portal: F p I F n D I r I-I
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LET FRIEDRICH BE PART OF YOUR SUCCESS

Contact your AAHOA Account Manager,
David McDonald, at aahoa @ friedrich.com
or Call 1-800-399-PTAC
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at LEGOLAND, according to the press
release. It is slated to have 150 rooms, a
pool and deck, LEGO models, and unique
character experiences.

Elsewhere, Universal recently
announced plans to open both hotels
in its Endless Summer Resort develop-
ment by 2020, as well. The Surfside Inn

and Suites, scheduled to open in July
2019, is designed with the surf lifestyle
in mind. The second hotel, the Dockside
Inn and Suites, opens in May 2020 and
boasts of an “escape to the perfect sun-
set” on the Universal Orlando website.
Each hotel features standard rooms for
as low as $85/night and two-bedroom

Congratulations on 30
Years of AAHOAI

B&C Technologies is proud to support the Asian
American Hotel Owners Association. For thirty
years, the association as advocated for hotel
owners and provided them with great resources
and leadership to allow fantastic growth in the
hospitality industry. We look forward to many
more years of successful collaboratlon

Tncllllgjnules o

850-249-2222

bandctech.com
sales@bandctech.com

mercial Laundry Equipment

suites for up to six adults beginning at
$131/night. Universal estimates that the
two hotels combined will add an addi-
tional 2,050 rooms to the central Florida
tourism behemoth of Orlando.

Hotels and resorts aren’t the only
attractions to be found in Orlando, how-
ever. In fact, the city is home to one
of the best virtual reality (VR) experi-
ences in America today. Nomadic is
a VR arcade that claims to “blur the
line” between reality and fantasy for
all experience levels. Although the
company is based in California, its
first stateside gaming experiences can
only be found in Orlando for now and
at very affordable prices ($20-$25 per
experience).

Other Orlando attractions include
the NASA Kennedy Space Center, where
rocket launches and rare artifacts can
be viewed by the general public with the
cost of admission. The center opened in
the 1960s and was an instant sensation.
Perhaps the most impressive aspect of
the building is that it receives no tax
money to operate despite being affili-
ated with NASA. It relies completely on
“visitor-generated revenue,” according
to its website.

And Florida’s natural geography
enables a tourism industry unique to
itself. The Boggy Creek Airboat rides
have been operating for 25 years and
allow passengers to experience the
wetlands, gators, and sunrises or sun-
sets in a one-of-a-kind way. Gatorland
is another attraction where gators and
crocodiles, synonymous with Florida
culture, are on full display.

Orlando’s scenic views, competitive
hotel rates, and accessibility (two major
airports) make it an attractive destina-
tion for business travel and confer-
ences annually. And AAHOA is proud
to visit the city for its annual conven-
tion, AAHOACON, in 2020. Although the
itinerary has yet to be determined, there
will be no shortage of things to do, places
to see, or venues to congregate in once
AAHOA Members arrive. |
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Delight even

the most digital Iy
savvy guests

PROUD SPONSOR OF

At Cox Business, we're committed to providing five-star

service to hoteliers large and small. We understand

your business's—and your guests'—needs, and we offer ? *

hospitality solutions that help you create the best guest E O AR ER AR
experience possible. i m.'f‘“'_r.E_."T-'ﬂ” s o

VISIT BOOTH #1409
to receive your pass

Stop by booth #1409 to explore our expanded portfolio
including Blueprint RF* and also get a pass for a free

15-minute chair massage at the Relaxation Station. for a free massage

© 2019 Cox Communications, Inc. All rights reserved. *Blueprint RF is a Cox-owned business.
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PERSPEC'HVES @ 3-MINUTE READING TIME

THEY CAN’T COMMUNICATE
AND IT’S COSTING YOU

Help employees bridge the generational communication
gap and deliver outstanding customer service.

by PAM PAQUET

DIMJ/SHUTTERSTOCK.COM

HOTEL OR HOSPITALITY VENUE IS ONLY
as successful as the people working there.
From top management and front-line staff
to those keeping things running behind
the scenes like maintenance or admin-
istration, a high standard of customer

€ : service and efficiency is necessary for success.
The lmportance Of gOOd An efficient workplace is built on a number of good
communication among practices, and one that is critical is good communica-
: o tion. When efficiency is declining in a business, there is
generatlons doesn t Jl,l’St a tendency to shy away from communication and focus
app]_y 10 emp]_oyees . instead on the hard facts, like occupancy rates, booking
u engine stats, and increased sales per room.
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WE HANDLE PAYMENT PROCESSING
SO YOU CAN FOCUS ON YOUR GUESTS

For more than 20 years, we've specialized in helping you process payments without hidden
fees,’ teaser rates or long-term contracts.? AAHOA members receive preferred rates, a
dedicated lodging support team, and experience seamless integration into existing property
management systems.

TRUST. SIMPLICITY. SECURITY.

Find out why more than 10,000 AAHOA members choose Chase as their payment processor.
Call 1-800-727-1872 or email lodging_team@chase.com today to learn more.

CHASE & AAHOA

CLUB BLUE MEMBER
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PERSPECTIVES

COMMUNICATION BREAKDOWN

Problematic numbers are analyzed with our eyes, but generational communication
problems need to be identified with our ears. Here are three issues, also
known as efficiency busters, commonly found in companies:

EFFICIENCY BUSTER #1:
“NOT ME” RESPONSIBILITY
“It's not me” or “It wasn't me”is a
familiar efficiency buster. Unfortunately,
it is accepted by management and
customers because of the false logic
often presented. Phrases like: “l am
still waiting...” or “l didn’t hear back
from...” shift the blame to others and
is often accepted as truth without
further exploration.

This attention to the numbers is often
easier for hotel management to embrace
when there’s a need to solve problems.
The finite nature of numbers is easier to
deal with than human behavior, which
lacks certainty. If it’s there in black and
white, it should be easy to pinpoint and
resolve areas that need improvement.
Unfortunately, the information gleaned
from numbers may highlight where the
problem is but not necessarily why it is
a problem. Deep research into numbers
only gives insights into fluctuations,
tendencies, and patterns; not solutions.

The numbers must be put aside and
the focus shifted to people and how
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EFFICIENCY BUSTER #2:
WHO CARES?

Clarity is essential for efficient
working relationships and the best
responses are “yes” or “no.” When

people aren't saying what they
mean, the tell-tale signs are replies

like “sure,” “fine,” or “whatever.”

These are usually passive-aggressive
responses - compliance is heard but the
follow-through will be absent.

they communicate to resolve efficiency
problems. People brought together in a
business environment - including the
hospitality industry, where everyone’s
goalis to be a great host - are not friends
or family members; differences and pref-
erences are evident.

These differences in communica-
tion styles can become amplified when
employees are from vastly different gen-
erations. There can be up to five differ-
ent generations found in the workplace:
Traditionalists (born before 1946), Baby
Boomers (born 1946-1964), Generation X
(born 1965-1976), Millennials (born
1977-1995), and now Generation Z

EFFICIENCY BUSTER #3:
DO WHAT | SAY
A third party may hear this efficiency
buster as helpful and providing
guidance. However, to the receiver, it
can sound demeaning and derogatory,
and may cause resentment. Preaching
comes in a few forms, but phrases
generally begin with: “You should...,”
“You ought to...,” or “What | would
do is...” The communicator may be
oblivious to the negativity, yet the
receiver will likely hear inferences
of incapability, incompetence, or
inexperience.
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(born 1996 and later). Think of your
housekeeping team, management team,
and front-desk staff. Chances are you
have at least two of these generations,
if not more, in these areas.

Each generation is unique and has
clear preference for communication
methods and styles. Older generations
will always vote for face-to-face inter-
actions where talk is engaging and
purposeful. Generation X likes using
technology to talk because it provides
efficient communication. Millennials
and Generation Z prefer the latest tech-
nology or app because interactions can
be succinct, sporadic, and inclusive.
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Mobile Access

Ambiance access management software and Saflok RFID locks
connect with the mobile lifestyle of discerning guests and the
innovative practices of the hospitality industry. Our guest-centric
solutions comprise technologies that merge security with convenience
to enhance the guest experience while affording properties operational
freedom. Whether you are managing one desk or one thousand,
Ambiance provides performance, scalability and efficiency to make
access in life smart and secure.

Visit dormakaba.us/AmbianceExperience dormq kq bq ’/‘
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FINDING SOLUTIONS

When numbers are put aside and the focus is on listening to staff
communicate, the number of efficiency busters may astound
even the most successful teams, departments, and companies.
How are these problems fixed? With three simple steps.

STEP ONE: AWARENESS

This step began by reading this article. Most people are not naturals at
understanding communication, so having an awareness of their own habits is
key. Know the efficiency busters and be aware of trigger words like: still waiting,
should've, couldn’t, won't/don’t, sure, fine, whatever, etc.

STEP TWO: PATROLLING

Share the education by helping others recognize when they use one of the
trigger words or an efficiency buster. Most times, trigger words are just bad
habits that have evolved over time. Rather than being accusatory when a
trigger word comes up, try implementing an agreed-upon gesture or signal.
Something like raising the pinkie finger or making a timeout sign. The intent
is to recognize the error and stop the current direction of the conversation.
Help others become aware and make the workplace a positive source of
communication.

STEP THREE: DO OVER

Use recognition in Step Two as an opportunity to have a “do over.” Try saying
the message again in a way that avoids the efficiency buster or trigger word.
There is no limit on time or errors, so start with, “Let me try that again..." If it
is difficult, ask for ideas or suggestions to create positive communication that
replace the word or get around the efficiency buster.

Effective and efficient communication is a teachable skill that will positively
impact customer service, workflow, and human resource metrics. Not taking
the time to communicate well will cost you money, customers, bookings, event
contracts, and more.

When employees are aware of how they contribute to conversations with
people of different generations, help each other identify bad habits, and offer
opportunities to change communication, hospitality businesses will thrive and
grow more efficient and profitable. Companies can spend time and money on
numbers and statistics, but this must be done in tandem with helping staff
communicate better with generationally different colleagues and customers.
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Since people are unique and genera-
tional differences make them categori-
cally different, learning to communicate
and work well together is an important
skill to foster in the workplace.

The importance of good communi-
cation among generations doesn’t just
apply to employees. It extends to cus-
tomers, and in the hotel and hospitality
industry, the variation of guest gen-
erations can fluctuate like a seasonal
business. The ability to understand
generational communication prefer-
ences becomes a critical skill not only
for internal company efficiency but also
for exemplary customer service.

Obviously, these differences can
become problematic and impact
business.

Think about the younger genera-
tions that are very comfortable, almost
experts, with technology talk, but in
face-to-face conversations, they freeze,
fumble, or accidentally insult others.

