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LETTER FROM THE CHAIRMAN

BIRAN PATEL
AAHOA CHAIRMAN (2020-2021)

The road to recovery
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AHOA HAS ALWAYS BEEN THERE for America’s hotel owners, and, as we’ve seen over

the last three months, our association is more important than ever. AAHOA is working

diligently to guide our members through the trials and tribulations of the COVID-19 pan-

demic.lam grateful to Jagruti Panwala, the AAHOA Board of Directors, ambassadors,

and the countless members who volunteer their time to advance AAHOA’s mission. | extend my
sincere thanks to Jagruti for her years of service on behalf of America’s hoteliers.

The pandemic continues to affect every single part of our industry, and the only way we can
weather this storm is by doing so together. The spirit of hospitality that binds us all will help
ensure that we remain united and come through this crisis stronger than before. For over three
decades, AAHOA has been growing and evolving as an association. When faced with adversity,
be it discrimination, 9/11, or the 2008 financial crisis, we persevered. That’s why | am confident
that we will make it through this pandemic.

Despite the challenges of the past few months, hopeis on the horizon. AAHOA is in direct com-
munication with lawmakers, the brands, and our vendor partners so we can address the chal-
lenges of reopening and recovering together. People are getting accustomed to a new normal,
and occupancy rates are beginning to creep back up. AAHOA’s goal is to bring the travelindustry
and our workforce back. We want to make sure hoteliers’ businesses survive this crisis and that
they are prepared for our industry’s revival. By working together, hoteliers will ensure that the
health and safety of our employees, guests, and communities remain our number one priority.

Iam proud of AAHOA’s amazing work to help our members over the past three months. We are
continuing to find new ways to tap into our potential as an association. AAHOA is here to serve
our members because our members come first. Thank you for the trust and for the opportunity
to serve you as chairman.

There is a lot of uncertainty in our industry and in our country right now, but you can be sure
that AAHOA will continue to do right by America’s hotel owners. The road to recovery may be
long, but we're all heading in the same destination. We are allin this together. |

AA

Despite the challenges of the past few months, hope
is on the horizon. AAHOA is in direct communication
with lawmakers, the brands, and our vendor partners
so we can address the challenges of reopening and
recovering together.”
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JAGRUTI PANWALA
AAHOA CHAIRWOMAN (2019-2020)

AA

Throughout

my term, and
especially in the
past months,
AAHOA Members
rallied together to
aid each other and
the communities
they serve. Even
as our industry
experienced

the shockwave
of COVID-19,

our members
displayed their
professionalism
as small business
owners and
community
leaders in times
of crisis.”

LETTER FROM THE 2019-2020 CHAIRWOMAN

A fond farewell

T HAS BEEN AN HONOR TO SERVE YOU AS AAHOA CHAIRWOMAN. | SPEAK FOR THE
entire AAHOA Board of Directors, my fellow officers, and the AAHOA staff when | say we
have the greatest empathy for our members and their families who are enduring the many
hardships that have become synonymous with this crisis. | could not be prouder of you, our
AAHOA Members, for your resilience, your pride, and your willingness to help others during these
troubling times. We’ve shown that, as a community, we’re stronger together. This strength in
unity has defined AAHOA over our association’s 30-year history.

When | assumed my position as AAHOA Chairwoman, | never could have imagined the prog-
ress AAHOA and our members would come to achieve. Before we shifted our attention and our
resources almost exclusively to addressing the pandemic, AAHOA continued advancing, growing,
and making our mark on the hospitality industry. We saw our membership reach nearly 20,000,
the highestin our history. We experienced a 92-percentincrease in event attendance. We trained
more than 6,000 people in our industry-leading human trafficking awareness trainings. We
launched MyAAHOA.com, the one-stop shop to manage memberships and take advantage of all
that AAHOA has to offer. AAHOA PAC reached new heights, recording the most $5,000 donors in
association history.

When the COVID-19 crisis crippled our country, our economy, and our industry, AAHOA got to
work for our members. We held more than 100 webinars to help hoteliers specifically address
COVID-19. We fought for and won flexibility for hoteliers to use Paycheck Protection Program
loans to cover more expenses. And over these past few months, AAHOA has led the charge for
industry-wide changes that could potentially change our landscape for the better and help move
us forward on the road to recovery. From opt-in housekeeping, limited room amenities, and
removing hot breakfasts to hitting the pause button on the enforcement of brand standards,
PIPs, and policy rollouts, AAHOA is advancing policy changes to help America’s hoteliers save
money and keep the lights on.

The onset of the COVID-19 pandemic threatened to upend a period of historical growth both for
ourindustry and our association. I've always known that our members are held in high regard for
thework they do as professionals and as industry advocates. Throughout my term, and especially
in the past months, AAHOA Members rallied together to aid each other and the communities they
serve. Even as ourindustry experienced the shockwave of COVID-19, our members displayed their
professionalism as small business owners and community leaders in times of crisis.

AAHOA is an association where hoteliers lift each other up. | extend my sincere gratitude to
every AAHOA Member - with your continued support, we shall remain #AAHOASTRONG. Serving
asthe AAHOA Chairwoman, and as AAHOA’s first Female Chair, has been the honor of my life. | am
grateful to have served my term, and | hold the utmost confidence in the leadership Biran Patel
will bring as the incoming AAHOA Chairman.

Thank you to our Ambassadors, Committee Members, and all those who volunteer their time,
their energy, and their talents to make AAHOA all that it can be. Thank you to the AAHOA Board
of Directors and the past AAHOA Chairs for your service and for laying the foundation on which
we continue to build. It was a pleasure to join you all for the first Past Chairmen Council and
board retreat. And lastly, thank you to my parents, my brother and sister, my children, and my
husband for their support and inspiration. | wish the best of luck to my fellow AAHOA Officers as
they forge the path for our great association, and | look forward to working with hoteliers across
the country as we help rebuild our industry. |
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LETTER FROM THE PRESIDENT & CEO

CECIL P. STATON
AAHOA PRESIDENT & CEO

AAHOA remains
rgsilient
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HROUGHOUT OUR HISTORY, AAHOA HAS RISEN WITH PURPOSE TO MEET THE
challenges of our time. AAHOA leadership acts decisively in the face of adversity to
advance the interests of America’s hotel owners. Today, and for months to come, our
association must address the recovery process as our nation moves towards reopening.

We confront difficult questions about what travel will look like in the U.S. We go about our busi-
ness amid concerns of safety of loved ones and the communities we serve. In light of constant
revelations and shifting guidelines, we are readjusting and refining our operations to meet the
standards that must be adopted to assure safety for everyone that our industry serves. Again,
AAHOA is called upon to confront the challenges of our times.

This recovery process begins where AAHOA began - resolute, unifying action in response
to extraordinary circumstances. Fortunately, our members are the pure embodiment of the
entrepreneurial spirit and American dream. Their brilliance and professional commitment have
elevated our industry to soaring heights once before, and | am confident that these traits will
propel us forward once again.

AAHOA has demonstrated resilience before, and we are strong enough to innovate and adapt
to what might come next. Our circumstances call for bold action and a unified front. AAHOA
Members have already lent immense time and expertise to guide legislative and industry initia-
tives to prepare for the future, and with this ongoing effort, we can push forward with confidence
and strength. Our country and our industry call out for a path forward, and AAHOA can renew our
commitment to excellence and wellbeing of our members and our communities.

Theroad to recovery is subject to twists and turns - local conditions and laws, medical advance-
ments, and other variables will affect the way our industry operates for months to come. But
regardless of future circumstances, AAHOA will emerge from on the other side of the pandemic.
I thank Jagruti Panwala for her extraordinary service to AAHOA, and | welcome Biran Patel to
his role as AAHOA Chairman. At AAHOA we are stronger together. Our community is resilient,
adaptable, and committed to excellence. |

AA

AAHOA has demonstrated resilience before, and we
are strong enough to innovate and adapt to what
might come next.”
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COMMON GROUND

Congress
delivers reforms
to the Paycheck

Protection

Program

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

by SEAN GROSSNICKLE

THE ISSUE

The Paycheck Protection Program (PPP), which was created
under the Coronavirus Aid, Relief, and Economic Security Act, has
provided billions of dollars in forgivable loans to small businesses
impacted by the COVID-19 pandemic. Since launching in early
April, the PPP has lent over $500 billion to more than 4.5 million
American businesses. However, the original terms and conditions
of the PPP loans were inflexible and did not accommodate the
difficult and lengthy recovery process many businesses face.

Rep. Dean Phillips (D-MN), Co-author of H.R. 7010

First Elected: 2018

“We must redesign the Paycheck Protection Program (PPP)
to make it accessible to everyone, from food trucks to four-
star restaurants to your favorite music venue. While the PPP
has helped millions of small businesses keep their lights

on, millions more remain on the outside looking in. It won’t
matter how much money we appropriate if the system by
which it’s distributed is inaccessible to those who need it the
most. As an entrepreneur and small business owner myself,
I understand the challenges facing businesses struggling

to survive this crisis. These common-sense solutions will
provide the flexibility necessary to weather the storm and
prepare for uncertain times ahead. | am pleased to work with
Congressman Roy on a bipartisan solution supporting small
businesses - the backbone of the U.S. economy.”

@ 3-MINUTE READING TIME

EFORM

For small businesses that received PPP loans at the start of the
program, the rigid eight-week forgiveness deadline threatened
the future of their business even as states across the country
started to reopen. Businesses in the hospitality industry, which
were just beginning to resume operations, lacked sufficient time
to distribute pay and comply with other restrictive stipulations
under the original PPP guidelines.

COMMON GROUND

On May 26, Representatives Dean Phillips (D-MN) and Chip Roy
(R-TX) introduced H.R. 7010, the Paycheck Protection Program
Flexibility Act of 2020, to modify the PPP and provide borrowers
much-needed flexibility to achieve maximum forgiveness of their
PPP loans. This bill passed the House with a vote 0of 417-1, and then
it cleared the Senate by unanimous consent. On June 5, President
Trump signed this bipartisan bill into law. The PPP Flexibility Act
grants borrowers more time to spend the funds received from
the program and broadens the expense categories that qualify
for loan forgiveness. |

Rep. Chip Roy (R-TX), Co-author of H.R. 7010

First Elected: 2018

“The Paycheck Protection Program (PPP) is providing
essential capital to millions of small businesses across the
country. Unfortunately, for many of these business owners,
particularly local restaurants, hotels, and those in the
hospitality industry, the terms are too inflexible to provide the
help they need to weather the economic storm. PPP cannot
protect jobs if workers have no job to return to after state and
local lockdowns are lifted. ...Many businesses are already
four weeks into the loan and need this flexibility immediately
before the forgiveness timeline runs out. | look forward to
continue working with my colleagues on both sides of the
aisle to enact these simple but critical reforms in order to save
small businesses.”
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AAHOA IS PROUD TO SUPPORT
from the onset of COVID-19 throughout

A GG 506

. | i hat AAHOA i
AAdvantage Laundry Systems is | want you to know that we r.eal.ly a.ppreuate e N
L bringing industry leaders who are
proud to be a member of AAHOA. appreciate you for all that you do i - ; :
. . ) . providing feedback in dealing with
Our membership has given us the for us, updating and keeping the these matters and can speak to
opportunity to learn from the best hospitality community informed. their experiences. Their candid and
in the industry. Attending town May GOD Richly Bless You For Your straightforward responses are what
hall meetings and trade shows Hard Work And Dedication.” is needed in these times of unknown.
have been an invaluable resource AAHOA is one of very few trusted
to being involved with the leaders sources for me. | applaud you all for
in this community.” stepping up your initiatives to help us
in these times.”

AA AA 66

First of all, | would like to thank Thank you for going above and My hat’s off to AAHOA and their

you and the whole AAHOA team for beyond in these challenging times.
tirelessly working for the best interest I believe the collaborative spirit
of the hotelindustry during this will see all of us through. Please

ongoing pandemic. Webinars hosted thank the AAHOA decision-makers
by AAHOA are also really helpful to

ensure that we properly understand
various important issues like
Paycheck Protection Plan, EIDL, etc.”

leadership for educating all of
us again and again on PPP loan
application and the process...

b AAHOA was there from day one.
on my behalf for allowing all Thank you, AAHOA.”

industry members access to
information. That is a big deal and
should be acknowledged.”

66 AA 66

AAHOA is doing great work and | must Hotels are running single-digit
tell you, this is a great comfort for occupancy, but we are healthy
hotel owners. With kind regards.” and doing well. Keeping positive

knowing this, too, will pass. Also,
| wanted to say AAHOA is doing an
excellent job with all the content

I wanted to say AAHOA is doing an

excellent job with all the content

and help through all of this. Keep
up the great work.”

and help through all of this. Keep up

the great work and looking forward
to normalcy where we can have

another face-to-face meeting soon.”
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@ 4-MINUTE READING TIME

AMERICA’S HOTEL OWNERS -

recovery and reopening

66 A

First of all, many thanks for the | am so glad to know the AAHOA
abundance of incredibly helpful team is there for their members in

resources AAHOA has provided their time of need. | am an AAHOA
to the community with relation

to the COVID-19 pandemic. You
have been a guiding light through
this whole situation, and we
are grateful.”

66 AA

You guys are doing a It means so much to have AAHOA

phe.non.‘lenal jobin I standing by our side. It changes
communicating and updating lives. A sincere thank you.”

members in this difficult
climate. | want to thank
everyone at AAHOA.”

Lifetime Member for a very long
time and proud of my association.”

66 el

AAHOA is doing a formidable
difficult times, | cannot express job on the COVID-19 covetage,

how grateful our company is to the resources, and support for hotel

team at AAHOA and the experts owners. | wanted to express my
they bring in.” gratitude for all the value that

you are providing.”

This was very helpful. In these

A~

The AAHOA staff and leadership are
doing an amazing job for all hoteliers.
This association exists for times
precisely like the current crisis we’re
in and each of you from the top down
is making a positive difference for so
many of us that are struggling.”

A~

| believe that it takes strong
leadership and teamwork to
overcome the toughest challenges
during dire circumstances. What
you have illustrated in the last few
days and are committed to do so in
the foreseeable future is absolutely
astounding! With much gratitude
and appreciation for you.”

AA

First, | want to say that on the
main front, AAHOA is doing an
outstanding job. All the hard work
may seem that it goes unnoticed,
but rest assured, we see. You have
helped the Valley in many ways.”
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FEATURE

LOOK ¥~
AHEAD TO

AA

AAHOA has been following

several AAHOA Members
throughout the pandemic

to learn more about their
experiences, progress, and views
as hoteliers wade through these
uncharted waters. This article
brings you the latest updates.”

12 | JULY 2020 | TODAYSHOTELIER.COM



http://TODAYSHOTELIER.COM
http://SHUTTERSTOCK.COM

@ 10-MINUTE READING TIME

AA

Guests don’t always know that we sanitized the rooms like
this even before COVID-19. We use commercial products
that sanitize the room, and we’ve done it for decades.”

—AAHOA MEMBER MONTU PATEL,
PRESIDENT OF INNOVATIVE HOSPITALITY MANAGEMENT

There’s no doubt the COVID-19 pandemic has changed the
way people travel. With that in mind, hoteliers are adapting

to evolving needs.
by ALICIA HOISINGTON

T WOULDN’T BE AN OVERSTATEMENT TO SAY THE PAST

few months have been a whirlwind for hoteliers as they navi-

gate anew normal during a time when travel has essentially

stopped. After many owners had little option but to close

some of their hotels amid swooping occupancy declines,

the thought then became “What’s next for my business?”
And that’s just the question AAHOA Members spent the past three
months trying to answer.

AAHOA Member and Past Chairman Bhavesh Patel, principal
of ADM Hotels & Development, had been operating on a limited
basis, with about 10 percent of his hotels open and the majority
of his staff furloughed or laid off.

“We’re in a county which is mostly tourism, and we have no
occupancy,” Patel said. “Unless some of the tourist places open
up, we’re not going to have any business.” As of May, he said there
was no business on the books.

But that doesn’t mean hoteliers aren’t looking toward - and
looking forward to - some kind of recovery. With the future top
of mind, they are working to update their operations to meet the
needs during a new era that places cleanliness at the forefront,
even more so than it was in the past. Here’s how some AAHOA
Members that Today’s Hotelier has been following since the onset
of the COVID-19 pandemic are adapting their business.

TRAINING AND SAFETY
Training and safety will go hand in hand even more in the days
ahead, and hoteliers are making sure their employees are taking
the matter as serious as it is. Of course, that’s not always easy to
do when things are changing so rapidly.

“From a training perspective, it’s evolving every day,” AAHOA
Member Shreyas “JR” Patel, President and COO of Helix Hospitality,
said. “When parameters are set, it’s as much to keep the team

TODAYSHOTELIER.COM | JULY 2020 13
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66

So, if were ready to open the end of June, employees might realize it’s time to
come back. We'll tell them their job is open and if they don’t want to come back,
we'll find replacements. There are plenty of people looking for jobs. Because

after that $600 runs out, they’re going to be making less staying home.”
—AAHOA MEMBER AND PAST CHAIRMAN BHAVESH PATEL, PRINCIPAL, ADM HOTELS & DEVELOPMENT

and guests safe as it is letting people know that we are keeping
them safe. As days go on, we’re going to start to see folks a little
more confident to travel.”

That means it’s not just about doing but also showing how
tasks are being done. “We need to show what we’re using to
clean and sanitize. | can say | use corporate yellow cleaners from
X, Y, Z company, but that’s not always relatable to consumers,”
JR Patel said. “l can show something that is visually relatable to
the consumer as something they may have in their home, such as
thisis an X-branded bleach product that the consumer is familiar
with and it kills 99.9 percent of bacteria. We can show that with
something as simple as a card on the desk that this room was
sanitized, explain what we used, and then a name of who cleaned
it to show attention to detail.”

AAHOA Member Montu Patel, President of Innovative Hospitality
Management, said the teams at his hotels are cleaning common
areas on an hourly basis. Extreme precautions are also taken
in the guestrooms, with staff not entering when guests are in.
Stay-over guests are asked to put their laundry outside or whether
they would be willing to exit the room for a while for cleaning.
Masks and gloves are provided for team members, and all the
appropriate sanitizers are used throughout the property.

“Guests don’t always know that we sanitized the rooms like
this even before COVID-19. We use commercial products that
sanitize the room, and we’ve done it for decades,” Montu Patel
said, adding that he agreed there might be a need for a bit of a
“PR campaign” from the brands and hotels to help explain to
guests about the practices.

“But, by and large, these are not drastic new measures,” he
said. “While there may be some new hot marketing things the
franchisor comes up with, that’s more marketing driven. The fact
of the matter is that before COVID-19, our rooms were sanitized
and cleaned appropriately. Post-COVID-19, those measures are
just getting a refresher.”

SAFE STAY

And brands certainly have come out with their own commitments
to cleanliness, many of them teaming up with medical associa-
tions to add another layer of credibility. In a move to unify the
hotelindustry on these practices, the American Hotel & Lodging
Association launched the Safe Stay initiative designed to change
industry norms, behaviors, and standards to ensure both hotel
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guests and employees are confident in the cleanliness and safety
of hotels once travel resumes. AAHOA is part of the Safe Stay
Advisory Council.

Bhavesh Patel said part of the plan includes reopening parts
of the operations in phases. For instance, breakfast probably
won’t be brought back this year but perhaps possibly next year.
Beyond that, it’s all about going above the normal standards.

“In our lobby and public spaces, we’re moving all chairs and
tables so that there’s no social gathering,” he said. “We added
safety shields for the front desk, as well as provided masks and
gloves, and we’re making sure things like elevator buttons are
being wiped down. We’re also leaving rooms empty for a few
days, if possible, so they can be aired out.”

RAISE THE STAKES

But upping the standards comes with the need to raise the stakes
ontraining teams. “Alot of it has to do with incorporating standard
social distancing practices and this concept of new normal with
things like not shaking hands,” JR Patel said. “We’re really getting
into the day-to-day operations and getting people to realize how
many surfaces they’re touching throughout the day and why they
need to wash their hands.”

That extends to common touch points, he added. For example,
he said it’simportant for employees to truly understand that areas
such as coffee stations will require more sanitization because they
aretouched so often. And then, it’simperative to make sure team
members are using the chemicals correctly, as he said some need
to sit up to 60 seconds before being wiped down.

“It’s changing the mindset of folks in terms of what we perceive
is clean and what is actually clean,” he said. “It’s realizing that in
our daily lives, people are the medium spreading the virus. So,
employees need to learn how to compartmentalize, from taking
out the trash from rooms to removing linens.”

For his team, much of the training is happening one on one.
“Because thisis so new, we have had to be more reactionary than
proactive. This is the new normal, and this is going to be how it’s
going to be,” he said. “It’s getting out there and showing the GM,
the assistant manager, or the department heads how we’re going
to handleitin a top-down approach. And then those in the field
are coming back to us with feedback, so we’re still refining our
practices. Sooner or later, we can marry those two together into
our own internal processes and guidelines.”
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HEADWINDS REMAIN

But while training employees is top of mind, some hoteliers have
found it difficult to get their team members to even come back
to work.

“l can assure you that my colleagues and | are having a hard
time getting our team members - who were loyal to us in the
past and who have done an incredible job - to come back in and
work scheduled shifts for reasons including that they have family
or children at home they have to care for or help with education
because now it has fallen on the parents to help as opposed to the
teacher,” Montu Patel said. “Then, you may have a team member
who may feel unsafe and is afraid of coming back to work.”

Unemployment payments were cited as another reason
employees were hesitant to return to work, sources said. In
addition to the regular state weekly payment, people collecting
unemployment were also entitled to an extra $600 a week from
the federal government.

“We’ve heard loud and clear from some employees saying, ‘I'm
getting paid more to stay at home than | would be if | came into
work. Why would | come back into work if it will cost me more
and also put myself at risk?’” Montu Patel said, adding that it
had been difficult to get in touch with the unemployment office
to refute claims. Additionally, he said unemployment letters had
not been received in a timely fashion.

“The system is bogged down, and it is being overwhelmed
from its original design. As a result, the employees are getting
unemployment insurance in a place where it’s possible they are
needed at work,” he said.

NAVIGATING FUNDING AND EMPLOYMENT
And that causes a problem for those companies that have received
funding from the Paycheck Protection Program, which states

thatin order for the loan to be forgivable, companies must keep
the same number of employees they had before the pandemic.

“We want to bring employees back based on the intention of
the program and get them back to work doing some deep clean-
ing and preventive maintenance despite not having occupancy,
but we've had challenges,” Montu Patel said, adding that he has
doubts as to whether any portion of his loan will be forgiven.
“The spirit of the program has backfired because of the $600
unemployment kicker.”

That means employees who don’t return are being warned that
if they don’t show up for their scheduled shifts, a furlough would
then turn into a termination, he said. “We have to tell them that
now we are going to hire new staff and post their job. We’d love
to get our team members back, but when that’s not happening
we’re left with no other option.”

Bhavesh Patel, who has come across similar obstacles, said
that the extra $600 payment will likely run outin July. “So, if we’re
ready to open the end of June, employees might realize it’s time
to come back. We'll tell them their job is open and if they don’t
want to come back, we’ll find replacements. There are plenty of
people looking for jobs. Because after that $600 runs out, they’re
going to be making less staying home.”