Think about Gen Xers who don’t
want to be told how to do something,
so they may snap at overly helpful cus-
tomers or react badly to supervisors
or managers.

Think about the older generations
that crave personal interaction and the
need to be needed. How will they react
when customers don’t compliment their
expertise and colleagues are too busy
with technology to connect?

The goal for every hotel should be to
have its guests feel like their needs are
understood and anticipated with seam-
less, exemplary service and memorable
exchanges. With this, the right numbers
will climb, while the reputation of the
venue skyrockets. |

Pam Paquet is the chief change officer for
Pam Paquet & Associates Performance
Management, a firm that specializes in
organizational therapy, performance
management, and exit-strategy planning.
For more information on the concepts
discussed here, please contact her at
pam@thepossibilities.ca.
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Hospitality

With over 40 years of experience, these
award-winning hoteliers are redefining
success in hospitality. The Patel family
started with a roadside motel in 1974 and
has grown their business to a full-service
development and management company
with JSK Hospitality’s inception in 1999.
Along the way, the company has been
honored to receive multiple Torchbearer
awards from IHG and the prestigious
Construction Excellence award from
Marriott for the single best build in 2018.

AJ Patel, President & CEO, created JSK
Hospitality and Development companies to
both build and manage their private portfolio
of 15 Marriott, Hilton and IHG hotels.

AJ’s background in engineering from Purdue
University has lent to the company’s great
success in both hotel design and development.
Over the years, he has worked his way up

in the family business by working multiple
hourly positions within the family’s hotels.
AJ continues to maintain the same hands
on approach that has helped him grow the
business. His focus remains in the small details
of the business that he continues to oversee.
It is not uncommon for AJ to be found
interacting at the property level.

AJ Patel is proud to report “that our company
remains 100% family owned with no outside
investors.” He also notes that “we currently
have 4 hotels under construction, with 5
additional in the pipeline.”

The companies inspiring executive team
compliments the organization with their vast
and diverse array of hospitality experience.
They're a group of passionately dedicated
hoteliers who are a part the company’s story
line of success.

JSK Hospitality's vision for the future is to
maintain a modest private portfolio. AJ Patel
states, “JSK is happy with the success we've
achieved thus far, we have everything we
want. We're now ready to help others who
may be struggling with success in the same
ways that we did.”

JSK Haospitality can assist from scratch with
all facets of hotel development to include site
acquisition, franchise selection, architecture
& design, development and ongoing 3rd party
management. JSK offers a full suite of industry
leading management services including
accounting, business intelligence, payroll, IT
management, regional sales & operations.

S A 247 N. Dixie Way « South Bend, IN 46637 « jskhospitality.com

Hospitality
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by DEL ROSS

ABOR EXPENSES ARE ON
the rise for the third
straight year in 2019.
Worker scarcity, regula-
tions, and other market
conditions are pushing
hotel wages up with no end in sight, and

overtime levels plus contractor usage
are soaring. As a result, for most hotels,
labor expenses are growing five times
faster than RevPAR, reducing opera-
tion profits and income each month.
Combined with rising interest rates and
the always-growing cost of distribution,

FOXY BURROW/SHUTTERSTOCK.COM

hotel profitability has never been more

at risk, and this is all happening during
a good economic cycle.

Wages are controlled by the mar-
ket. Beyond using wage comparison
tools (LobbyLights.com, for example)
to ensure that your hotels’ wages are
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aligned with those of your competitors,

there is little you can do about hourly
rates. Fortunately, every hotel can take
steps to dramatically reduce overall
labor costs without sacrificing service
quality or the guest experience. Arecent
study by the Blackstone Group found
that use of labor management tech-
niques can deliver expense reductions
of 4 percent to 12 percent for almost
any hotel.

“A limited-service hotel should see
labor savings of 4-6 percent,” says
Michael Escalante, the independent
labor management consultant who
performed the analysis for Blackstone.
“Full-service hotels can save more than
twice this amount.”

There are three basic steps to reducing
total labor costs:

Create labor standards: Use the staff-

ing guidelines that connect hotel’s

positions and key business drivers

Connect schedules to labor plans:

Match up the labor standards with

operational forecast to produce

actionable schedule plans for every
department and position

Hold teams accountable: Communicate

labor plans and measure real-time

performance to obtain optimum
performance

Most positions in a hotel are “vari-
able,” meaning that they are linked to
a volume-based driver such as arrivals,

[ JED
IUG

HEAT DOCTOR

Kills bed bugs the first time every time

O PrevSol

Available

for sale at:
www.prevsol.com
844-364-3281 (DO-HEAT-1)

» 40,944 BTUs

jeff.zimmerman@prevsol.com

departures, restaurant covers, and so
on. The staffing rules, or “standards,”
for these roles can be documented as
a straightforward math equation. For
example, the check-in process takes
about four minutes and checkout takes
about a minute and a half. If you're
expecting 25 guest arrivals and 20 depar-
tures during a given period of time, you
know that you need 130 minutes of front
desk labor (254 + 20*1.5 = 130) to cover
thatinterval. Creating a similar standard
for each staff position — housekeeping,
shuttle drivers, restaurant servers, etc. —
will make it perfectly clear how much
labor is needed within a specific period
of time.

With labor standards in place, match
the standards up to daily, weekly, or
monthly forecasts to produce labor
plans. These plans will outline labor
requirements for each hour of each day
for every departmentin the hotel. Labor
plans become the scheduling template.
Managers will save a lot of time by sim-
ply assigning team member names to
these schedule templates, and every
schedule addresses exactly what labor
is needed. A best practice for this kind
of “smart scheduling” is to also track
the cumulative and forecasted hours per
employee, enabling managers to track
overtime risk in advance and make
adjustments so that the required hours

Designed and MADE IN THE USA

Choice for killing bed bugs
the first time every time!
BBHD-12 & BBHD-12 265/277

» Small, compact - covers hotel rooms up to 450 sq. ft. with PTACs
» Only 6-10 hours to heat up room

» Luggage handle; wheels; thermostat-controlled
» Warranty: 3 year manufacturer warranty

» 1 piece with built-in fan

» Lightweight - 26 Ibs

are distributed among team members in
the most effective way possible.

Every hotel has a labor budget, but bud-
gets aren’t plans, and they aren’t meant
to serve as a guide to scheduling. Labor
plans are actionable and measurable —in
advance. A well-run hotel will require
every manager to checkin to their labor
performance vs. plan every single day,
making adjustments when necessary
and annotating the reasons for any
exceptions or variances to the plan.
“What gets measured, gets managed”
is as true for labor management as it is
for everything else. In a typical hotel,
only the owner and perhaps the regional
or general manager track profit perfor-
mance on a daily basis. By making labor
management a part of each manager’s
daily process, the entire leadership team
will be linked to gross operating profit
(GOP) and net operating income (NOI),
aligning everyone’s interests and activi-
ties to the priorities of the owner.

Some hotels use homegrown spread-
sheets for labor management. Others put
everything on whiteboards in the back
office or break room. These methods
work, but for most hotels, it’s easier and
more cost effective to use specialized
technology to implement labor manage-
ment. For example, Hotel Effectiveness
provides labor management technology
to more than 3,000 hotels, and for most
clients, the inexpensive solution delivers
measurable cost savings that are more
than eight times the price of the service.

Whether you use Hotel Effectiveness
or your own in-house tool, it’s crucial to
begin implementing labor management
solutions today and to begin enjoying
reduced labor expenses right away. W

Del Ross is the chief revenue officer for
Hotel Effectiveness, a labor-management
software provider. For more information,
visit www.hoteleffectiveness.com.
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Why go with another brand when you can join the largest owner-operated extended stay hotel
chain with over 600 locations nationwide and an efficient, low-cost operating model?

For Franchise Development opportunities, contact:

844-542-4148 | www.newesa.com
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intended for residents of those States or persons wishing to operate a franchise in in those states. ESH Strategies Franchise LLC, 11525 N. Community House Road, Suite 100, Charlotte, North Carolina 28277, (980) 345-1600
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GUEST EXPERIENCE (7) 4.5-MINUTE READING TIME

THE FIVE-STAR
EXPERIENCE

Establishing a hotel for the ages

by COLLEEN KEATING

N THE TIME SINCE I BEGAN MY CAREER IN
this industry 30 years ago, hotels have become
increasingly differentiated. From midscale,
upper-midscale, upscale, upper-upscale to
luxury, today’s traveler can find a hotel suited
to virtually every travel occasion.

With many different types of travelers - the busi-
ness traveler, the leisure traveler, or even the traveler
who mixes the two together, for example - some won-
der whether it makes sense to build hotels that cater
to specific age demographics. Would it make sense to
create a hotel for, say, retirement-age Baby Boomers or
emerging Generation Z, whose older members are now
of an age where they can travel independently, and
choose and book their own hotel accommodations?

In principle, it’s a good question. In practice, I'm
not so sure.

It’s certainly important to understand the unique
opportunities and nuances associated with different
generations of guests. However, my sense is that any
hotel that caters too heavily to one primary age demo-
graphic may do so at the expense of other travelers.
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To do so would be a major gamble.
The simple and obvious question: What
happens if aging or economic trends
impact this group’s ability to travel? Dig
a little deeper and increasingly compli-
cated questions arise: What happens
when the preferences of the targeted
generational group evolve over time as
they age? How would our industry or an
owner of a hotel hedge against dating the
property, almost instantly, from the day
the front doors open?

The better strategy, in my view, is to
adapt constantly and re-invent enthu-
siastically to keep up with trends, and
remain relevant by offering a consis-
tent guest experience regardless of age.
It seems to me a hotel that offers true
hospitality is already creating a deeply
personal, inclusive experience for its
guests, one that makes every guest
under its roof feel comfortable and at
home, whether that guestis 5, 35 or 65.

The factis, true hospitality transcends
one age group. Time and time again,
we find that the (adult) guests in our
hotels generally want the same things,
regardless of age. These timeless, uni-
versal principles generally fall into the
following areas:

TRUST AND RELIABILITY

We know that value and location will
always be among the leading drivers
for bookings. An almost equally impor-
tant consideration comes in the form of
trust. Regardless of age, people want to
feel like they know what they'’re sign-
ing up for.

When guests are checking into our
hotels, they’re trusting that their room
will be spotless and safe. They're relying
on our rooms to provide a quiet, great
night’s sleep, which should be the No. 1
priority of every great hotel, regardless
of price point.
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They also want to know that they’re
getting a good quality food and bever-
age offering appropriate to the hotel
segment. They want satisfying options
that truly hit the spot, whether that’s
a “grab-and-go” or full hot breakfast,
after-work appetizers and drinks, or a
celebratory fine-dining experience for
a special occasion.