THE NEW NORMAL

But, there is hope that someday the new normal will turn back
into the occupancy levels the industry has enjoyed in recent years.
Of course, it means hoteliers will need to continue to shift as the
world around them does.

“In the last few years with the economy, it’s been easy to sit
back in certain markets and ride the wave,” JR Patel said. “Our
sales teams need to step up and see what else is out there. It’s
time to go back to the basics.” ||
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@ 12-MINUTE READING TIME

Advocating for members has
been job No. 1 throughout
the coronavirus pandemic

by NICK FORTUNA

HEY’VE BEEN DESCRIBED AS HEARTBREAKING,

encouraging, and inspiring, but most important

forthe hotelindustry, they’ve been impactful. The

stories of hoteliers across the country struggling to

stay afloat during the novel coronavirus pandemic

have shown lawmakers and government officials
the true resilience and determination of the hotel industry.

Butthey’ve alsoillustrated the importance of swift government
action to aid an industry battered by the economic shutdown
and the resulting recession. Through late May, AAHOA’s approxi-
mately 20,000 members had contacted federal, state, and local
representatives more than 31,000 times, recounting the stories
of businesses that went from thriving to writhing within a mat-
ter of weeks.

Those personal stories from constituents carry great weight
with legislators and make it easier for AAHOA to advocate for
its members, according to Chirag Shah, the association’s vice
president of government affairs.

Some members have shared the pain of having to lay off
long-tenured employees who felt like family, of paying hotel
utility bills with personal credit cards, or of having to shut down
operations completely. Others have shared stories of selflessness,
having stepped up to provide meals for laid-off employees and
their families, to produce personal protective equipment, or to
provide housing for health care workers, first responders, and
supply chain professionals.

When the economic hardship has a face and a name, legislators
tend to take notice, Shah said. Members who have built relation-
ships with their representatives over many years, combined with
newly engaged members reaching out for the first time, have shed
light on the unprecedented challenges facing the hotel industry
and the need for action posthaste.

“The responses from congressmen - they’ve just been blown
away,” Shah told members May 20 during an online legislative
update. “In a lot of cases, they have never run a small business,
so the personal stories of our members have been particularly
important. That’s why our message has been resonating. They’re
responding very positively to our industry.”

Early in the pandemic, AAHOA provided letter templates on its
website to make it easier formembers to contact their legislators,
and membersresponded in a big way, sending more than 21,000
letters in the first week alone.

Cecil P. Staton, AAHOA’s president and chief executive, said he
was heartened by the overwhelming response. A former state
senator in Georgia, Staton wants members to know that when
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important constituent groups speak with a unified voice, they
can have a bigimpact on legislative initiatives.

“We really must do more to make our voices heard as an indus-
try,” Staton said. “Without your voice, without your story, [legis-
lators] are flying blind when it comes to helping the hospitality
industry weather this storm. It’s critical that hotel owners par-
ticipate in the government affairs process and play an active role
in shaping the post-COVID-19 economic landscape.”

EVALUATING THE FEDERAL RESPONSE

In March, AAHOA advocated for and praised the passage of the
CARES Act, which created the Payroll Protection Program (PPP) and
expanded the Economic Injury Disaster Loan (EIDL) program, both
administered by the Small Business Administration. The following
month, industry groups lauded the Paycheck Protection Program
and Health Care Enhancement Act, which replenished PPP funds
after they had run out within two weeks of the program’s launch.

But AAHOA and other hospitality groups - including the
American Hotel & Lodging Association, National Association of
Black Hotel Owners, Latino Hotel Association, and state lodging
associations - all stressed the need to provide more liquidity to
hotels. The industry groups would like PPP funding extended
throughyear’s end. As of May 23, the PPP had only approximately
$150 billion remaining, with the SBA having approved $511 billion
in PPP loans, according to Forbes.

AAHOA and itsindustry peers have expressed frustration with
the maximum size of PPP loans, which are limited to the lesser
of $10 million or 2.5 times a business’ average monthly payroll
costs. Increasing that limitin a future stimulus billis a priority for
the association, Shah said. Other policy goals include:
© Extending the eight-week window in which hoteliers must use

PPP funds
© Lowering the percentage of PPP funds that must go toward

payroll from its current level of 75 percent
© Pushing back the June 30 deadline to rehire workers in order

to get PPP loan forgiveness
© Shoring up the market for commercial mortgage-backed secu-

rities, which account for approximately one-third of all U.S.

lodging-industry debt, or roughly $86 billion
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© Tax credits to incentivize travel once it becomes safe

® Civil liability protection in the event that a guest or employee
contracts COVID-19

© Requiring business-interruption insurance to cover losses
stemming from government-ordered shutdowns

© Extending eligibility for PPP loans to destination marketing
organizations such as convention and visitors bureaus

“Our DMOs need those dollars because they’re small busi-
nesses just like any other,” Shah said. “It’s going to be harder
to recover if our DMOs aren’t strong, so we’re pushing that as a
travel industry priority.”

The stimulus bills have increased EIDL funding by $20 billion, an
insufficient amount given the scope of the economic downturn,
Shah said. Further, the lack of manpower at the SBA has made
applying for aid an onerous process.

“We know that a lot of members have been applying for these
programs and don’t hear back for weeks or months on end,” he
said. “In other cases, they may have gotten some portion of it, like
the $10,000 grant through the EIDL, and then they never hear back
again. That’s justafundamental flaw in the process, largely because
the volume is something that the SBA has never seen before.”

STATE AND LOCAL GOVERNMENTS

AAHOA has been engaged with state and local governments
throughout the pandemic, initially working to ensure that hotels
could stay open as essential businesses and to get them quick
access to capital. As states began to reopen in May, the team
advocated for liability protection, direct financial aid, and tax
flexibility for hoteliers.

AAHOA reached out to state and local government officials
to educate them about the critical role hotels play in providing
housing. Many low-income families and individuals rely on budget
hotels for housing, and during the pandemic, some health care
and supply chain workers began stayingin hotels to avoid bring-
ing COVID-19 home to their families.

Kate Siconolfi, AAHOA’s director of state and local govern-
ment affairs responsible primarily for the eastern U.S., said it
was important to highlight the extensive cleaning and sanitation
procedures in place at hotels.
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“In nearly every state, we were able to keep hotels deemed
essential, with restrictions,” Siconolfi said. “That was the
No. 1 thing we worked on, the top priority. It was important
for governors and state and local officials to know about the
great work your businesses are doing to make sure your doors
are open.”

AAHOA urged governors to issue disaster declarations early in
the pandemic, making their states’ small businesses eligible for
the EIDL program. Since then, however, states have been limited in
their ability to respond, with at least 14 states having suspended
their legislative sessions, Siconolfi said. Some states are consider-
ing online “virtual” sessions, while others are scheduling special
legislative sessions for later this year.

Another hurdle has been the dire financial health of states,
according to Eric Reinarman, AAHOA’s director of state and local
government affairs responsible primarily for the western U.S.
State and local governments are expecting tax revenues for the
second quarter to be down 15 percent to 20 percent. The large
budget shortfalls have many lawmakers calling for federal aid
to state and local governments - anywhere from $300 billion to
$1 trillion - in the next stimulus bill, Reinarman said.

“It’s pretty dramatic what we’re seeing in terms of revenue at
the state level,” he said.

Up to $535 billion of the $3 trillion in federally appropriated
stimulus funding has been earmarked for state and local govern-
ments, and AAHOA is working to ensure that hoteliers get their
fair slice, Reinarman said. Some battles are easier than others,
however.

Guidance from the Department of the Treasury prohibits states
from using aid to cover shortfalls in property taxes, for example,
animportantissue for hoteliers. Though AAHOA has been push-
ing to change those guidelines, Reinarman said, “It’s difficult.
It’s tough sledding.”

At least 41 states are allowing small businesses to defer tax
payments without interest through July 15 or later this summer,
and many local taxing districts are waiving late fees and penalties
on property taxes, Reinarman said. In addition, at least 23 states
have offered direct financial relief such as grants or loans to
small businesses.

“We’re seeing that you can defer your property taxes [in many
cases],” he said. “Unfortunately, we’re not seeing a great appe-
tite for forgiveness, although we’re still pushing for that. One
trend we are seeing are loan programs especially designed for
the hospitality industry, which is good. We need more of them.”

Reinarman said he was pleased to see several states enact-
ing liability shields for small businesses like hotels in the event
that a guest or employee contracts COVID-19. The bills passed
in Utah and North Carolina and that are under consideration in
many other states would protect hotels in all cases except those
of extreme negligence, he said.

“What we’re worried about is preventing a new wave of drive-by
lawsuits as states open, similar to the [Americans with Disabilities
Act lawsuits],” Reinarman said.

THE ROAD AHEAD

Staton said hoteliers and their employees are especially vul-
nerable to sharp economic downturns and public health crises
because they feel the effects first and deal with them the longest.
A virtual shutdown of air travel and the cancellation of major
events nationwide impacted hotels right away, and it likely will
be months before a frightened public can make travel plans with
confidence.

However long it takes to return to prosperity, AAHOA will be
hard at work for members, Staton said. In addition to its legislative
advocacy, AAHOA has been in constant contact with hotel brands
and online travel agencies since the start of the pandemic, seeking
the relaxation of brand standards, a reduction and postponement
of royalty fees, and lower commissions for OTAs. Every concession
helps, though the challenges facing hoteliers remain daunting.

“AAHOA has been working double time since COVID-19 began,”
Staton said. “Unfortunately, many hotels have closed during this
crisis, but AAHOA has not closed. In fact, our members need us
now more than ever, and we’re committed to working on your
behalf. We want you to know that AAHOA is here for you. We are
here to serve our members. We thank you for your engagement
and involvement.

“This is a resilient industry, you are resilient as hoteliers, and
we’re going to get through this together.” |
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@ 8-MINUTE READING TIME

ITH THE CORONAVIRUS PANDEMIC AND
the ensuing lockdowns forcing the United
States into recession, there’s no question
that 2020 will be a rough year for the indus-
try. It remainsimpossible to forecast exactly
what the economic fallout will be, but what
are the prospects for a rebound in Q3 and Q4? And what can
hoteliers do to prepare for every eventuality?

ASKING THE PROS

Economists and analysts say an economic rebound is possible,
but far from certain. Aran Ryan of Oxford Economics says the
firm has been looking at three potential models that will shape
the remainder of the year for hotels. Each model assumes a
greater or lesser impact on travel resulting from a combination
of economic and virus-related drag. The variables accounted for
include the extent to which the virus is contained, how willing
people are to travel, and the degree to which public places and
group events can resume.

“One of the key assumptions is to what extent is group travel
going to be permitted,” Ryan said. “The moderate overhang
scenario is saying group travel would be permitted, but you’ll
have this overhang.” Under the most serious of Oxford’s models,
Ryan said prolonged restrictions and a risk-averse mood among
consumers would be a significant drag on the travel industry. “In
the greater overhang scenario, you would have restrictions on
groups. Very limited group activity, many public places closed,
restaurants more limited, travelers cautious about non-essential
travel,” he said.

Hospitality data analytics firm Kalibri Labs made projections
for the potential impact of COVID-19 on the U.S. hotel industry
asawhole, using 2019 figures as a baseline for comparison. Each
forecast presumed a percentage decline in business as its starting
point, ranging from a dip of 15 percent up to a 65-percent collapse.
The projections concluded that even a 15-percent decline would

leave the industry in a negative cash flow position.

It's not a rate issue, it’s because people
are worried about their health. You
don’t want to have to be in that position
when you do come out of this to have to
deflate your rates to such a point where

you can’t get them back up.”
—DAVID EISEN, HOTSTATS
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If there’s another outbreak, the good news is that each local market has had some
experience in what to do, whereas we didn’t have that the first time around.”

“m anticipating that we may end up somewhere between
40 and 60 percent reduction in revenue, and | think that’s prob-
ably closer to 50 or 55 overall,” Kalibri Labs CEO and Co-founder
Cindy Estis Green said.

REINVENTION
Whatever the pros-
pect for recovery, the

i likelihood is hoteliers

. across the United

j ! ., States will need to

! remainvigilant against

| i ’ new outbreaks of the

v virus. In the short-to-

. i ! medium-term, hotels

will need to reinvent hospitality, at least temporarily to meet

the demands of a world enduring a pandemic. “Luxury hotels are

gonna have to literally rethink everything,” David Eisen of hotel

market analysts HotStats said. “Customer serviceis very up close

and personal, checking in on you, making sure that you’re taken
care, of whether it’s your bag, drinks at the bar.”

Thetrickis to deliver the best, most personalized service pos-
sible while being uncompromisingly vigilant on safety, sanitation,
and social distancing. “They’re talking about cleanliness in a
way that I’'ve never seen cleanliness talked about before,” Eisen
said. “Some of these protocol enhancements they’re putting in,
you’ll see disinfectant wipes in every part of the hotel. You’ll see
cleaning just amped up in general.”

—CINDY ESTIS GREEN, CEO AND CO-FOUNDER, KALIBRI LABS

Eisen said breaking even by Q4 would represent a “stellar” per-
formance. “Thefirst step is regaining demand and occupancy, but
once you do, how can you generate revenue off of that?” Eisen
cautions against dropping rates to drive bookings. “It’s not a rate
issue, it’s because people are worried about their health. You don’t
want to have to be in that position when you do come out of this
to have to deflate your rates to such a point where you can’t get
them back up.”

An effective vaccine would remove the threat entirely, but vac-
cines typically take 12 to 18 months to develop. Of course, there
is hope that the resources invested in the hunt for a vaccine could
shorten that timeline, but there are no guarantees.

BABY STEPS

Inthe absence of that silver bullet, hotels will have to walk before
they can run. Just as the federal, state, and local governments
have outlined phased plans for the economy reopening, hotels
will resume normal operations step by step. At each phase, falling
case numbers and growing public confidence will allow hoteliers
to scale back on some of the cautionary measures, moving toward
a sense of “normality.”

Of course, the possibility of a second wave of COVID-19 will cast
ashadow overtheindustry until a vaccineis available or evidence
appears to suggest the virus has run its course. It’s almost certain
there will be localized outbreaks at least, perhaps even in places
that were not affected in the first wave. A resurgence of the virus
would lengthen the road to recovery, depending on the severity
and geographical spread of a second wave.

Promote SOCIAL-
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However, at least hoteliers won’t be caught off guard. “If there’s
another outbreak, the good news is that each local market has
had some experience in what to do, whereas we didn’t have that
the first time around,” Estis Green said.

If emergency plans are not already in place, that needs to be
a priority. “What to do if they need to shut down in a hurry. What
to do with the staff. How to notify anyone who has reservations
for the upcoming three months,” she said.

DIFFERENT PACES

OF AREBOUND

Another factor limiting a
rebound could be the extent
to which leisure travel is damp-
ened, and not only by risk aver-
sion. “I don’t think there’s a lot of
discretionary income available
right now,” Eisen said. “We’re
seeing a lot of people who have
been furloughed, or have lost
their jobs outright.”

Any economic recovery will be uneven in pace and intensity,
not just geographically but potentially from one hotel to another.
Regions and localities that experienced few cases of COVID-19
are placed to rebound faster. Confidence will return more quickly
in those places, and group business will resume sooner, even if
only tentatively. The areas worst affected, and especially New
York City, will face a slower path back. “I think the economicdrag
is going to be holding everyone back,” Ryan said. “But the virus-
related drag will probably feel very specific to different regions.”

Some categories of property will also fare better than others.
Changesin travel preferences and patterns will help some proper-
ties and hinder others. Airport hotels will be affected if traveler
confidence in air travel remains depressed. On the other hand,
hotels near highways could benefit from an uptick in road trips
and people driving for business.

DISTANCING

\

|

Explore a variety of Sneeze Guard options to
best fit your hotel and promote guest safety.

Fortunes also may vary depending on size and scope of service,
Estis Green said. “I think some of the limited-service or select-ser-
vice hotels will fare better, and their business will bounce back
more quickly than some of the bigger hotels with a lot of meeting
space who do a lot in corporate accounts,” she said, adding that
she believes the profile of AAHOA Member properties will tend to
fare better, leaning toward more select service, secondary and
tertiary markets and with more emphasis on local and regional
business. “The big ones with a lot of meeting space are going to
have a much a deeper reduction for 2020 and a longer recovery
cycle,” she said.

Arelated factor is the distinction between the recovery of cor-
porate accounts and revenue from more local firms. Estis Green
expects many global or national companies will be cautious about
getting their business travelers back out on the road. “They don’t
want their travelers going out and getting sick, and they’ve taken
a big economic hit in many industries, so they’re trying to cut
costs,” she said. Having adjusted to working remotely for several
months, some people may also be reluctant about resuming a
hectic travel schedule.

Limitations on meetings will be a particular pain point for larger
properties, depending on what proportion of their revenue comes
from events. “There will be restrictions on gatherings of more than
30 people or more than 50 people or more than 100 or whatever,”
Estis Green said. In contrast, smaller and medium-sized compa-
nies with more streamlined organizational structures may be
nimble enough to spring back with booking rooms and meetings.

Uncertainty is probably the only thing that hotel owners can
count on for the remainder of 2020, and the industry needs to
prepare for every eventuality. “Some people are approaching
it where as a team, we need to plan for a situation where we’re
closed, a situation where we have 25 percent of the business we
had last year, and a situation where we had 50 percent of the
business we had last year,” Ryan said. “And then, maybe one with
75 percent of the business of last year. | think that’s a reasonable
way of trying to think ahead.” |



http://SHUTTERSTOCK.COM
http://hotelsigns.com
http://hotelsigns.com

FINANCE

Thepost-COVID-19 financial
impact of reopening the economy

by RUSHI SHAH

HESE REMAIN UNPRECEDENTED
times. Our world has suffered a
25-standard deviation, or what’s
more commonly known as a black
swan event. We are witnessing levels well
outside any previous economic model’s
scope. To put thisin perspective, most risk
models predict a 10-standard deviation
event. During a black swan event, there
is typically a total loss of revenue. When
standard deviations widen this much, it
exacerbates valuation declines in multiples
ofthe overall GDP’s decline, mainly due to
leverage. And wherever there is leverage,
there will be pain. As a result, as a lever-
aged asset, hotels, and all other real estate
must brace for impact.
Banks, lenders, bond holders, and
other capital sources that provide debt
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have a limited threshold for pain. They
have agreed to returns of 4 to 6 percent
and cannot accommodate months and
months of non-payment. While many of
these lenders empathize with hotel own-
ers’ extraordinary predicament and may
be willing to grant 90 to 180 days of for-
bearance or payment deferrals, they must
actin the best interest of their investors
and shareholders. As a result, when it
comes to offering further borrower relief,
their hands are tied. Debt providers must
do what is needed to trim their risk posi-
tions and shift the risk back to where it
belongs, e.g., the original equity owners.
Keeping all of this in mind, hotel owners
can expect debt markets to continue to
place pressure on them to either stay cur-
rent on their mortgages or give back their

assets once the temporary demand shift
has been righted.

By definition, hotels are assets backed
by overnight leases. Historically, hotels
have been valued with an 8 percent capi-
talization rate on a trailing 12 net operat-
ing income. The market supported this
type of valuation metric due to a massive
appetite for yield. In the quest for yield,
hotel investors were willing to discount
the negative effects of overnight leases.
Looking forward, in the medium term
there will be a process of price discovery.
In the long run, hotel valuations are likely
to bounce back. Valuations may not return
to previous levels, however, because the
market will likely need to assign a higher
premium for the risk for a hotel asset. This
will translate into a higher cap rate. In other
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Decision-making will be easier and
strategy clearer for hotel owners who
address their situation with rational

thinking, a risk-return mindset and

pragmatic approach, and who do no
allow emotion to cloud good judg

words, hotel values will continue to suffer
the consequences of COVID-19 for quite
some time.

Looking ahead, we can also expect
debt markets, including both recourse
and non-recourse lenders, to view hotels
through a more conservative lens. As we
enter recovery mode, debt yield, which is
measured as Net Operating Income (NOI)
as a percentage of the loan amount, will
be higher for hotel lenders and leverage
on a typical hotel asset will be lower than
pre-pandemic levels.

CURRENT MARKET AND
FINANCING TRENDS

We expect Commercial Mortgage Backed
Securities (CMBS) markets will start origi-
nating new hotel loans sometime in 2021.
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Debt funds will also be back around the
same time frame. The banks and other
recourse lenders are likely to only lend
on hotels with compelling borrowers with
whom they already have a relationship. In
the nearer term, hotels will be financed
between 50 and 60 percent of the value
at rates between 9 to 12-percent annu-
ally, using funds from hard money lenders
or capital from lenders that don’t rely on
leverage to fund their loans. These will be
lenders of last resort.

Rescue capital financing will bein critical
demand for the foreseeable future. Most
rescue capital lenders require well-located
and lower-leveraged assets and are willing
to lend six to nine months of debt service,
tax and insurance escrow, and any oper-
ating shortfall. This relief comes at a high

@ 8-MINUTE READING TIME

15-percent interest rate with terms that
make it easy for the lender to take over
the asset if there is any event of default.

Another major market trend is a surge
in note-buying opportunities. Based on
their risk models, lenders are scrambling
to sell loans most likely to default later
at a discount to par value now, while the
loans are still performing. Although no one
knows for sure when or which hotels will
recover, as we move furtherinto the future
and those hotels move further down the
default path, lenders realize that today’s 85
centson adollardiscounted pricing could
plummetto only 60 cents or even 50 cents
onadollar. Thereis roughly $350 billion of
capital set aside to take advantage of note-
buying opportunities. Most of this capital
remains sitting on the sidelines waiting to
see which loans will perform and which
ones will default.

DECISIONS HOTEL OWNERS WILL
NEED TO MAKE

As hotel owners navigate the next phase of
recovery, they will have a lot of tough deci-
sions to make. Non-recourse borrowers
will have to decide if they want to defend
their assets or give them up. One clarifying
question borrowers can ask themselvesiis,
“Do | believe in my asset in the long run?”
If the answer to this question is yes, then
it is imperative that the owner does what
it takes to continue to satisfy the loan.
That may include putting out a capital
call to any partners who have previously
cashed out of these properties. Another
strategy may be finding rescue capital.
Owners should tread cautiously, however,
asresorting to rescue capital may be as the
old adage says, throwing good money after
bad. This is a decision that hotel owners
should think about carefully.

GOVERNMENT RELIEF PROGRAMS

The federal government and the federal
reserve have stepped in and offered
unprecedented policy intervention during
these times. We continue to see the Small
Business Administration (SBA) as a strong,
viable lender and both the SBA7(a) and 504
programs remain active. Because these
programs require lenders to share some of
the risk with the government, banks and
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FINANCE

other SBA lenders are currently skittish
about lending to hotel assets. We expect
SBA lending will open once banks emerge
from processing the highly administrative
Paycheck Protection Program (PPP).
Thereis anew program from the federal
reserve that may prove to be the hospi-
tality industry’s saving grace. Known as
the Main Street Lending Program (MLSP),
the supplemental program provides par-
ticipating banks a 95-percent backstop

AA

As hotel owners navigate the next phase of recovery,
they will have a lot of tough decisions to make.”

on new loan originations. Loans are full
recourse with a 4-year term and rates
from 3 to 4 percent. Early guidance sug-
gests underwriting will be based on 2019
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earnings before interest, taxes, deprecia-
tion, and amortization (EBITDA). Like most
other government programs, however,
the guidelines remain loose and it is still
very much awork in progress. Most banks
expect this program will be operational by
early summer.