In addition, today’s guests also expect
that the rooms will be technology-ready.
While there are a range of different ways
this comes to life across the different
hotel segments, strong and reliable Wi-Fi
is consistently the one thing everyone
expects to work flawlessly fast. Whether
you're a road warrior catching up on
important work emails, a wanderlust
chronicling your latest adventure in a
series of social media posts, or a fam-
ily with children who want to use their
mobile devices for entertainment, Wi-Fi
is a must-have.
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A SEAMLESS
GUEST EXPERIENCE
Hand in hand with reliability, all guests
are looking for a welcoming, comfortable,
and smooth stay.

From a guest journey standpoint,
this starts with an easy, direct online

booking experience, followed by a conve-
nient and pleasant check-in experience,
either through mobile check-in or by a
front desk agent who greets the guest
warmly and knows his or her prefer-
ences. It’s embodied by a hotel staff that
knows its neighborhood and can point

Fast, Customized
Linen Production

Socially &
Environmentally
Responsible

877-474-3300 thomastonmills.com

THOMASTON MILLS

SOFT BRAND AND INDEPENDENT HOTEL OWNERS!

Lowest Cost
Per Use Linens

Consistently
Bright Whites
& Colors

Visit us at
AAHOA 2019
San Diego

Booth #1446

guests in the right direction. And, it’s
tied in a bow with a fast, easy checkout.

Seamless also comes from a hotel’s
ability to provide its guests with a sense
of normalcy in their everyday routines.
Certainly, some guests may be seeking
completely unique, disruptive experi-
ences by design. But most guests are
looking for hotels to offer them the
option of continuity in their everyday
routines. That could be anything from
access to fitness facilities, an appropri-
ate assortment of bath amenities and
accessories, or the ability to enjoy their
favorite programming the way they
likely do at home - on-demand with
the ability to stream to their devices.

PERSONALIZED SERVICE
An ideal service philosophy is one
expressed not by conducting transac-
tions with guests but via meaningful
interaction with them. It’s why we invest
heavily - in talent selection, training,
and technology - to create opportunities
to interact and build as personalized an
experience as possible for each guest.
Ultimately, the test of a great hotel is
the staff’s ability to provide consistency
in the fundamentals that guests expect,
while personalizing the experience to
amaze each individual, regardless of age.
From the front desk to the concierge,
the F&B team and housekeeping, the
best hotelier is always paying atten-
tion to guests’ needs to delight them
in real time.

CONVERGENCE

Bringing together these timeless, uni-
versal principles (trust and reliability, a
seamless guest experience, and personal
service) is truly how to build a hotel for
the ages. |

Colleen Keating is chief
operating officer, Americas,
at InterContinental

Hotels Group.
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WAKE UP FULLY CHARGED AND READY TO GO.

Introducing the new Timex T260 bedside LED alarm clock. Featuring two high-powered USB ports to rapidly charge
mobile devices, our patented Single Day Alarm to prevent unwanted alarms from previous guests, and a Gentle Wake
feature to peacefully wake guests with ascending alarm volume.

For more information, contact Chris Brunt at hotelorders@hoteltech.com, 888-74HOTEL, ext. 370 www.hoteltechnologies.com
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© Hotel Technologies, LLC. TIMEX is a registered trademark owned by Timex Group USA, Inc. in the US and other countries and licensed by Timex Licensing Corporation.
iPhone, and iPod are trademarks of Apple Inc., registered in the U.S. and other countries. All other marks are trademarks of their respective owners.
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OPERATIONS

Giving guests control over
the room environment is
a smart first step towar@
happier guests ana
Dbetter online reviews

by JOHN ATTALA
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@ 6-MINUTE READING TIME

“YOU CAN PLEASE SOME OF THE PEOPLE
all of the time, you can please all of the people
some of the time, but you can’t please all the
people all of the time.” Those words (spoken
by John Lyndgate and made famous by
Abraham Lincoln) were never truer than
they are today in hospitality. Thankfully,
smart technology is closing the gap on
consumer dissatisfaction, and for the
hospitality industry, that’s a huge step
forward. With more generations trav-
eling than ever before, technology is
providing efficient ways to accommo-
date the diverse demands and growing
expectations of modern hotel guests.

Take smart energy-management sys-
tems, for example. Whether a traveler
is a Traditionalist (born before 1946), a
Baby Boomer (born 1946-1964), GenX
(born 1965-1976), Millennial/GenY (born
1977-1995) or GenZ/iGen/Centennial
(born 1996 and later), each wants to be
able to walk into a hotel room and con-
trol the room temperature easily and
set it to their own preferred comfort
level. For earlier generations, it may
mean walking over to the thermostat,
reading simple operating instructions,
hitting up or down arrows or turning
a dial to raise/lower temperature or
touching the on/off button to stop the
fan or unit altogether. For GenX/GenY
and Millennials, it may mean using the
hotel’s app on their smartphones or tab-
lets to do the same. As for GenZ/iGen/
Centennial guests (as well as older gen-
erations), they are or will simply speak
commands like: “Alexa, I'm hot. Turn
on the air conditioning” or “Alexa, play
‘Baby Shark.”

While all travelers want to have con-
trol of the room environment as stated
above, unfortunately, these scenarios
are still the exception rather than the
rule. Not all hotels make controlling
room temperature a pleasing experi-
ence. A Wall Street Journal article written
just two years ago titled “It’s Not You:
Hotel Thermostats Really Are Rigged,”
reported that hotel HVAC units can
leave guests pushing buttons in vain
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OPERATIONS

and searching for overrides of the sys-
tem. “Rooms don’t get hot enough or cold
enough. Ventilation shuts off in the middle of
the night. The thermostat says 72 but your
sweaty brow says 78. It’s not your imagina-
tion. Hotel thermostats often aren’t under
your control.”

This needs to change - and change
quickly. A 2018 Expedia and The Center
for Generational Kinetics study reported
that “experiences are top of mind across
all generations when it comes to travel,
but the nature of those experiences var-
ies greatly.” When it comes to accommo-
dation, the study stated, “All generations
tend to value hotel reviews when mak-
ing their selection, with a string of bad
reviews acting as an automatic disquali-
fication.” This means that if a guest has
a bad experience with a room thermo-
stat or HVAC unit — which may seem
trivial to operators —he or she will have
no problem writing a negative review
of the hotel or at least reading a nega-
tive review about your hotel posted by
another disgruntled guest.

Hoteliers who think they are saving
money on energy costs by preventing
guests from self-operating room tem-
perature controls will soon find out
that these negative reviews will cost
them much more money in lost busi-
ness. Giving guests total control of the

room while it’s occupied is table stakes.
That means ensuring thatit doesn’t take
a guest 15 minutes to figure out how
to use the thermostat or HVAC system
and enabling them to control the room
digitally or even by voice.

Because many travelers already have
connected homes and rely on voice
assistants, they are expecting to have
similar experiences when they travel.
It’s the “consumerization of technol-
ogy.” Enabling guests to turn off lights or
raise/lower room temperature through
a smartphone, tablet, or voice-enabled
room assistant is already happening
today. More important, it is a personal-
ized convenience that shows travelers
you want their stay to be as comfortable
as possible. Not requiring them to get out
of bed or up from the desk to customize
the environment is a great place to start.
In some cases, guests can even control
room temperature remotely; warming
the room while still at dinner so thatit’s
comfortable upon their return.

UNDERSTANDING THE
CONNECTED ROOM

Smart thermostats and occupancy
sensors are designed to monitor and
respond to fluctuations in occupancy.
Smart energy-management systems
use sophisticated machine-learning
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algorithms to continuously analyze his-
torical thermodynamics, local weather
patterns, and peak demand loads to opti-
mize energy consumption in real-time,
all year round. Smart-energy savings
aren’t just wild speculation. They can
reduce hotel energy costs by up to
20 percent and generate some of the
fastest payback periods in the industry
(between 12 to 24 months). They also can
significantly increase the resale value
of a hotel.

The energy savings from IoT tech-
nology aren’t limited to smart tem-
perature controls. Smart lighting
technology also enables hoteliers to
better understand their energy needs,
automate consumption, and adapt to
real-time changes in occupancy. Like
smart temperature controls, smart
lighting systems enable hoteliers to
set preferred lighting times, track occu-
pancy patterns, and improve overall
lighting energy consumption through-
out the year. For instance, when the
Chatwal Hotel in New York retrofitted
approximately 1,300 lamps in the hall-
ways, common areas, and 80 rooms, it
saved more than 410,000 annual kilo-
watt-hours, equating to a 90-percent
reduction in lighting energy consump-
tion. Indeed, the Chatwal Hotel saved
around $124,255 in the first year alone.
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Just as smart EMSs enable hoteliers

: - ®
to monitor, track, and optimize energy
consumption, predictive maintenance
allows them to use sensor data to

identify wasteful or hazardous trends
and alert maintenance staff before

a given issue escalates into a much E P | C E N T E RTA | N M E N T

costlier one. So, rather than waiting
for a component to break down before

being serviced or replaced, IoT tech- E P | C R EWA R D S .
nologies are enabling engineering staff

to predict maintenance needs based on
system usage, thereby preventing sys-
tem failures and reducing the costs
of operating a faulty system. A single
leaky toilet can cost as much as $840
per year. Add to that the cost of the
water damage that occurs before the
leak is detected. By monitoring water
lines with smart, low-cost IoT-enabled
water meters, hotels can see a return
on their water consumption in about
four years.

Similarly, some online management
platforms continuously collect data
related to HVAC runtimes for each
unique room and assign them efficiency
ratings. This ratingis an indicator of how
quickly a room can be heated or cooled
to the guest’s preferred temperature
and provides engineering teams with
critical alerts when HVAC equipment
needs attention.

Not onl datab d to help bet-
ot only can data be used to help be 7\

SESAME STREET.

ter accommodate guests needs, but in
conjunction with occupancy sensors, it
also can be used to automate guest inter-
actions throughout their stay, reducing
both friction points and labor costs. In
this way, smart technology will continue
to make it possible for hotels to predict

and personalize several guest services

TAKE ADVANTAGE OF OUR SPECIAL
AAHOA PROPERTY REBATE.

based on previous visits and aggregated
guest data.

The end goal of any hotel owner/oper- Go to HBOBULK.COM to learn more.
ator is to “please all of the people, all of the
time.” Smart technology is bringing the
industry closer to that goal. ]

John Attala is the marketing director for E ey ” % A AL IO,J\
Verdant Environmental Technologies, a : : S
provider of energy-management solutions
for the hospitality/lodging industry.