Hotel owners are dealing with a tremen-
dous amount of anxiety as they navigate
these ongoing and significant economic
obstacles. But as society has done in
the past, we will get through these dark
times and find the proverbial light at the
end of the tunnel. Decision-making will
be easier and strategy clearer for hotel
owners who address their situation with
rational thinking, a risk-return mindset
and pragmatic approach, and who do not
allow emotion to cloud good judgement.
Just like other entrepreneurs, hotel owners
may find themselves progressing through
psychological stages as they evaluate their
situation and course of action. Those that
avoid stalling in denial and instead move
quickly to acceptance are likely to be most
productive. Hotel owners also do not have
to go through this alone. There are a tre-
mendous number of resources, including
experts in tune with market condition
developments, who are ready to help with
prognosis and solutions. |

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

by ALFREDO ORTIZ
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UST A FEW MONTHS AGO,

small business was booming.

Unemployment was at historic lows

and the economy was humming.
Andersonville, a historic neighborhood in
Chicago, reported that in early March their
storefronts were 94 percent full. Like other
towns, this dynamic neighborhood thrives
because of small businesses. It is represen-
tative of the larger business community in
the United States and the success many
were feeling at the start of the year.

But then the new coronavirus struck.
Businesses were forced to shut down via
government edict and tens of millions
of Americans were laid off in a matter of
weeks. Small businesses were particu-
larly susceptible because of their thin
budget margins.

Thankfully, the government worked
quickly to extend a lifeline to assist
small businesses through the economic
uncertainty.

PROTECTION AND RELIEF

The Paycheck Protection Program (PPP)
was the centerpiece of relief. As part of
the CARES Act and additional funding later
on, hundreds of billions of dollars were
distributed to small business ownersin the
form of forgivable loans. The relief helped
mom-and-pop shops stay afloat, while also
keeping their employees on the payroll.
With unemployment spiking, these loans -
even with the program’s complications in
the early stages - kept Main Street alive.

I have spoken to many small business
owners who are grateful to the current
administration and Congress for launching
the program. Many of our members shared
stories about how the funding enabled
them to keep their doors open.

Take Dr. Chris Stansbury, a partner at
West Virginia Eye Consultants. He said
even as patient trafficand income slowed
across their seven offices, the PPP funding
allowed him and his partners to continue
to pay rent and utilities while also keeping
staff employed. Chris later shared his story
with President Trump at the White House.

Another member, Kalena Bruce, co-owns a
small business called Integrity Squared CPAs
with her sister, and she also helps run her
family’s farm in Missouri. Both businesses
experienced financial loss after the virus hit.
Thankfully, with the PPP funding, she did
not have to lay off employees who had been
working for her family for more than 20 years.
Furthermore, like all businesses, the bills
didn’t stop coming. This relief from the gov-
ernment has provided a short-term solution
to keep her family’s businesses running.

The list of beneficiaries goes on and
on. Millions of small businesses received
a lifeline through the PPP. But Main Street
needs our continued support. We’re not
out of the woods yet.

ONGOING SUPPORT IS CRUCIAL

As local governments allow businesses
to reopen, we will begin to understand -
and come to terms with - our new nor-
mal. Consumers may be hesitant about
frequenting crowded businesses and social
distancing behavior will likely extend
beyond the pandemic. Additionally, those
who had planned to travel in the summer
might be postponing their trips. With lock-
downsin place since early March, itis hard
to estimate how summer businesses will
fare this year.

In the past few months, air travel has
changed drastically. According to Cirium,
a travel industry firm, 60 percent of
worldwide commercial airline fleets were
grounded. As restrictions are lifted, peo-
ple might still feel uneasy about boarding
a plane. After the events of 9/11, it took
about six years for the airline industry to
fully regain its balance.

While many people are eager to visit
their favorite destinations, government
restrictions might keep them from doing
so. Moreover, those who look to hotels
and resorts for summer jobs might strug-
gle to find employment this summer.
Past Bureau of Labor Statistics data has
shown that in July, hotels typically hire
more than 125,000 more people than the
prior December.

@ 4.5-MINUTE READING TIME
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Millions of small
businesses received a
lifeline through the PPP.
But Main Street needs
our continued support.
We’re not out of the
woods yet.”

THE NEW SUMMERTIME

This summer looks different from those
of the past. Specifically, it has been a
grave adjustment for entrepreneurs who
rely on the warm summer months and
increased tourism to run their business.
Family-owned businesses, like Keansburg
Amusement Park in New Jersey, will
require time before they get back to nor-
mal business operations.

Additionally, many students depend
on summer jobs or internships to earn
some extra cash. Because of COVID-19,
83 percent of businesses reported they
had to change their summer internship
programs; more than 22 percent had to
revoke internships all together. Summer
jobs provide a necessary steppingstone
foryounger Americans to a future career.
While some will be able to complete
their work virtually, others will miss out
on improving their skills and earning
anincome.

The pandemic taught us very quickly
that the future is unpredictable. While we
are stilluncertain about what the months
ahead have in store, the fact remains:
When small businesses thrive, America
thrives. Policymakers and individuals
must do everything they can to ensure
they weather the economic storm. Every
American depends on them. |

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

Nation works together to overcome
unprecedented challenges |

by ASIF LAKHANI

HE COVID-19 PANDEMIC BROUGHT UNPRECEDENTED LEVELS OF TURMOIL

to the hospitality, travel, and tourism industries throughout the U.S., and hote-

liers are feeling it bad. With no conventions, group meetings, or leisure travel

taking place in the past few months, 645 U.S. submarkets showed a 100-percent
decline in RevPAR in mid-April, according to data from STR.

While the situation is bleak, the industry still has some life: One in three economy-class
rooms in the U.S. were still being sold in April, per STR. While better than nothing,
the 33-percent occupancy rate falls far short of what hoteliers need to survive an
economic downturn.

This column regularly details what tourism and travel bureaus in a specific city are
doingin order to help hoteliers thrive in ordinary circumstances. Of course, the world as
we knew it as recently as six months ago may never come back, but that doesn’t mean it
has stopped completely. Necessity breeds innovation, and right now, tourism and travel
bureaus across the U.S. are doing all they can to help hoteliers in ways big and small.

. Practically every tourism or travel bureau across the country has a page of dedicated

N@C@SSlty breeds resources directing people to local hotels that are open, restaurants offering takeout,

m novation, a nd rlght virtual tours .of its museums end iceonic plaeee, and o’eher ways t.o participate .in relief

. efforts. In a time of physical distancing, social interactions can still happen online, and

now, tourism a nd travel itisthe responsibility of these gatekeeping institutions to serve their communities in
tailor-made ways based on what makes each of them unique.

burea.US across the UsS. The Explore Asheville Convention & Visitors Bureau also collaborated with a local

are doi ng a [ th ey Can O hotelassociation to spearhead the development of the Buncombe County Tourism Jobs

; ; ; Recovery Fund, where $5 million in grants will be used to help businesses reopen after

help hOtellerS n vvays blg shutdown. Applications for the fund were being accepted in late May. Local businesses

and small. and nonprofits that provide a “direct visitor experience” are eligible for grants of up to
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$50,000 to help with recovery, according
to ACVB website.

Furthermore, the city has established
the Asheville Pledge in which the safety of
the community, visitors, and workers are
the top priority. Doing so communicates
a unified, understood way of operating in
accordance with public health guidelines
as restrictions are eased on the path to
full recovery. Lastly, with some strategic
planning, Explore Asheville was able to
put some of its marketing campaigns on
hold at the start of the pandemic and plans
to use the millions of dollars it saved as a
catalyst to kickstart tourism ad spending
when the timeis right.

“The challenge is when to invite people
back to town because they may be com-
ing from hot spot locations,” Brown said.
She wasn’t speaking on behalf of hoteliers
across the U.S., but she certainly could
have been.

Elsewhere in the country, hoteliers are
filing for federal Paycheck Protection
Program (PPP) loans to minimal success
rates. Multiple outlets report that just
9 percent of PPP funds went to hotels
despite hospitality being one of the hard-
est-hit industries in the entire country.
Those who have been fortunate to receive
funds from the assistance program were
having a hard time using it against the
word of the law, which before the PPP
Flexibility Act was signed into law, said
75 percent of the money received must
be used to cover payroll and the rest put
toward things such as debt services in
order for the loan to be forgiven. On aver-
age, however, payroll accounts for far less
of a hotel’s operating budget compared to
the goods and services it offers, according
to areport by Yahoo Finance. In early June,
the PPP Flexibility Act changed many
terms of the loan program, which is help-
ing hoteliers around the country. AAHOA
applauds the efforts of AAHOA Members
and leadership for their tireless efforts
to encourage the implementation of the
critical legislation that will significantly
improve the way hoteliers are able to seek
PPP loan forgiveness, restrictions related
to non-payroll expenses, access to payroll
tax deferment, and more. |

@ 5-MINUTE READING TIME
Highlighted in February’s City Spotlight column, Visit
Sacramento recently launched a new podcast on its website
featuring conversations with local hospitality professionals
and experts. Future episodes are slated to include hoteliers in
California’s capital city who are preparing to reopen after being SAC R A M E N T U
temporarily closed.
California was also the first state in the country to commit to the Project
Roomkey initiative in which the homeless are offered free hotel rooms and
meals to help slow the spread of the pandemic. Thousands of hotel rooms
across the state are being used for the Project Roomkey relief effort. FEMA
has agreed to cover 75 percent of the cost-share to make it work.

Visit Detroit has created a public Facebook group for tourism
and hospitality professionals to gain access to unemployment DETROIT
resources, new job postings, and municipal initiatives that

Csnited Heatos——

have been developed in response to COVID-19.

Catch Des Moines, whose swift and strategic marketing
campaigns were covered in the May issue of Today’s Hotelier,
recently unveiled its next resource to help hoteliers: “Buy Now,
Visit Later” hotel bonds. As of mid-May, current residents of and
future visitors to lowa’s capital city can make a $100 investment
in a local hotel bond that will mature to $150 within 60 days.
The credit can be used toward a future stay at one of the nearly
30 hotels participating in the program.

In the desert, Visit Phoenix organized a task force aligning
resort and hotel team managers with member properties to
help them execute administrative tasks such as rebooking
meetings, sharing operational updates, and more. The goal is
for hotels and resorts to use the Task Force “as an extension
of their team.” Visit Phoenix is also selling “Together We Rise”
T-shirts on its website and donating the proceeds to Another Round
Another Rally, a nonprofit organization established to help hospitality
employees endure financial hardship.

Located in the mountains of western North Carolina, Asheville
has emerged as one of the hottest travel destinations in the
Southeast in the past few years. The city also had the strictest
lockdown restrictions in the entire state during the early stages
of the COVID-19 pandemic. For example, only every other hotel
room could be used. Fortunately, the pandemic struck during a
lullin travel to the city, Explore Asheville President & CEO Stephanie Pace
Brown said. In response, Explore Asheville approached the Buncombe
County about creating a Business Response Plan and was given an
opportunity to be part of the discussions on behalf of the tourism and
hospitality industry in the area. The benefits included fair representation
in the relief efforts and the ability to quickly disseminate information to
impacted businesses via comprehensive webinars and toolkits.

DOM STOCK/SHUTTERSTOCK.COM, KURSAT UNSAL/SHUTTERSTOCK.COM
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OPERATIONS

Becoming sensory

friendly during COVID-19

How investing in accessibility now can pay off in the long run

by AUDREY COBLE

HIS IS AN UNPRECEDENTED

time in global history. The mar-

ket for travel reached an all-time

low, and the future feels incred-
ibly uncertain. But this pandemic has also
proven to be the perfect opportunity to
reflect and re-learn how to care for our
communities, and how to connect with
one another when things are difficult
and stressful.