CLUN BLUE MENEDE
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CONSTRUCTION & DEVELOPMENT () 4-MINUTE READING TIME

STAND OUT
FROM THE CROWD

Reinvent your hotel facade for higher profits

by CHRIS WINTERHALTER

HANGING CONSUMER TASTES AND
increased competition from new-build hotels
across more brands is convincing established
hoteliers to rethink their existing hotels from
the outside in - literally.
Hotel exteriors built 10 or more years ago
simply don’t reflect current design trends, and in many cases,
properties such as Gen 1 and Gen 2 Courtyard by Marriott

MAN AS THEP/SHUTTERSTOCK.COM
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CONSTRUCTION & DEVELOPMENT

require a complete facade redesign to
maintain that flag. Plus, as real estate
becomes increasingly scarce in overde-
veloped regions, land prices continue to
escalate. Combine that with construc-
tion and material costs continuing to rise
and, many times, it’s a better option to
upgrade the exterior rather than scrap
the site and build a new hotel from the
ground up.

As older hotels in good sites come
to market, an exterior update also is
a smart solution for hoteliers buying
hotels they’re looking to reposition
upward.

All these factors have hoteliers invest-
ing in reinventing building facades
nearly as frequently as their lobbies
and guestrooms. A refreshed exterior
creates stronger curb appeal, as well as
the perceived appearance of a newer,
more upscale product that helps keep
a property desirable for another 15 to
20 years.

Be warned, however, that renovating
a facade requires a wholly different con-
struction skill set than what’s required
for inside the building. Just because your
contractor may do a great job on the
interiors doesn’t mean they are properly
suited to revamp the exterior.

First, alert the brand of your intention
to reinvent the hotel’s facade. Though
there are times when owners feel as if
this will pit them against brand stew-
ards, the opposite is typically true. More

MAN AS THEP/SHUTTERSTOCK.COM

“The issue is not
If your hotel will
need to refresh its
facade, it's a matter
of when.”’

than ever, major hotel franchising com-
panies understand the expensive nature
of fagade redesigns. They will work with
you to achieve the brand design intent,
while partnering to achieve value-engi-
neered savings. They’ll also assist
through unexpected issues, changes,
and delays if included in communication
from the beginning.

From an ownership perspective, we've
seen some owners fail to do exterior
work properly because they have hired a
contractor who simply didn’t understand
this highly specific design process. Talk
to a general contractor, project manage-
ment firm, or architect that’s done this
work before, so they’re not learning on
your dime. This is essential for creating
a realistic budget. Next, put a different
contingency in place than you'd do for
the interior, which we recommend at

10-15 percent. It’s always smarter to have
a better buffer than a lower contingency.
Also, the project architect should have
previously worked on hotel facades.
Architects tend to design to whatever
they think is right, which may not
always be the most cost-efficient solu-
tion. Firms inexperienced with this kind
of work don’t have a complete under-
standing of achievable savings during
the construction process and are more
likely to design in a way they think is
wanted by the brand but not actually
required. I see this happen regularly;
owners get wildly varied prices during
the bid process, which can strain con-
struction funds and FF&E/capex reserve.
Plus, additional expenses to value-engi-
neer the project after it’s already over
budget are often incurred.
Other considerations:
© Work out the contract to limit risk
on the ownership side, and work in
tandem with the brand on specifics
required for their approval before
work begins. A design build approach
with an experienced design build
firm is a great solu-
' tion, especially if you
can minimize the budget
and the risk.
© Don'tjust stick to the brand essentials.
Get the property inspected to deter-
mine if there are problems with the
facade or structure, such as moisture
issues, the need for a new roof, or site
work that may be needed.
© If rebuilding the porte cochére, con-
sider a pre-fabricated unit. This saves
significant installation time while
minimizing guest interruption. While
it may not always save money, there’s
better consistency and pricing if you
have multiple properties in a portfolio
and are looking to refresh several at
a time.
© Understand the existing condition
of the structure to consider the cost
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HOTEL FURNITURE
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T
The Sky’s the Limit With SkyTouch.

The SkyTouch Hotel Operations Platform helps hotels improve their '
revenue and optimize operations with our Property Management

System, Advanced Rate and Group Management Tools, Enterprise
Business Intelligence Tools, /CONNECT API, Free 24/7 Customer
Service, and the SkyTouch University & Customer Community.
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of both cosmetic and architectural
upgrades. Exterior upgrades require a
much closer look at the overall struc-
ture, which can lead to cost overruns
if not prepared during the budgeting
and bidding process.

© Engage a contractor experienced in
working on occupied buildings, for
both guest safety and comfort. This
means a clear understanding of work
hours and a realistic plan.

CONSTRUCTION & DEVELOPMENT

© Give guests a little extra love such as
extra food or complimentary cocktails.
©Ensure constant communication
throughout the process with the con-
struction team, so any potential delay

doesn’t come to light on day 89 of a

proposed 90-day project.

The issue is not if your hotel will need
torefresh its facade, it’s a matter of when.
Keep these concepts in mind, and you’ll
save time, money, and hassle during the

process while simultaneously push-
ing profits. |

Chris Winterhalter is the CEO and
co-founder of Hotel Rehabs, a nationwide
hotel renovation contractor specializing

in major branded hotel renovations

in the Upper Mid-Scale to Luxury

spaces. For more information, visit
www.hotelrehabs.com, orfindthemon Linkedin
atwww.linkedin.com/company/hotelrehabs.

InikAac

Maximum Performance

ADD OUR SKILLED LABOR
TO YOUR LAUNDRY ROOM.

(NO HIRING REQUIRED)

TotalVue

POWERED BY UNILINC®

With today’s hiring challenges, laundries are tasked
to do more with less. UniMac”s TotalVue” system
will help you maximize performance without
adding staff.

TotalVue provides a new level of visibility to

your operation - with real-time reports that help
identify ways to improve throughput and prevent
downtime.

1at’s laundry genius. That’s UniMac.

-~

To learn more about the power of TotalVue
and request a complimentary Laundry
Operating Cost Analysis ($350 value),
VISIT UNIMAC.COM/ROI.

FINANCING AS LOW AS 5.99%*
available for 36 months

*Rates are subject to formal credit approval and credit score.

UniMac by Alliance Laundry Systems
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CREATING A
BETTER SLEEP

EXPERIENCE

Protect your mattresses while also providing
an ideal sleep experience for your guests.
Our bedding solutions keep operational
efficiencies and comfort top of mind.

Security you
can sleep on

Protect your hotel’'s investment
while making sure guests sleep
peacefully and comfortably

with our extensive selection of

\

innovative stain and spill- 100% Microfiber Bed
resistant mattress encasements Linen Collection
and covers.

o Soft, silky, durable, cost-effective

= R [l LA alternative to cotton-polyester
RO . -
P sheets and pillowcases.

Every Mattress Needs Protection”

Ocean Waves Decorative Top
Sheet with TruCore™

Maximize comfort and durability
with our patent-pending polyester
core technology.

Contact your Local Territory Manager, or call 800.772.7676
guestsupply.com « ©2019 Guest Supply®, a Sysco® company

guestsupply’

a Sysco company

Hotel Gift Shop Solutions astied viarede

Snacks, Candy, Chips, Gum & Mints, Health & Beauty, Electronic Accessories & Sundries — Come explore PDM!

770.425.8996 phone

678.324.3264 fax
customerservice@pdmglobal.com email
www.pdmglobal.com website

SN

PHOENIX

DISTRIBUTION & MAREKEETING
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DESTINATION
RELAXATION

our traditional hotel gym
a wellness oasis

\ by MILAN JARA
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@ 6-MINUTE READING TIME

ONE ARE THE DAYS WHEN
traditional hotel gyms quali-
fied as “self-care” hotspots
for the average traveler.
Most of the time, your typi-
cal hotel “gym rat” will be the
ultra-determined and motivated health enthu-
siast who insists that a person can get a good
workout in anywhere they go. But that doesn’t
mean they enjoy working out and treating
themselves to their sacred self-care time in a
dingy basement or a windowless room with
mirrors on every wall.

If you're looking to up the ante with your
amenities, instead of just offering great deals
or the usual free Wi-Fi (even if it is high-speed
Internet), it’s time to take a reflective look at
just what the guests are using while they stay
at your hotel. According to one study con-
ducted by Cornell University School of Hotel
Administration, only 22 percent of people
actually use the hotel gym.

Why are hotels sinking hundreds of thou-
sands of dollars on creating luxurious experi-
ences from start to finish for their guests if
they’re not willing to invest in the one thing
many avid travelers search for in a hotel:
the gym.

In truth, guests are looking for wellness
centers rather than traditional gyms in
their hotels of choice because they provide
an oasis, an escape, from the outside world
while they’re away from home. One treadmill
and one set of weights are no longer going to
cut it for today’s wellness seeker, so it’s time
to shake things up.

When you start considering the next steps
to achieving your wellness oasis goals, it’s
important to keep the age range you're appeal-
ing to at the forefront. According to a recent
study, about 55 percent of travelers are millen-
nials. What exactly does this mean? It means
that putting in amenities that address their
mind, body, and soul collectively is the way

“In truth, guests are looking for wellness centers
rather than traditional gyms in their hotels of
choice because they provide an 0asis, an escape,
_ from the outside world while they're away

from home.’

FOTOHUNTER/SHUTTERSTOCK.COM
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to go! This age group is determined to
make sure their entire being is centered
and connected at all times! Open up a
spot that allows millennials to decom-
press, reenergize, and reconnect, and
you've got yourself a gold mine!

So, how exactly does a traditional gym
get transformed into a wellness oasis, a
luxurious spot for guests to explore and
enjoy during their stay?

WELLNESS FLOORS + SUITES

Today’s society is consumed with the
idea of self-care and finding what that
means for each and every individual.

And while, realistically, you cannot meet
the needs and demands of every single
guest (though you certainly can try),
you might be on the lookout for options
that provide the closest thing possible
to individualized care.

One way to do this is to offer a wellness
floor that includes wellness suites and
rooms specifically designed with a per-
son’s overall health and wellness in mind.

Certain amenities or upgrades could
be offered on the wellness floor or even
in each room, things like air purifiers,
essential oil turn-down services, the
perfect Thai massage, water filters, an

in-room wellness treatments, possi-
bly in-room spa services, a swimming
pool on the balcony, a hot tub, and so
much more. The sky really is the limit
when it comes to thinking of the per-
fect place to give your guests a chance
to unwind and recharge their minds,
bodies, and souls.

Of course, these upgrades come with
a higher nightly rate than your average
hotel room. But for the health and well-
ness seeker, the higher rate will not deter
them. In fact, the higher nightly rate
could possibly encourage them to feel
as if they were getting something extra
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special and VIP-like in service (and they
absolutely are).

Think of this area as a way to let
guests know they deserve the best
and are offered the best at your hotel and
you are guaranteed to book quicker and
more frequently!

SPA + MEDITATION ROOMS
Nothing screams “wellness” and
“self-care” quite like a spa and medita-
tion room.

It’s possible that being a “spa hotel”
that offers a spa and meditation room in
place of a traditional gym would appeal
to a much wider range of people than you
might be currently serving to ensure the
perfect “pamper party.”