Serving and caring for guestsis the heart
of the hospitality industry. Though busi-
ness is likely slow right now, this could be
the perfect time for you to rethink your
approach to how you attract and serve
your guests.

By investing in the ability to serve a
greater number of guests, use this time to
learn how to tap into a brand new market,
helping you rebound faster as the appetite
for travel gets stronger.

THE NEED FOR ACCESSIBLE HOTELS
AND HOW YOU CAN BENEFIT
Onein every six Americans is affected by a
sensory disorder. And sensory sensitivity
canbean aspect of other common disabili-
ties as well: Sensory Processing Disorder,
autism, dementia, PTSD, ADHD, and more
can all have sensory components.
According to Open Doors Organization
(ODO), a non-profit dedicated to accessible

tourism and travel, the accessible travel
market is growing by 22 percent per year,
every year.

In 2015, ODO estimates people with
disabilities spent $17.3 billion on nearly
37 million trips for business and leisure.
Additionally, because disabled people
usually travel with families, companions,
or partners, the real economic impact is
even higher.

In the same study, ODO reports 76 per-
cent of disabled travelers stay in hotels
during at least one of their yearly trips,

AA

Serving and caring for guests is the heart of the hospitality industry. Though
business is likely slow right now, this could be the perfect time for you to
rethink your approach to how you attract and serve your guests.”

An Exclusive Opportunity for AAHOA Members

AAHOA, in partnership with Sensory City, is
offering AAHOA Members who are interested
in Sensory Awareness Training an exclusive
20-percent discount to earn their certification.
The training teaches hoteliers and their staff
how to best accommodate those with invisible
disabilities, how to increase awareness with

MAGIC PICTURES/SHUTTERSTOCK.COM
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bit.ly/AAHOASensoryCity.

respect to sensory processing disorders,
and how to reduce stigma and judgment —
yielding a less stressful and more comfortable
experience for all. Use the code AAHOA20 at
checkout to claim this discount. Learn more at
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Publicizing all the ways
you’ve worked hard to
make your business
sensory friendly is the
only way that guests will
learn about what you
can offer and decide to
stay with you.”

despite nearly half of them experiencing
difficulties staying at hotels.

ODO does not break their statistics down
based on the type of disability the partici-
pants experience. But, it’s safe to assume
that a number of these people deal with
sensory sensitivity.

That number doesn’t even count adults
and families who don’t travel due to sen-
sory issues.

AFamily Travel Association and IBCCES
study showed that 87 percent of families
with one or more autistic children don’t
take family vacations at all due to lack of
accommodation, and 89 percent of fami-
lies with autism are not satisfied with cur-
rent autism-friendly travel options.

However, 93 percent of parents surveyed
responded they would be more inclined
to travel if autism-certified options were
available.

Based on these numbers, Boston-based
non-profit Sensory City estimates the
potential revenue from tappinginto these
markets could start at $4 billion.

LOOKING AHEAD

Onceyou’ve done the hard work of shifting
your expectations and approach toward
serving disabled travelers, then it’s time
to look at physical accommodations that
can help setyou apart from your competi-
tors, too.

Forexample, Sensory City offers virtual
“sensory suite” consultations for build-
ing sensory-friendly spaces. The custom
consultation covers lighting, sound, and

@ 8-MINUTE READING TIME

SETTING YOURSELF UP FOR SUCCESS

Here’s what you can work on as we head toward recovery to better your chances

of coming back even stronger than before.

© Update your employee handbook: Build your commitment to accessibility

rightinto the employee conduct guidelines of your business. Consider adding a
section inyour handbook that describes how to approach assisting guests with
invisible disabilities. For example, you might create a “call list” of staff members
who are familiar with de-escalation strategies for sensory meltdowns, encour-
age front desk staff to offer/use simple communication boards with nonverbal
guests, or prompt staff to offer extra blankets, sheets, and towels to families
traveling with sensory-sensitive children.

© Participate in a staff training: You might not have a complete staff right now,
but your core team could still benefit from taking an industry-specific staff
training. Sensory City, for example, offers a 100-percent virtual online train-
ing to help staff learn what challenging sensory issues look like, how best to
communicate with people who have invisible disabilities, and de-escalation
strategies for sensory meltdowns. Your team members may appreciate the
professional development opportunity (and the distraction from COVID-19).
Once you have the capacity to re-hire again, you’ll have a trusted team to lead
the way to an improved experience for disabled guests.

© Create a sign or a notice letting guests know what amenities you offer:
Granted, this one can’t take place until you’ve got your accommodations in order.
But, once you’re confident you can provide accommodations for travelers with
sensory issues, let people know! Publicizing all the ways you’ve worked hard
to make your business sensory friendly is the only way that guests will learn
aboutwhat you can offer and decide to stay with you. You might even consider
adding an “accessibility” page to your website that lets guests know what sets

your location apart from your competitors’.

furniture choices, along with other cen-
tral considerations when building a sen-
sory-friendly calming room. (Check out
the Calming Room that Kalahari Resorts
& Conventionsjustinstalled, forinstance.)

You could consider introducing sen-
sory-friendly items like weighted blankets,
earplugs, fidget toys, noise-cancelling
headphones or white noise machines, or
carrying a selection of snacks free of com-
mon allergens and restrictions like dairy,
gluten, soy, and sugar.

This is a difficult and strange time for
everyone, but you can still make the best
of it. Revisit your business’s mission and

reflect on how you can take this time to
do things differently and more inclusive.
Investing now in strategies to better care for
underserved guests means setting yourself
up for a quicker recovery and setting your-
self apart from your competition. |

Audrey Coble is the content strategist
for Sensory City, a Boston-based
nonprofit with a mission to promote
accessibility in the hospitality industry
and beyond. Audrey has worked in
hospitality since 2016 and graduated
from CUNY in 2019 with a M.A. in
Disability Studies.
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TECHNOLOGY

Three Cs to consider while
preparing for the ‘new normal’

Implementing hotel technologies today that facilitate
Communication, Cleanliness, and a Contactless
experience will ensure a healthy tomorrow

by GREGG HOPKINS
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T’S NO SECRET THE HOSPITALITY

industryis among the hardest hit eco-

nomically due to the COVID-19 pan-

demic. Although operators will argue
revenues are down so they can’t afford
to invest, now - when occupancy is still
relatively low - is an excellent opportu-
nity to prepare for the “new normal” and
ensure your property is competitive and
meeting the needs of guests as travel
resumes. There are three Cs to consider
during your planning.

COMMUNICATIONS

If this pandemic taught hotel opera-
tors anything, it’s real-time communica-
tion with employees is critical, especially
when business halts and workers are put

on furlough. Most people manning the
frontlines don’t have a company email
address, and although human resources
may have an updated physical address,
phone numbers or personal emails may
not be accurate. Forget about phone call-
ing. It’s time-consuming and connecting
is random. The only way to truly remain
engaged with employees - keeping them
updated on new policies and rehiring
plans - is to implement an employee
communication platform. Here is why
it’simportant...

COMMUNICATION =

BETTER RETENTION

There is no guarantee as hotels reopen
that employees will return. How well
an employer communicated during the
shutdown will determine if an employee
wants to come back. If an operator closed
its doors and said, “See you later,” chances
are high that management will probably
have a lot of rehiring to do - and that costs
money. Putting a mobile-first communica-
tion plan in place will enable hoteliers to
reach every single employee regardless of
theirjob position, and it will go a long way
toward building loyalty. Some technology
providers are offering free roll-out of their
solution for a limited time. With this type
of financial assistance available, hoteliers
can get the tools they need today to be
successful tomorrow.

SAFETY-FIRST MINDSET
While real-time communication is essen-
tial, operators also should do everything
they can today to keep workers safe as they
return. That includes adding employee
safety devices or panic buttons thatenable
service workers to call for help during an
emergency. Whether a housekeeper is in
danger of sexual assault or aroom-service
attendant discovers a guest is in medical
distress, investing in safety alert technolo-
gies speaks volumes toward a company’s
integrity and the empathy it shows to
employees. If given the choice to work at
a hotel with panic buttons or without, my
guess is safety will win hands down.
Therealsois a huge social responsibility
component to employee safety. By the end
0f 2020, more than 60 hotel companies rep-
resenting 20,000 properties have pledged

@ 9-MINUTE READING TIME

to add employee safety devices through
their commitment to the American Hotel
& Lodging Association’s 5-Star Promise
initiative. While participation is volun-
tary, legislation in New York, New Jersey,
Miami, Illinois, Washington, Las Vegas,
and California is mandating implementa-
tion. Help is available to offset the costs
associated with these safety installations.
Here again, hoteliers wanting to step up
their safety protocols can receive several
months of free service with deferred pay-
ment terms if they sign up soon.

When workers are equipped with panic
buttons, it does much more than just deter
crime; it stops negative reviews from pop-
pingup, itaddsintegrity to the brand/prop-
erty, and it makes the hospitality industry
stronger overall.

CLEANLINESS PROGRAMS

Most of the major brands and
organizations have already published
standards for cleanliness post-COVID19.
As part of this effort, it is important that
hotels document their compliance with
these programs and provide guidance
to their staff in performing the program.
Technology can play a role in meeting
these new standards.

OPS MANAGEMENT

Operations management technology,
for example, providing housekeep-
ers with checklists to complete tasks
while cleaning a guestroom or public
area, isanideal way to ensure that each
space is sanitized. Task information is
stored in the system to provide manage-
ment with records that the process has
been completed and which employee
completed it. Al solutions like this can
reduce the amount of direct employee
communication with guests by direct-
ing service requests via text message
to the appropriate department. “Fee
per occupied room” models are now
available to assist hotels in the recovery.
The more assurances a hotel can give
travelers that its facilities are virus free
and thatreduce contact with employees
or other guests will put us on a faster
track to recovery.

Which leads me to our final C...
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Whether a housekeeper is in danger of sexual assault or a room-service
attendant discovers a guest is in medical distress, investing in safety
alert technologies speaks volumes toward a company’s integrity and the
empathy it shows to employees.”

CONTACTLESS

CUSTOMER JOURNEY

As doors reopen, hoteliers have a new
opportunity to remarket themselves.
Travelers will return and it’s more impor-
tantnow than ever before that hotels cap-
ture market share. If a hotel struggled to
compete prior to this pandemic, now is a
great time to emerge even stronger than
the competition. Adding new technologies
that provide guests with a “contactless”
experience will increase satisfaction and
add differentiation in the market.

VOICE TECH

Consider voice technology: There is no
better time to implement a voice-enabled
communications platform than today.
During this time of quarantine, people
have become even more reliant on smart
speakers with voice assistants to give them
the information they need on voice com-
mand. Research from Omdia shows thatin
first quarter of 2020 alone, 300,000 more
smart speakers shipped to consumers in
North America over the same period last
year. With smart speakers becoming part
of people’s daily routines, it’s important
hoteliers embrace voice technology.

CLEAN TECH

There also is a cleanliness component
here. As travel resumes, hotel guests are
not going to want to touch in-room ther-
mostats, telephones, TVs and remotes,
HVAC systems, bedside alarm clocks,
etc. They would rather just speak com-
mands as they did at home to control the
environment by saying things like “Alexa,
turn on the TV and turn off the lights,”
or “Hey Google, close the drapes, lower
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the thermostat, and ask the hotel to
set a wake-up call for 6 a.m.” Financial
assistance is available from suppliers in
the voice arena as well. Hotels that add
conversation-management software
in the second quarter will not need to
make payments until 2021. Key to iden-
tifying the best voice technology partner
is finding one with multiple integration
partnerships with IPTV, room control,
energy-management, staff alert, and
work-order management systems. When
properly implemented, voice assistants
will become powerful and highly secure
business tools that boost operational effi-
ciencies, influence guests’ behaviors, and
drive much-needed revenue.