Like with the salon of yesteryear,
spas are seen as the ultimate self-care
reward that allows a person to escape
reality and sink deep into relaxation for
an extended period of time. These spa
treatments could be add-ons to your
guest’s stay or a part of the wellness
floor you create.

When a spa is located in such a place
that offers easy transitions from the
gym to the spa to the room, guests feel
transformed from the very beginning.
They’re transported to their own slice
of heaven, a true self-care moment for
each person who enters.

You could offer spa treatments such
as steam rooms, massages, whirlpools,
cryotherapy, and even hydrotherapy.

Another great option to bring in
wellness for the soul and mind to your
hotel is through meditation. Guided

meditations, group meditations, or even
a meditation room that allows guests to
escape the noisy world around them and
regroup and reground is a great option
for guests.

GROUP EXERCISES

Traditional gym rooms can feel intimi-
dating, overwhelming, and sometimes
isolating. That is why guests often shy
away from using the hotel gym during
their stay, leaving you with a room that
is unoccupied and devoid of human
interaction.

If you are set on having the gym
atmosphere in your hotel for those avid
gym goers, you could throw in a group
exercise schedule to allow others the
opportunity to experience the work-
out with a group of like-minded people
rather than alone.

Budgetary reasons may prohibit
you from actually hiring a full-time
exercise instructor for your hotel. One
alternative you could try is to employ
one of your staff members for 1-2 days
a week to lead group exercises in the
gym location or out in the courtyard
(depending on your weather). This
could be a great way to ease into the
idea of having a group-exercise option
for your guests and could allow you
the chance to see if the idea works for
your clientele.

Group exercises take the isolation
out of working out and allow your
guests to mingle with other guests,
while also taking care of themselves
at the same time.

FRANCHISE
LITIGATION

DCSPA nd

HEALTH FOOD BAR

Continental breakfasts, full bars, and

the latest health-food restaurants offer
guests from all walks of life the option
to enjoy indulgences while at your hotel
that they might not experience at home.

Incorporating health-food bars that
offer healthier alternatives to snacks
such as smoothies, protein shakes, glu-
ten-free, and vegan options, for example,
allows your guests to get a fully custom-
izable stay experience while they are on
your premises.

Wellness and self-care go from the
inside out, including food and bever-
age. With today’s food options head-
ing toward the healthier side of things,
having a health-food bar could up your
game in the hotel industry by quite a
few points.

With wellness floors/suites, spa/medi-
tation rooms, and health-food bars, your
guests are transported to a whole new
world when they step foot into your
hotel. Their stay and VIP treatment will
leave them feeling cared for and like roy-
alty (which every guest should feel like
when they leave your front door). |

Milan Jara, founder of Decorative Ceiling
Tiles, Inc., migrated to the U.S. at age 20
from the Czech Republic and has been
serving the hospitality industry for more
than 10 years.

REFERENCE:

Cornell University School of Hotel Administration
- https://scholarship.sha.cornell.edu/cgi/

viewcontent.cgi’referer=&httpsredir=1&article
=1241&context=chrpubs

ranchisenegotiations.com

Mahesh I. Patel

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

Fax: 972-231-0104

Email: mpatel@patellaw.net

Nationwide
PATEL 3 ASSOCIATES Services: Franchise Negotiations.com has been negotiating
Legal assistance in reviewing/ Liquidated liquidated damage claim settlements for the
negotiating franchise agreements Damage past 15 years. We can provide dozens of great
and liquidated damages settlements Claims references from happy clients. The best part is
: New that we will do it for a low flat fee.
Agreement

Negotiations

Expert
Witness

Mortgage
Assistance

Faced With Termination Fees?

Call us today for a free consultation on your case.

FranchiseNegotiations.com

Gino Belmonte, President and CEO

Steve Belmonte, Expert witness services
Cell: (773) 255-3646 / Office: (815) 728-7060
Email: gino@franchisenegotiations.com
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Keep more of what's
rightfully yours and
reduce downside risk

Fixed rates and the lowest fees in the business*

RLH Corporation offers both fixed and the lowest franchise, loyalty, royalty and
marketing fees. This translates to the lowest franchise costs to rooms revenue
in the categories in which we operate.*

JOIN US AND KEEP MORE OF WHAT IS RIGHTFULLY YOURS.

¢ Rge | FOR BUSINESS,

We don’t wait for the future. We create it.

franchise.RLHCo.com

CORPORATION

© 2019 RLH Corporation

*Based on HVS 2018 Franchise Fee Guide and available STR data. This is not an offering of a franchise, which will only be made by a franchise disclosure document and only pursuant to applicable law.
Franchises are offered in the U.S. through Red Lion Hotels Franchising, Inc., and in Canada through Red Lion Hotels Franchising, Canada, Inc.® Red Lion Hotel Corporation, 1550 Market Street, Suite 350,
Denver, Colorado 80202.


http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=95&exitLink=http%3A%2F%2Ffranchise.RLHCo.com
http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=95&exitLink=http%3A%2F%2Ffranchise.RLHCo.com

HUMAN RESOURCES

FAIL TO PLAN.
PLAN TO FAIL.

Tips for building a winning team
with staff members of all ages

by CARTER DAVIS

EGARDLESS OF INDUSTRY, ECONOMIC CONDITIONS,
or the available talent pool, a common, consistent
challenge among hiring managers and recruiters
has been finding the best people with the most
desirable character traits to build a top-performing
team. Yet, it’s surprising how many employers go
about doing this without having a firm plan in place. If you were
to ask the general manager of any successful sports team what
his or her strategy is for building a championship team, you'd get
a host of answers, but surely none of them would say, “Eh, we just
wanted warm bodies to fill the vacant spots, and we got lucky.”
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HUMAN RESOURCES

Trying to build a winning team with-
out a plan is like trying to sail across
the Atlantic Ocean without a map. Or a
sail. But the good news is that putting a
planin place for building your team isn’t
terribly difficult.

And here’s the best part: Having a
talented and well-trained staff in place
puts the business in a better posi-
tion for growth while simultaneously
attracting top employee talent. With
demand for top-shelf employees in
the hospitality industry at a premium,
competition between hotels for those
employees can be stiff. So, how can you
build the best team possible given the
ultra-competitive atmosphere?

WHAT DO YOU NEED?

The obvious (and short) answer to this
question is that you need good people.
And to get those good people, it’s vital to

recognize that all positions within the
business are a crucial part of its success.
Similarly, hiring managers and recruit-
ers have sometimes expressed biases
toward certain age groups of employees:
“Millennials are entitled. Gen Xers are
stuck in their ways, etc.” But any truly
successful team must be made up of tal-
ented people of all ages, skills, and back-
grounds. By making a conscious effort to
limit the pool of potential employees to
one age bracket, for example, you short-
change yourself, your colleagues, and
your guests.

According to a recent white paper
published by the Society of Human
Resources Managers Foundation, “By
removing the lens of age as a way to
view existing or potential employees,
you can shift the focus to their abili-
ties, skills, experience, and knowledge
where it belongs. You also will expand
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the talent recruitment pool, which ulti-
mately benefits the organization.”

And those benefits can be easily iden-
tifiable. “Workers 50+ may increase your
revenue by three percent,” the SHRM
Foundation adds, “and reduce your turn-
over costs — all while bringing guidance,
expertise, and balance to your company.”

And beyond the issue of exclud-
ing potential employees based on age
being a tactic that will shortchange your
team from a personnel perspective, this
practice opens up employers to a host of
legal liabilities.

GET THERE FROM HERE?

Understanding and acting on the
simple concepts of workers of differ-
ent ages bringing unique skills to the
team and implementing a concrete plan
for recruiting the most talented team
members possible can yield tremendous
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Recent Transactions

Howard & Johnson, Seaside, CA
Holiday Inn Express, Grover Beach, CA

Holiday Inn Express, Stockton, CA
Panama Hotel, San Rafael, CA

Cedar Inn, South Lake Tahoe, CA
Alpine Inn & Spa, South Lake Tahoe, CA

Best Western - SureStay, Sacramento, CA
Motel 6, King City, CA

Motel 6, Marysville, CA

Super 8, Fairfield, CA

Stardust Motel, West Sacramento, CA
Pacific Motel, West Sacramento, CA
Car-izma Car Wash, Cameron Park, CA
Shell Gas Station & Car Wash, Tracy, CA

Hospitality Funding

Motel throughout California!

Best Western, Woodland & Patterson, CA

Howard & Johnson, South Lake Tahoe, CA

Quality Inn & Hotel Santa Rosa, Santa Rosa, CA

“We also do Conventional, USDA, SBA 504 & SBA 7A Loan program
at a minimum of 10% down payment”
Call today for more information

HOSPITALITY FUNDING

We specialize in Brokering the loans for Hotel and

1500 Sutter Street, San Francisco, CA 94109

Harish Parujanwala
Commercial Mortgage Broker

Tel: 650.219.0729

Fax: 650.475.1880
CalBRE #01522786
Harish2251@yahoo.com

Tel: 650.740.9875
Fax: 650.475.1880
CalBRE #01821487

Hospitalityfunding@yahoo.com
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EASILY MANAGE:
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MADE IN

For A World of Style,
Comfort And Value

5
*********

Brands have strict standards.
Owners have high expectations.
Our seating products
meet those standards and
exceed those expectations.
And 100% domestic production
guarantees unmatched benefits:

« Fine craftsmanship

« Quality materials

« Timely delivery

- Dependable customer service

(L AUTREY

(I'P FURNITURE MFG.
800-405-3951

sales@autreyfurnituremfg.com * www.autreyfurnituremfg.com

Preferred Supplier To:

(: CHOICE @

! WYNDHAM
Hilton

Chairs - Sleeper Sofas - Love Seats
Ottomans - Desk Chairs - More
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“As humans, were.all *

subject to emotions — staff and guests alike.

However, the customer is always right, and
this means that staff often has to keep .
emotions in check when presented with a
stressed or unhappy guest.”

benefits down the line. Even staff mem-
bers operating behind the scenes -
housekeeping, food prep, purchasing,
marketing, accounting, IT, etc. — play a
role in the guest experience. Even if they
never interact with guests in person,
all hires should be treated with equal
importance. A strong structure can’t be
built on a weak foundation, and negative
attitudes or poor performances behind
the scenes can quickly infect those in
guest-facing roles.

For those staff members in guest-fac-
ing roles, it’s important to consider
their verbal abilities and capac-
ity for empathy. When confronted
with a dissatisfied guest, how will a
staffer respond? Does he or she have
a listen-first, respond-last personal-
ity, or is this someone who tries to
find a solution before hearing the
problem? Worse, is this someone who
passes blame or will this person accept
responsibility for failure and work on
self-improvement?

As humans, we're all subject to emo-
tions - staff and guests alike. However,
the customer is always right, and this
means that staff often has to keep emo-
tions in check when presented with a
stressed or unhappy guest.

When faced with these situations —
whether it’s the manager, the concierge,
or the front desk attendant - the task
remains the same: Solve the problem
quickly and to the guest’s full satis-
faction. Fortunately, this is an ability
you can easily identify in the interview

process, even if the applicant has no
hospitality industry experience. What
problems has this person solved at pre-
vious jobs? What challenges has this
person faced and overcome? Has this
person had to adapt to rapidly changing
circumstances before?

As practice shows, people who truly
shine in these tense situations are

hard to find, but they do exist. And if

you are having trouble locating new
hires with the exact talents you need,
don’t hesitate to look internally for
solutions. For example, if you have a
behind-the-scenes staffer who con-
sistently displays a knack for solving
difficult problems while maintaining
an even keel, it’s worthwhile to explore
moving that person into a guest-facing
role. Sometimes, the best solutions are
the ones right under your nose.

Similarly, when filling vacant manage-
rial positions, it can be tempting to look
outside the industry for recent college
grads with relevant degrees in search
of employment. While there’s certainly
nothing wrong with that approach, hos-
pitality can be a learn-by-doing industry.
And although many higher-education
institutions offer a degree program in
hospitality management, your next great
management hire could be the person
who has been parking cars or manning
the front desk to make ends meet while
pursuing a different course of study
in college.

Because every task leaves an imprint
on the business, each job is of equal

HUMAN RESOURCES

import with regards to guest experi-
ence and quality of service delivered,
and awareness of this fact during the
interview process offers the interviewer
the chance to better tailor the questions
for the duties of the job itself. You can
always teach skills, but it’s much harder
to teach core competencies like initia-
tive, drive, and common sense.

Ultimately, no matter who you hire,
the management team is responsible
for instilling a sense of ownership and
pride among the staff. And a business
operated by attentive management will
be much more efficient, as that man-
ager can quickly respond to crises in
real time. With involved management,
conflicts and internal divisions can be
identified and remedied at the stage of
inception. With an out-of-touch manage-
rial team, problems are much likelier to
fester until they're too large to contain
or solve without considerable fallout.

By and large, the competitiveness of
any enterprise depends on the abilities of
its on-the-ground leadership, and man-
agement should continually review the
various operational components of the
hotel to create and maintain an organi-
zational and operational strategy with a
clear goalin mind of ensuring continued
profit and growth. But even having the
best operational strategy in the world
would be useless without the proper
team in place to execute the vision.

If you can hire the right people for the
right roles, you’ll have a leg up on your
competition. |

98 | MAY 2019 | TODAYSHOTELIER.COM



http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=100&exitLink=http%3A%2F%2FTODAYSHOTELIER.COM

/.

[ 7
(4 DI:RE_‘_

Phoenix, Arizona

PHOENIX DESERT RIDGE Se tember 23rd =

JW MARRIOT T

The Hotel lndustry’s Premier Development Conference
Ao (CHOICE CREDIVIA <BEESTY [Hilion] === HYAIT |HG

Marriott DGAY  groesson  RD.OLSON hoteher B D& wwonam

INTERNATIONAL CONSTRUCTION i oration

BOUTIQUE

aCCess POINT '\ Aimbridge - Hospitality “‘ 5 A” GHORA AVISON B Booking com

e Hospitality- AAlA G E YOUNG

HOTELS & RESORTS

,shm':%HESAPEAKE CIR(' )+ C‘- T ] raa &
R ' continentaL  COOPER CARRY -

CUMMING [DEAcoN] DESMGN design

DREAM - R R A S
Corcowe DPR [ )85 Bourxan entegra EXP.  Foxorews | f LGES YN GLEBAL i) l.‘m?ilm

L
CONSTRUCTION

Bi N : . ool HOTEL &
iTHCPM )| hospitalityses  Hosoitay Hotel Business ',':!gmic:s‘! WA o wsscenent News ONINE HOTELS ]MT
— _ -
HUNTER|:Z.  HUNTER "o JERWEN]  INSPIREDESIGN INTELIT) ISHC Lege"da,yAcq“,s,.,ons © wuserty s8R | ODGING
ssssssssssssssssssssssssssssssssssssss Live Oak BANK
. 7 MUNSCH
Dicee B lgkt M, oo moresrs EMUER  ooonml TGV A

NEAL v
#e  NEHR NEWH 8  swwcusr  savnans L m Restbstote.  ffruckug 5300005

Power dh() i ‘,F The Hospitality Industry Network PALE Erjuisy

< SANDMAN  Foqupyrest _~ | Produced By
< cautyrest  _ afPan TN 't w - e m\ vornabo [IRNESE
CSAVRANN - FETET STONEMILL OO e ) Trawello yspers. | B VRN vuxcor NIRRT

TERRACYCLE


http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=101&exitLink=http%3A%2F%2Fwww.thelodgingconference.com

Using storytelling to
increase hotel revenue

by DALE NIXON

S ANY MARKETING PROFES-
sional can attest, there are
countless aspects of effec-
tive brand management.
And as many hotels are
discovering, the art of
storytelling can be an indispensable tool
in the marketing approach.

WHY USE STORYTELLING

IN MARKETING?
Simply put, a hotel’s efforts must go
beyond simply offering rooms at a cer-
tain price with a few amenities thrown
in for good measure. Anyone can do that,
and everyone is already doing that. You
need to connect with your customer base
on an emotional level to make yourself
stand outin a crowded and increasingly
competitive market.

People tell, and listen to, stories every
day - often without even realizing it -
and stories resonate with each of us on
a deeply human level. The digital age
has created myriad opportunities for
marketers to incorporate storytelling
into their efforts, which dovetails nicely
with the wariness that many customers
have toward many conventional market-
ing tactics.

VISUAL STORYTELLING

AND ONLINE HOTEL
MARKETING ONLINE
So, what exactly is online storytelling,
and how do we use the concept effec-
tively? Essentially, you need to find cre-
ative ways to describe your property to
someone who wants more than a picture
of a room or a list of amenities, being
mindful to weave together the different
strands that make your property unique

o

X
NN

4

o

100 | MAY 2019 | TODAYSHOTELIER.COM


http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=102&exitLink=http%3A%2F%2FTODAYSHOTELIER.COM

to create an interesting and engaging
narrative.

It’s not that room pictures or amenities
lists aren’t important; in the digital age,
people are looking to better experience
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what you have to offer. For example,
you can provide this through a combi-
nation of high-resolution photographs
combined with riveting narratives. Does
your hotel have an especially interesting
wellness center or co-workspace? Hire a
photographer to capture creative images
of the space and write a short narrative
that goes into some of the detail of what
makes the space so special. Or, you could
create a short video walkthrough for any
of the unique areas in your hotel. Keep
in mind, however, that online attention
spans can be relatively short.

SHAPING YOUR
DIGITAL STORY

Your No. 1 job when crafting your story
is to create a connection with your audi-
ence. People make purchasing decisions
based on how they feel, not how they
think. If you want to connect with your
audience with emotion instead of logic,
you need to get to know them first.Ina
nutshell: Identify the audience you want
to pursue, learn what they're looking
for, and create content that appeals to
them and their needs. Different seg-
ments and groups will respond differ-
ently to different forms of content, so a
shotgun approach that tries to market
to everyone at once won'’t work well for
any group. A great story told poorly is
often less effective than a poor story
told well.

MAKE YOUR STORIES

AUTHENTIC
Your stories should feel real and have a
natural flow to them, and stories that
come directly from your guests are often
better than those that are developed in
thelab of a consulting firm. And there’s
certainly no cause to invent stories; you
should have a wealth of stories and expe-
riences at your hotel that are worth shar-
ing. To find them, identify the strongest
aspect of your hotel — what’s your big-
gest draw? — and figure out what makes
it so interesting. To dip your toe into
the shallow end of the storytelling pool,
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you might want to start out by recording
yourself or your employees talking about
what you love about the hotel and post-
ing it as an audio file on your website.
Or you could post interesting factoids to
your social media account(s) about the
hotel from time to time.

DIFFERENT WAYS TO

TELL A STORY
There are countless ways to tell a story,
and you'll probably find there are mul-
tiple approaches that work for your
situation and audience. Will you take
advantage of the two-way communi-
cation that using social media offers?
Maybe you’ll even put the call out to
your audience to create some content
for you. Your methods will depend on
your audience and your goals, but it’s
critical to have a goal that can be mea-
sured to determine the effectiveness of
your storytelling. Your data collecting
should work to steer your storytelling
strategy back on course if you find it
needs correcting or adjusting.

“TALENT BORROWS.

GENIUS STEALS”
This quote, often attributed to Oscar
Wilde, might be somewhat glib, but it
offers cutting insight into the creative
process. There’s no need to reinvent the
wheel when so many others are already
using storytelling to great effect, and not
just those within the hospitality space.
Countless multinational brands have
managed to engage with their audiences
in a tangible way through storytelling
and direct-engagement tactics. If you
see a company or individual doing this
well, take notes and use what works and
is practical for you.

People have a ton of options when
it comes to hotels, so it’s crucial to get
creative. Good storytelling can differ-
entiate your hotel from the crowd and
allow you to form an emotional connec-
tion with your audience. Follow these
six tips to use storytelling to increase
hotel revenue. u
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AAHOA CLUB BLUE, PLATINUM & SILVER MEMBERS

he 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 atlarge. When
searching for a provider, consider doing
business with the following members.