CONSIDERING REVENUE

One of the best ways to slash costs and
operate leaner in the days ahead is to
implement smart energy-management
systems that reduce energy consump-
tion when rooms are unoccupied. Energy
consumption is a hotel’s most significant
operational cost, comprising as much
as 60 percent of utility expenditures.
Implementing smart EMSs will not only
reduce costs, butitalso willimprove over-
all guest experiences.

Some smart solutions use machine
learning to continuously analyze the
data collected from sensors, historical
thermodynamics, and local weather pat-
terns to optimize energy consumption in
real-time, all year round. The ROI gener-
ated from some systems is so significant
thatfinancial returns can be realized in 12
to 24 months. In some cases, adding an
EMS can even increase the resale value of
a hotel. With such cost-saving potential,
smart HVAC technology simply cannot be
overlooked by hotel operators.

Let’s not forget the contactless applica-
tion of EMS. Most smart energy solutions
feature a mobile app that enables guests
to control room temperatures from their
personal smartphones. So, in addition to
cutting costs post-pandemic, hoteliers can
increase occupancy by appealing to guests
who want an experience that is high tech,
not high touch.

START NOW
Using downtime to add new solutions like
theseistheideal time because thereisno
disruption to service - rooms aren’t taken
out of inventory and guests don’t need
to deal with potential construction noise.
More importantly, satisfied guests will lead
to an increase in positive online reviews.
Any technology that will help lower
operating costs and drive crucial revenue
through guest purchases should be consid-
ered and rolled out today while occupancy
is low. Following these three Cs will provide
the guidance operators need to prepare for
the “new normal.” |

Gregg Hopkins is Senior

Managing Director, Business

Development and Marketing

for PROVision Partners. Over

the past 40+ years, Hopkins

’ has served as a committee

member of select industry associations and

a member of various boards of advisors and

hospitality technology organizations.
Founded by industry veterans in 2019,

PROVision Partners provides its clients

with real-world insights on revenue growth

strategies, transformation program

implementations, technology and distribution

solutions, and go-to-market capabilities

on global scale. For additional information,

please visit www.provision-partners.com.
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MARKETING

OU’VE SPENT MONTHS,

years, and maybe even decades
developing a brand that gets you
noticed, differentiates you from

your competitors, makes people desire
your services, and ultimately allows you
to charge more money for your offering.
Despite the current challenges that have
unfolded due to COVID-19, now is not
the time to stop adhering to your brand
standards. In fact, you should now dou-
ble down on your commitment to your
brand. More than ever, people are look-
ing for dependability, stability, and safety,
which presents an opportunity to let your
brand shine. How, you may ask? Here are a
few key learnings thatyou and your brand
can begin toimplementinto your branding
and marketing strategies moving forward.

m DO NOT ABANDON
YOUR BRAND.

No matter how crazy things get, do not
deviate from your brand. Times like these
are exactly why brands exist: consistency
and trust. For a great example of this, we
can look to the cruise industry. Although
many cruise ships were docked at sea as
travelrestrictions were placed in the begin-
ning of COVID-19, they still managed to find
a way to keep up with engaging content
and leverage user-generated images. This
strategy allowed them to remain relevant
inamoment there was no movementin the
industry. In their social media strategies,
cruise lines understood what platforms
their audiences were most receptive to
and they prioritized these avenues. During
the peak of COVID-19 and still now as we
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The top three marketing

and branding lessons we
learned from COVID-19

by MARK NATALE

work through recovery, hotels and travel
destinations may not yet have a set date as
to when travelers will be able to plan their
next trip, but it’s critical that they make
sure that when it does happen, they are
just as ready as they were before. Ahead,
you’ll find specific examples on how to
do just that.

m SHARE PRACTICAL

CONTENT TO REMAIN ENGAGED
WITH YOUR FOLLOWERS AND
LOYAL GUESTS.

One way to continue that level of com-
munication is through your e-newsletters.
Instead of halting your efforts, hotels can
craft lifestyle content such as sharing lists
of movies to watch, recipes that guests
can recreate at home, at-home spa tips,
and interactive family focused activities,
among other topics. These informative
newsletters can be shared on a weekly or
bi-weekly basis so subscribers can associ-
ateyour brand as an informative resource.
Asyou begin to grow retention, subscribers
will begin to keep you top of mind and it
will be much easier to segue into the nor-
mal pace of scheduled promotions.

m AVOID EMPHASIZING

SALES AND FOCUS ON THE WELL-
BEING OF YOUR CUSTOMERS.

This ties into being mindful of the current
situation, as millions of Americans, and
perhaps many of your own employees,
have been laid off and continue to seek
unemployment benefits. It’s not about
selling during a crisis, but it is about posi-
tioning yourself as a resource. People
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are going to be cautious but also hungry
for experiences after the long period of
staying at home. As you near a reopening
date, hospitality brands specifically can
further communicate their flexible can-
cellation policies and rigorous sanitation
procedures to bring a sense of comfort to
their customers.

It has been impactful to see how com-
munities, organizations, and hotels have
come together to provide for those in
need. The hospitality sector has been hit
tremendously hard by the pandemic, and
as we prepare and resume operations
and welcoming guests to our establish-
ments, we can continue to move forward
by implementing these practices through
our strategies. Remaining engaged with
your followers and customers goes beyond
the typical follow-up calls; it’s about genu-
inely being there for them during moments
like these that can make all the difference.
Brand your personal protective equip-
ment, keep your brand tone of voice, and
ensure that your brand promise is being
delivered in everything you do. |

Mark Natale is the chief
executive officer of
Smarthinking Inc. At the
tender age of 6, he stumbled
upon the band Kiss and their
\ album “Destroyer.” From
that moment on, he’s been all about brands.
Smarthinking Inc. is an award-winning
integrated brand development agency with a
distinct focus on real estate and hospitality.
Please visit www.smarthinkinginc.com for

more information.
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GUEST EXPERIENCE

Using facial

. recognition to renew
trust in hospitality

by GEORGE BROSTOFF

AA

In addition to
replacing all of the
regular touchpoints
that come from
staying at a hotel,
facial recognition
can be employed
in all scenarios
related to the hotel
experience.”
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ITHSOME BORDERS CLOSED
and travel discouraged,
it’s no surprise that during
the COVID-19 pandemic, the
hospitality industry was one of the hardest
hit. Hotels are on pace to lose more than
$500 million in room revenue, airlines have
suspended or reduced services, and the
hospitality industry experienced the high-
estnumber of job lossesin the U.S. As small
businesses receive relief from the govern-
ment to lessen the effects of the pandemic,
the hospitality industry still remains in a
difficult position. Even as the economy
reopens, there is no specific timeline on
borders reopening, making it difficult to
predict when the industry will resume with
their normal revenues or services.

The other effect of the pandemic will be
determining what “normal” looks like in
a post-pandemic world. After months of
stay-at-home and social-distancing orders,
people may be hesitant to resume normal
activities, such as public gatherings, even
as governments give the all clear. They
also will be increasingly wary of health
and safety after months of being told to
wear masks and not touch public surfaces.
Industries that are more scrutinized for
their hygiene measures will have to gain
the public’s trust and assure them they are
doing allthey can to keep their customers
and staff healthy. For the next year, these
measures will be top of mind for the pub-
lic as they navigate the new normal. For
hotels, facial recognition technology can
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be used toimprove public perception and
help guests regain trust in the industry.

TECHNOLOGY AND HOTELS

Over the past few years, hotels have begun
to implement technology to improve the
guest experience. Smartand loT technolo-
gies have been implemented in rooms to
save guest settings - such as preferred
temperature or alarm settings - each time
they visit certain hotel chains or loca-
tions. Data has also been implemented
to help create personalized experiences
for guests. As more guests become accus-
tomed to smarttechnology in their homes,
hotels should match these expectations
to maintain a competitive advantage.
Implementing facial recognition software
to maintain hygiene could be a logical next
step for reopening post-pandemic.

BIOMETRIC TECHNOLOGY
Biometrics have long been identified as a
secure option for access to accounts, tech-
nology, and buildings. Fingerprint authen-
tication was the first form of biometric
identification to appearin technology, and
althoughitis not standard in most hotels,
there have been many discussions on the
benefits of fingerprint authentication for
check-in or room access. Unfortunately,
the COVID-19 virus has tabled these dis-
cussions, as this highly contagious disease
can easily be spread through contact with
surfaces, and fingerprint authentication
still relies on common touchpoints. What
if there was a way to eliminate touchpoints
and replace them with hands-free access
thatis safer, more hygienic, and more con-
venient for guests?

FACIAL RECOGNITION FOR
REDUCED TOUCHPOINTS

In a typical hotel experience, there are
many touchpoints for guests to gain
access to their room. When parking or
using a valet, guests need to get a ticket
from the machine or hand their keys over
to the valet, along with a tip. Inside the
hotel, there is paperwork to sign and
credit cards and keys to exchange. After
that, there are more common surfaces,
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The solution to allowing hotels to reopen without
jeopardizing the health of guests and hotel staff is a
full, no-contact experience from the moment guests
pull up to the front door until they enter their rooms.”

such as elevator buttons and door han-
dles. This means throughout the check-in
process, there are at least 10 common
touchpoints that can carry the virus. Even
with the highest cleaning standards, the
virus could be carried into any hotel at
any point, making even the most hygienic
hotel at risk. The solution to allowing
hotels to reopen without jeopardizing the
health of guests and hotel staff is a full,
no-contact experience from the moment
guests pullup to the front door until they
enter their rooms.

With facial recognition, touchpoints can
be eliminated entirely while still main-
taining security and ease for hotel guests.
As more people rely on masks to reduce
the spread of the disease, 3D facial rec-
ognition software can still be employed.
Sophisticated facial recognition software
uses depth perception to create a digital
face scan. Even if the face is obscured by
a mask or by lack of lighting, the latest
advancements in this technology make it
secure. The key to doing thisisto create a
digital profile for each guest upon booking
the room though a virtual wallet tied to a
facial-recognition app. Guests can simply
take a photo of themselves on their phone
or laptop, associate it with a credit card
and aform of ID, add their vehicle informa-
tion and other relevant data, and they’re
all set. From that point on, all transactions
and interactions are enabled even before
a guest arrives. Not only does this make
for convenient setup, it puts the guest in
complete control, addressing the privacy
concerns that have plagued biometrics
like facial recognition.

In addition toreplacing all of the regular
touchpoints that come from staying at a
hotel, facial recognition can be employed

in all scenarios related to the hotel experi-
ence. When a guest books an accommo-
dation and creates their digital profile, all
necessary information can be accessed
by the hotel. When they park their car, the
license plateisregistered, eliminating the
need for a physical parking ticket. Upon
arriving, a kiosk can check in guests, tie
their facial IDs to their rooms and keys, and
save all credit card information to guests’
rooms. The entire check-in process can
become automated. Elevators can use the
same facial profile to let guests onto the
appropriate floors and a camera-enabled
lock can verify identities to open the right
doors automatically. Not only does this
increase hygiene, it also ensures security
by controlling which parts of the hotel each
guest can access.