AAHOA CLUB BLUE
MEMBERS

I THE BUSINESS OF YOLIN SUCCESS®
ADP, Inc.
Thomas Bell: (973) 510-0196

o\ smocn

AutoClerk, Inc.
Mohammed Hansia: (925) 284-1005

}iﬂ\"tﬂﬂltl

Avendra
Mara Radis: (301) 825-0311

CHASE O

Chase
Faheem Khan: (800) 727-1872

Dell
Mobolaji Sokunbi: (800) 624-6145

EcoLAB

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

Home Box Office
Brian Venable: (404) 239-6695

n% LIVE OAK BANK

Live Oak Bank
Jamie Bourgeois: (910) 375-5925

[ Loues

ProServices

Lowe’s ProServices
Anthony Ruiz: (704) 589-6939

MMAGMHE
CAPITAL

Mag Mile Capital
Rushi Shah: (312) 640-7430

A
Y7 MAGNUSON

Magnuson Hotels/
The Magnuson Hotels Company
Thomas Magnuson: (509) 747-8713

UNITEDHEALTH GROUP”

United Health Group
Kimberlee VanderVoorn: (800) 328-5979

e

Zonetail
Zonetail
Mark Holmes: (416) 583-3773 x228

AAHOA PLATINUM
MEMBERS

ey L L Lre——
Alﬂﬂ'ﬂﬂ
A AT SO DOMPDET

Amana PTAC
Byron Cortez: (800) 647-2982

BV | BestWestern

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

(> CHOICE

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

Diversey
Deniz Alpaslan: (980) 221-3235

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

GE Appliances
Amy Kaiser: (502) 452-3073

guests_upply'

Guest Supply - A Sysco Company
Justin Haggart: (732) 868-2200

Hilton

Hilton
Bill Fortier: (703) 883-1000

""--.________-_\_
PR T e )

RO TALITY ATERAATIONAL
Hospitality International, Inc.
Jim Bloodworth: (770) 270-1180

HYALT

Hyatt Hotels Corporation
Mary Schattenberg: (480) 308-2935

IH InterContinental

Hotels Group

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

Narrioft

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

Northeast

Northeast Bank
Fred Schwartz: (404) 307-4198

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

4. RADISSON

HOTEL GROUP

Radisson Hotel Group
Terry Sanders: (800) 336-3301

R Roof

Red Roof Inn
Phil Hugh: (888) 473-8861

RLH Corp;)ration
Paul Sacco: (509) 777-6468

TravelMedia

Travel Media Group
Dana Singer: (407) 673-6123

I'Tﬁéi
alatm]
TV Asia
Pradeep Hegde: (732) 650-1100 x26

WYNDHAM

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

AAHOA SILVER
MEMBERS
ACCEeSSPOINT

Access Point Financial
Rhonda Loerzel: (404) 382-9592

£

e

AccuLock, Inc.
Dan Brown: (866) 222-8562
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alvi
Alvi Satellites
Prashant Ajmera: (678) 466-7868

Frontline Performance Group (FPG)
Nichole Campbell: (407) 592-2626

@ NIMBLE ACCOUNTING

Nimble Accounting
Rahul Kumar: (576) 870-9131

A

AMATT
agendy

Amato Insurance Agency
Joe Amato, Jr.: (732) 530-6740 x412

& Gillis | saes ro

Gillis Consulting and Training
Tammy Gillis: (800) 296-2962

OoYO

OYO Rooms & Technology LLC
Marcus Higgins: 91-700-363-7401

AMERICAN!
EXPRESS

American Express
Merchant Services: (800) 528-5200

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

P& professional

P&G Professional
Maria Early: (904) 591-8644

F\American

HOTEL REGISTER COMPANY

American Hotel Register Company
Nancy Mikels: (847) 743-1258

HODGES WARD ELLIOTT

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

e Smith.

rueation hun & ramme.

AO Smith
Chris Murphy: (800) 447-1953

3Pro

[\Yev |
The Home Depot Pro
Susan Wright: (866) 412-6726 x105540

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

Your Ink and toner specialisis.

Coast to Coast Computer Products, Inc.

Kyle Kurtz: (800) 231-4553

Huspi-ldulul
Hospitality1
Dhar Patel: (714) 473-9813

=~ [T

Prem Sales
Deepak Panchmia: (806) 745-6651

CREDIVIA
CrediVia
Heather Duvall: (833) 777-2733

s

Hotel Brokers Inc.
Subhash Naik: (661) 808-4998

Rinnai.

Rinnai
Dipesh Parekh: (800) 621-9419

shaw hospitality group=
Shaw Hospitality
Robert Stuckey: (888) 448-7878

Curve Hospitality
Sargent Khan: (713) 819-7296

ﬁnaﬂl.uh.luu WG

Lodging Concepts
Jinesh Naran: (714) 694-5980

nlm u‘lﬁ‘l::u: Ilk;""lil IAERS
Dickson Furniture Manufacturers
Paul Mougel: (713) 747-0341

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

JWTIME

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

=

= Y

—= HOSPITALITY
DIRECTYV, Inc.

Jeff Fox: (310) 560-0323

MARGARITAVILLE
Flotels & 5

Resonts
Margaritaville
Rick Cunningham: (470) 698-2273

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

&

Wonady sspern meee bue on than s g
Ferguson
Brian Winterble: (954) 597-3163

2o MassMutual
Mass Mutual
Ana Lucia Divins: (980) 293-8124

r

SATELLITE
Sonu Satellite
Neil Doshi: (877) 999-7668

FOLIOT

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

3 MATRIX

TELECAN SOLETINNS
Matrix Telecom
Ashu Upa: (800) 283-0539

Spectrum»
ENTERPRISE

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

e Alr
Fresh Air

Matt Hanson: (603) 643-7181

Meridian

Meridian One
Yancey Burgess: (703) 461-5200

€ SURFERQUEST"
SurferQuest
Kathryn Konig: (814) 342-3120

w FRIEDRICH

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

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

lara Energy.

Tara Energy
Ashar Jafri: (713) 890-2222

TeN-X i3
COMMERCIAL
Ten-X
Anthony Falor: (973) 727-0314

@

USA Digital, Inc.
Aaron Gomez: (909) 200-5445
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AAHOA @ INDUSTRY EVENTS

The ndlicn

. AAHOA Treasurer Biran Patel
presented Rep. Steve Chabot
with AAHOA's Friend of the
Hotelier Award at SNAC2019 for
his support of small businesses.

2. AAHOA members from Ohio,
including Female Director
Eastern Division Lina Patel,
met with Rep. Steve Chabot
to discuss issues important
to small business owners in
their state.

| - SIS M
| AAflOA e = ; joined Doyle Bartlett and Chris
AN AAfioA Ao AAHO A McCannell (GrayRobinson, P.A.)
for our Steps for a Successful
Meeting panel, moderated
by AAHOA Senior Director of
Government & Political Affairs
Jordan Heiliczer.

.AAHOA Members from Vermont
met with U.S. Senator Bernie
Sanders' staff on Capitol Hill at
SNAC2019 .

.AAHOA Members from Ohio,
including Female Director
Eastern Division Lina Patel, met
with Rep. Brad Wenstrup in D.C.
at SNAC2019 .

.AAHOA Members from
Arkansas, including Gulf
Regional Director Girish (Gary)
Patel, met with Sen. Tom
Cotton's staff at SNAC2019.

N

O8]
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/\ |=' O COMING TO
u LT X I\J/—\_ A CITY NEAR YOU!

EVENT DATE LOCATION
North Pacific May 21 San Jose, CA
South Pacific May 23 Anaheim, CA
Washington D.C. Area - Baltimore June 18 Baltimore, MD
Gulf - Jackson June 25 Jackson, MS
Gulf - Lake Charles June 27 Lake Charles, LA
Northeast - Boston July 9 Boston, MA
Upper Midwest - Minneapolis July 11 Minneapolis, MN
South Carolina July 23 Columbia, SC
North Texas July 30 Irving, TX

North Carolina August 1 Raleigh, NC
Georgia August 6 Atlanta, GA
Upper Midwest - Des Moines August 12 Des Moines, IA
Mid Atlantic August 14 Cherry Hill, NJ
Northwest August 20 Portland, OR
Upper Midwest - Elmhurst August 22 Elmhurst, IL
Washington D.C. Area - Norfolk August 28 Norfolk, VA
North Central - Indianapolis September 5 Indianapolis, IN

North Central - Kansas City
North Central - Detroit

September 17
September 19

Kansas City, KS
Detroit, Ml

Alabama October 10 Birmingham, AL
South Central Texas October 15 San Antonio, TX
Southeast Texas October 17 Houston, TX
Northeast - Syracuse October 21 Syracuse, NY
Mid South October 24 Nashville, TN
North Central - Cincinnati November 4 Cincinnati, OH
Florida November 6 Orlando, FL
Arkansas November 12 Little Rock, AR

Central Midwest - Oklahoma City

November 19

Oklahoma City, OK

Atlanta Headquarters | 1100 Abernathy Road, Suite 725 | Atlanta, GA 30328 | 404.816.5759 | www.aahoa.com

Washington D.C. Office | 601 New Jersey Avenue NW, Suite 610 | Washington D.C. 20001
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AAHOA @ INDUSTRY EVENTS

7. AAHOA Members from
Texas met with Rep.
Lance Gooden at SNAC2019.

8.AAHOA members from
Arkansas, including Gulf
Regional Director Girish
(Gary) Patel, met with
Congressman French Hill at
SNAC2019.

.Female hoteliers met on the
Capitol steps in preparation
for SNAC2019.

10.Vice Chairwoman Jagruti
Panwala met with Rep.
Chrissy Houlahan (D-PA) at

the SNAC2019 event.

11. We celebrated International
Women's Day by highlighting
an amazing Women
Hoteliers Town Hall in
Savannah, GA.

12.South Central Texas
Regional Director Mike Patel,
CEO of Visit Corpus Christi
Paulette Kluge, Nancy Patel,
General Counsel for THLA
Justin Bragiel, and Red Roof
Director of Franchise Sales
Alex Shamsuddin were
at the Corpus Christi, TX,
Town Hall.

13. AAHOA South Central
Texas Regional Director
Mike Patel hosted a Town
Hall in Corpus Christi and
co-hosted another in
San Antonio with AAHOA
Female Director Western
Division Nimisha Patel.

14. AAHOA Chairman
Hitesh (HP) Patel joined
South Central Texas Regional
Director Mike Patel for a
Town Hall in Corpus Christi.

e
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CLASSIFIEDS

’i - 100% WATERPROOF -
4  LUKURY FINYI PLANK =

—

PREFERRED VALUE MANUFACTURER OF HOSPITALITY
FLOORING FOR DVER 33 YEARS

FREE SAMPLES: CALL US AT -800-225-2948 OR AT S0t
OUR WEBSITE: WWW KINSI FYCARBETS.COM 7

- HIGH VALUE -

GUEST ROOM CARPET

KINSLEY CARPET MILLS UNDERSTANDS THE IMPORTANCE OF

AFFORDABLE AND RELIABLE FLODRING. N\
JOIN THE 7507+ HOTELS THAT HAVE UPGRADED THEIR FLOOR- A A B O A
ING WITH KINSLEY CARPET MILLS IN 2018, o \l\l OIWNERS i‘\\
AAHOA MEMBERS RECEIVE AN EXCLUSIVE DISCOUNT! ALLIED MEMBER

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

TODAYSHOTELIER.COM | MAY 2019 | 107



http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=109&exitLink=http%3A%2F%2FTODAYSHOTELIER.COM
http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=109&exitLink=http%3A%2F%2FWWW.KINSLEYCARPETS.COM
http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=109&exitLink=http%3A%2F%2FWWW.KINSLEYCARPETS.COM
http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=109&exitLink=http%3A%2F%2FWWW.KINSLEYCARPETS.COM

CLASSIFIEDS

Drapery, Barn Doors, Tub & Shower Surrounds, Granite & Quartz Tops, Mirrors, Artwork

**Quartz Vanity DUTY FREE from Indiall**
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CLASSIFIEDS

&4 Ponce D. Moody Funding

Alternative Financing Solutions For Commercial Real Estate

- ]
?u __ 'y
E E = .
= ——

“IF THE BANK SAYS “NO,” GIVE ME A CALL”

OUR FUNDING ABILITY: New Profects: 20 Million to 2 Billion Plus
100% Financing for 40 Million Plus
Bridge Loans: 1 Millian to 250 Million
+ MAsset Based Loans + Large Alternative Energy Projects
+ Large Construction Projects + Large Real Estate Development Projects
+ Corporate Expansion Loans + [Equipment Finance & Leasing

Accounts Receivable Financing: Leverage your Accounts Receivable and let
us WAIT the 20 to 90 DAYS for PAYMENT,

Merchant Credit Card Processing: We are confident that we can offer a Batter
Program than your Current Processor. In order to give you a “QUOTE,” we will
need your Most Recent Month’s Merchant Statement.

Ponce D. Moody
Cell: 919.771.3230

Email: ponceloans@poncemoody.com
Website: www.pdmfunding.net
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CLASSIFIEDS

Full Headboard - $50 (

Cantilevered Desk
S20

Pedestal Desk - $S40

a

Desk Chair - $85

$ Lounge Chair |

S50 Sofa - $149

Large Brand Name New Furniture Overstock Buyout

" B -

King Headboard - $65 Nighstggand Micro-fridge Cabinet 3 Drawer Chest Stacked
) 140
Queen Headboard - $55 3 Sizes Available - $150 > Micro-fridge
S50

- T

Closet Shelf - $29

Activity Table =
$S60 Mirror-832 ' =
Desk Chair

S65

=

Activity Chair
$55 Ottoman - $52

5

Ottoman - $52

CALL NOW!! 614-202-3988

Free for you
and your hotel.

AAHOA San Diego - Booth 1714

ORDER NOW

In Stock Ready To Ship
[——— 0. Funnnun;;EE o
. MRL'EI.I.IH-

QUALITY,

1]

Tub Surrounds * Showe
Walls » Shower Pans
Shower Doors ¢ LED
NSG Design BVl SRNAY N )4
= faen by L g Cormey

Porcelain Tiles
STEVEN LEE
832 368 5673 Serving AAHOA and Hotel Owners Since 2003

INTEGRITY, QUALITY, VALUE, SERVICE

Brands Approved

Better Business Bureau Gold Star Member

NATURALSTONEGALLERY.NET
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Pet
Friendly

LVP Flooring is 100% water proof. LVP Flooring is
cigarette burn resistant. LVP Flooring will NOT mold,
mildew, absorb stains or retain offensive odors!

2 mm glue down, 12 mil wear layer
2.5 mm, 20 mil wear layer

4.5 mm, 20 mil wear layer
5 mm loose lay, 20 mil wear layer

Introducing
7.5mm SPC

with attached 5 mm glue down, 20 mil wear layer
pad 7.5 mm SPC, 20 mil wear layer, attached pad

Hﬂﬂr SEUTE Save thousands on your re.novat'io_n projects, buy straight
cerrirco R
CALL NOW for Samples & Prices
706-695-1504 706-271-8023

www.firstchoicelvp.com e firstchoicelvp@gmail.com

Featuring our very own patented Gator Grip anti slip

CLASSIFIEDS

\‘\ﬁ‘ FROM

g~ Hotel Saiess9%

Our Safes Are In Every
ajor Hotel Brand In The U.S.A.

”

1-800-545-4947 2 YEAR
“; ANNIVERSARY

www.hotelsafes.com

Granite, Marble & Etc, Inc.
6401 Long Point,

p Bldg 600 & 104

Houston, TX 77055

Luxury at Best Price

Tel: (713) 812-8600
Cell: (713) 998-1034 TUB
SUROUNDS
ALSO
AVAILABLE

STARTING AT $180

Now Available:

SHOWER SET
$275

oY

62" x 22"
VANITY SET
$165

5 &

"

*CUSTOM ORDERS AVAILABLE PER REQUEST. 4

5 Years
Warranty

Easy
_ 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

) Call: 1-(800)-283-0539
M AT 1 Fax: (888) 717-7472
TELECOM | SECURITY sales@matrixhotelpbx.com

www.matrixhotelpbx.com
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CLASSIFIEDS

Wall & Ceiling Decor Solutions

DESIGNER CEILING TILES
PREMIUM QUALITY
TRADITIONAL & CONTEMPORARY
METAL & VINYL

#iDECORATIVECEILINGTILES
ORDER OR DOWNLOAD YOUR
FREE DESIGN GUIDE TODAY

ecorativeCeilin Tlles net/AffordabIeHoteIU rades

D

Wallcovermg Warehouse
Factory Direct
Commercial Vnnyl Wallcovermgs

1- Low ﬂilhlilli

ll I II 0 m" igns
i |||||| ruﬂm a
g !I:! u w || u ||ﬂ| i

DO IT ONCE, DO IT RIGHT!

ARTISTIC

BATH AND KITCHEN REFINISHING INC.

Refinish your bathtubs!
Volume pricing starting at "599"
includes a non-resistant bottom!

REFINISHING OF:

FIBERGLASS TUB & SHOWER ENCLOSURES, je
TUB & TILE, CULTURED MARBLE SINKS & VANITY TOPS

888.707.9297
artisticbathrefinishings.com

BATHTUBS REGLAZED

Don’t Let Amateurs and “Fly-By-Nights” Ruin Your Bathtubs!
Unique Refinishers is the nation’s 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

Detroit 1-800-235-6557
Atlanta 1-800-332-0048

SLip
N
BotToms

www.uniquerefinishers.com
We specialize in fiberglass Bathtub & Jactizsi &pairs

HOSPITALITY LAW FIRM

RICHARD M. SALTZMAN, EsQ.

Former Fortune 500 Hotel Attorneys & Senior Franchise Executive
Liquidated Damage Settlements

Dispute Resolution
Franchise Agreement Negotiations
Acquisitions and Sales
Development

GIAMBRONE & SALTZMAN, LLC
ATTORNEYS
862-210-8137 « rs@giambronesaltzman.com « www.giambronesaltzman.com
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Guest Entertainment Simplified

EVOLVE® from DISH was designed specifically for the hospitality industry.
Guests can seamlessly cast their favorite content, access popular apps, and watch live TV
and premium channels — all within an easy-to-use, guest-focused experience.

dish.com/evolve | 844-268-3669
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Your TV. Their Content.

Seamless Guest Content

- Cast guest content from any internet-connected device
- Access 1,000+ apps from Google Play
- Enjoy movies, music, and games from
guests’ Google Play accounts
- Powered by Android TV™ with Chromecast built-in
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Android TV, Google Play, the Google Play logo, Chromecast built-in, and YouTube are
trademarks of Google Inc. Netflix streaming membership required.

NETFLIX b Google Play

EVOLVING GUEST EXPECTATIONS

Rapidly changing viewing habits and the use of personal
devices have created challenges for hotel owners looking to
provide truly integrated in-room entertainment experiences.
Too often, guests are forced to choose between watching
the channels provided on the hotel’s HD TV or watching their
own content on the small screens of their personal devices.

SIMPLE SOLUTIONS FOR CUSTOM CONTENT

Guests get frustrated with complicated interfaces,
cumbersome pairing processes, and the myriad of cords
and devices that often need to be plugged in; they just want
an effortless way to watch the content they love without
complications or compromised picture quality. There isn’t

a universally accepted “at-home experience” to emulate

in the hotel room. Instead, many hoteliers are focused on
providing a dynamic and intuitive user experience that lets
guests easily enjoy the content they want with the best
viewing experience available. Hoteliers are also looking for
solutions that are easy for the property to manage without
complicated equipment or expensive installation.

The Ultimate Live TV Experience

- Personalized guest experience

- Intuitive guide designed for hospitality

- Advanced features, including channel preview,
genre filters, and multi-channel recall

- Simplified, easy-to-clean guest remote
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EVOLVE® FROM DISH

EVOLVE® is the ultimate in-room entertainment solution
personalized by guests and powered by their content.
Designed around the viewing habits of today’s hotel guest,
EVOLVE seamlessly pairs live TV, apps, and streamed
content through an advanced program guide and an
intuitive user experience that makes content discovery and
accessibility fast and easy.

MOVIES, MUSIC, AND GAMES

Powered by Android TV", EVOLVE lets guests enjoy
unlimited entertainment with thousands of movies, shows,
apps, and games on Google Play. With Google Play Movies
& TV, guests can rent or buy the newest movies — plus
their timeless favorites.

CHROMECAST BUILT-IN
Guests can stream the apps they know and love from their
phones, tablets, and laptops to the hotel TV.
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COMMERCIAL-GRADE PERFORMANCE, RELIABILITY,
AND FLEXIBILITY

Built on SMARTBOX® technology, EVOLVE works with any
hotel network or HDTV, with QAM or IP video inputs, and

with DOCSIS, Ethernet, and Wi-Fi (2.4/5 GHz) connections.

It is centrally managed and customizable, allowing for a
seamless transition from any incumbent technology. With
Hotel PMS integration, you can welcome your guests
personally to the room and feel secure knowing that any
credentials entered will automatically be cleared upon
checkout.

For more information about EVOLVE,
visit dish.com/evolve.
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dish.com/evolve | 844-268-3669
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Thank you and congratulations to AAHOA for
30 years of leadership, advocacy, and education.

A lot has changed in 30 years and our partnership remains strong.

The first AAHOA Board of Advisors in 1989
with Days Inn of America President Mike Leven
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©2019 Wyndham Hotels & Resorts, Inc. All rights reserved.


http://www.todayshotelier-digital.com/aahom/0519_may_2019/TrackLink.action?pageName=120&exitLink=http%3A%2F%2Fwww.wyndhamdevelopment.com

	CONTENTS
	FEATURES
	History in the Making
	Connecting with Young and Old
	Generation Sects

	COLUMNS
	THE C-SUITE
	COMMON GROUND
	FINANCE
	SMALL BUSINESS
	TECHNOLOGY
	SPOTLIGHT
	CITY SPOTLIGHT
	PERSPECTIVES
	STRATEGY
	GUEST EXPERIENCE
	OPERATIONS
	CONSTRUCTION &amp; DEVELOPMENT
	DESIGN
	HUMAN RESOURCES
	MARKETING

	DEPARTMENTS
	LETTER FROM THE CHAIRWOMAN
	LETTER FROM THE INTERIM PRESIDENT &amp; CEO
	GOVERNMENT AFFAIRS
	AAHOA CLUB BLUE, PLATINUM &amp; SLIVER MEMBERS
	AAHOA &commat; INDUSTRY EVENTS
	CLASSIFIEDS
	ADVERTISERS INDEX