RENEWING TRUST

Hotels must act quickly to keep guests
and staff safe and improve the public
perception of their hygiene measures.
Technology to accomplish this already
exists and has been deployed in other
industries for years. To make this vision a
reality, hotel owners and managers need
to understand that the old “normal” will
not be good enough to renew trustin the
industry. Facial recognition technology
could be exactly what’s needed for guest
safety and for peace of mind. |

George Brostoff is CEO of
SensibleVision, which makes
facial-recognition software.
Brostoff has seven U.S.
patents and has developed

B v

4 technology used by Dell and
other major companies. He can be reached at
george@sensiblevision.com.
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STRATEGY

How technology will help hotels

restart, run, and grow post-COVID-19

by ADAM HARRIS

HIS IS ONE OF MY FAVORITE

times of the year. The whole

community is normally full of

bustling bars, restaurants, and
boardwalks as millions of tourists flock to
San Diego, one of the best summer travel
destinations in the world. Sunshine and
72-degree temperatures normally actas a
nice reminder that our international head-
quartersis nicely situated in paradise. Over
the past couple of months, as | carefully
ventured out of my remote office for the
essentials, my beloved travel destination
felt eerily quiet.

Every hotelier | have spoken with is ask-
ing themselves the same question right
now: How many months until we return
to normal? Where are my guests coming
from throughout the rest of 2020? How is
travel going to look in the future? And will
my market see enough demand to reach
break-even occupancy levels? The unfor-
tunate reality is that most forecasts are
predicting 2020 occupancy to fall to levels
we haven’t seen since the post-2008 global
financial crisis for the rest of the year.

Thereiszerodoubtthetravelindustry will
rebound and eventually even surpass previ-
ous demand levels globally, but until then,
hotels across the nation will be forced to
rely on precariously tight margins to remain
open. It is during this period hoteliers will
turn to technology-centric operations to
provide the best possible guest experience
and services. Savvy operators will want to
do so with as few partners as possible and,
more importantly, with the right partners.

Understanding who our remaining
guests are is crucial right now, and in our
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search for answers, we can look at past
large-scale disruptions and historical
data to make some predictions regard-
ing the virus’ potential impact. Post-9/11
and 2008 financial crisis data shows us
that leisure travel recovered first, followed
by corporate travel, with group business
returning last.

With various social distancing restric-
tionsin place, it is uncertain if group busi-
ness will recover as quickly as it did in the
past. With much of the country adapted
to remote working conditions and Zoom
becoming a household name, the cor-
porate business may also be sluggish to
return.

GETTING PERSONAL
Knowing your guests in any market con-
dition is critical to future success and
the evolution of property services. For
example, last year my property may have
had a nice even blend of guest profiles,
including international, group, corporate,
and domestic leisure. Today, government
restrictions and even disruptions in flight
routes may make visits from a few of these
profiles impossible or heavily reduced.
The challenge facing the majority of hotel
operators right now is they are unable to
fully drill down into their data to see who
their key guests are. The main reason is
that majority of properties globally still
use on-premise technology to run their
business that rarely connects to the cloud
or communicate with other systems with-
out prohibitive costs for most businesses.
Without a cloud-based, unified platform
managing the day to day and interacting
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Understanding who our remaining guests are is
crucial right now, and in our search for answers,
we can look at past large-scale disruptions

and historical data to make some predictions
regarding the virus’ potential impact.”
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If a hotel can accurately budget for its demand mix and Total RevPar, it is
possible, with the right technology, for very limited staff to operate some
properties at sub-30-percent occupancy.”

with other APIs, hotels will not be able to
fully understand their guests and ultimate
journey to their property. This is relevant
to operations today because | can quickly
reduce my forecast assumptions given who
I know can visit my property, and without
this data, | may make decisions that could
lead to unnecessary insolvency.

The same can be said for ancillary rev-
enue channels such as F&B, event, and
amenities services like spa offerings. Many
of these areas will be at the mercy of local
legislative requirements, and hotels may
have to shift to how they calculate Total
RevPar per guest, which will drive opera-
tional margins. That said, this also is an
opportunity for operators to give their
properties some personality by repack-
aging these into new forms of to-go orders
or even providing additional alternative
amenities or supplies.

If a hotel can accurately budget for its
demand mix and Total RevPar, it is pos-
sible, with the right technology, for very
limited staff to operate some properties
atsub-30-percent occupancy. This may be
a necessity for many months to come as
some travelers wait for the development
of a COVID-19 vaccine to materialize.

HANDS OFF

It’s safe to say that COVID-19is accelerating
guests’ interestin a touchless-stay experi-
ence. Travelers already wanted to forego
the front desk queues, especially around
check-in and checkout. Like airlines have
seen with app-driven e-tickets, most con-
sumers want all their information texted
or emailed to them without handling a
physical key.

Ideally, your hotel should be able to send
amessage to each guest prior to their stay,
offer pre-stay announcements, upsells,
and a path to pre-register with access to
a digital key for their guestroom. Without
technology capable of interfacing with
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third-party or proprietary tools, it is very
difficult to offer this sort of travel experi-
ence. Properties like Bode, which oper-
ates hotels in Nashville and Chattanooga,
TN, are already doing this today, enabling
them to be operational considering cur-
rent circumstances and provide assurance
to guests.

Thisisn’t new and has been around for
years, but connectivity has often been
limited. Many early adopters of the kiosk
check-in experience, such as CitizenM,
are still unable to drop their kiosks and
go fully mobile due to the limitations of
their underlying PMS technology.

Furthermore, if hotels are forced by
future mandates to go completely touch-
less, many could be unable to fulfill this
simple requirement, marooned using tech-
nology like the example above.

Hoteliers may be concerned that key-
less entry removes some of the best
touchpoints used to build a guest profile,
but they should also consider the impor-
tance of removing friction points limiting
a positive guest experience. Travelers dis-
like waiting at the front desk during the
check-in process, and there are more effec-
tive times and locations on property for
face-to-face interactions with guests. By
removing and automating check-in, hotels
will have more freedom to create stron-
ger touch points while also improving the
guest experience.

PREPARE FOR THE UNKNOWN

Travel will return and destinations like
San Diego will be bustling again. We
don’t know how soon and we don’t know
how it will look, but it will undoubtedly
return. Hoteliers must be equipped with
a toolbox that’s flexible, agile, and cloud
based. Pritesh Patel, GM of Hotel Pommier
inlowa, is thinking into the future and con-
verting his larger suites into flexible use,
including longer-term vacation rentals.

With a unified system, he can easily sell
different room layouts and distribute this
inventory across channels seamlessly.
A hotel’s technology must be ready to
help, not hinder, you in a world that is
continually changing.

We are not alone in this belief. Even our
friends inside the industry’s biggest brands
arereacting to theincreased need for con-
nected technology. Accor and IHG are both
building a unified PMS, centralreservations
system, and booking engine to provide
their hotel partners with stronger control
over their properties and guest data.

For independent and boutique hotels,
there is no time to wait. As a hotelier, the
question will no longer be “Do | have the
right tech stack?” Instead it will be “Will my
tech partners berelevantin two years? Are
my technology partners not only stable but
alsoinnovating?”

Hotels have been investing in technol-
ogy heavily over the past cycle, more than
they ever have in the past. Now, it is time
for this technology to step in and do what
it can to sustain your property until the
market stabilizes and ultimately sets you
up for future success.

The industry is stronger together, and
we are standing by to do our part. |

Adam Harris is the co-founder
and CEO of Cloudbeds,

the software solution to
help hoteliers and hosts
effectively run all aspects of
their hospitality business in
one place. Today, Cloudbeds is recognized as
one of the fastest-growing travel technology
companies, powering more than 20,000
hotels, hostels, inns, and vacation rentals

in 157 countries. Adam started his career

as an investment banker until his love of
entrepreneurship and travel pulled him from
Wall Street to found multiple technology
start-ups.
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LEGAL CORNER

Back in business

Legal considerations for bringing
employees back to work

by NIKHIL N. JOSHI, ESQ.

OSPITALITY EMPLOYERS
are preparing and bringing
back workers or hiring anew.
When putting together their
return-to-work plan, hotels must account
for (1) the Occupational Safety and Health
Act (OSHA); (2) anti-discrimination laws;
(3) the Americans with Disabilities Act
(ADA); (4) the Families First Coronavirus
Response Act (FFCRA)/the Family and
Medical Leave Act (FMLA); and (5) time off/
vacation/sick policies, among otherissues.

Employers must provide employees
with a safe working environment (and
their guests with safe accommodations
as well). OSHA has the authority to
investigate complaints of unsafe work
environments. OSHA investigators are
authorized to review an employer’s
efforts to comply with the CDC guide-
lines, whether specific for an industry or
other general business guidance relating
to COVID-19. To avoid unsafe workplace
claims, while on duty, employers should
ensure employees observe infection con-
trol practices and continue to adhere
to social distancing, handwashing, and
other CDC recommendations. Employers
also should assess whether masks must
be worn, and, if so, what additional
requirements may be applicable such
as additional training.

Many hotels may return employees in
waves, depending on operational or sea-
sonal needs. Those employers must ensure
decisions made are based on legitimate,
non-discriminatory reasons. Title VIl of the
1964 Civil Rights Act, the Age Discrimination
in Employment Act, and many state EEO
laws apply to all employment decisions,
including who to bring back to work.
Employers must avoid making decisions
on who to return to work based on age,
national origin, religion, gender, pregnancy,
or other protected characteristics.

With respect to disability law in the work-
place, even though the ADA remains appli-
cable to employment decisions, as of
now, the Equal Employment Opportunity
Commission (EEOC) - the federal agencyin
charge of enforcing EEO laws - is providing
employers with greater discretion when
bringing back employees. Employers are
now permitted to require employees to
submit to a COVID-19 test before returning
towork and are permitted to take other pre-
cautions because employees with COVID-19
would pose a “direct threat” to the worksite.

Openingafterashort-term shutdown will not
generally relieve the employer’s responsibil-
ity to provide employees with leave required

@ 3-MINUTE READING TIME
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by the FFCRA. Such leaves are still required
for qualifying individuals through Dec. 31,
2020. Critically, as of recent guidance, the
paid leave for either are notincluded in the
payroll costs handled through the Paycheck
Protection Program (PPP), and, unlike pay-
ments for other types of leave, will not count
toward loan forgiveness.

If employers have time-off plans, is there
a need to temporarily freeze usage? Do
employees on layoff have any remain-
ing time off? If yes, can they carry over
any accrued time off? Will employees not
returning yet be forced to use accrued time
off? The EEOC has issued guidance on man-
aging employees reporting illness, taking
time off due to illness, or subsequently
returning to work following illness. |

A Florida-Bar, Board-Certified Specialist in
Labor and Employment Law, Nikhil N. Joshi,
Esq. has exclusively practiced labor and
employment law since 1997. Joshi represents
and defends hospitality employers such as
hotels in federal court, state court, and in
front of administrative agencies. He also
handles employer labor relations, including
collective bargaining, and anti-union
campaigns. Joshi has lectured and presented
to various professional, civic, and charitable
organizations, including the AAHOA
Convention & Trade Show.
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AAHOA CLUB BLUE, PLATINUM & SILVER MEMBERS

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

AAHOA
AR AAHOA CLUB BLUE MEMBERS
/5D CHASE O Hw UNITEDHEALTH GROUP*
e Chase Home Box Office pnited Health Group
ADP, Inc. Faheem Khan: (800) 727-1872 Brian Venable: (404) 239-6695 Kimberlee VanderVoorn:

Thomas Bell: (973) 510-0196

A srocusnx

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

}_iﬁ. YEHDRA.
Avendra
Mara Radis: (301) 825-0311

Dell
Mobolaji Sokunbi: (800) 624-6145

ECOLAB

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

[Loues’

ProServices

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

(800) 328-5979

MIMAG MILE
CAPITAIL

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

'

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

AAHOA AAHOA PLATINUM MEMBERS
Asiting Brows HYALT RouReof
Amana PTAC Hyatt Hotels Corporation Red Roof Inn

Focus Brands Mary Schattenberg:

Byron Cortez: (800) 647-2982

B | Be

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

Rani Bhatt: (404) 978-4829

(= CHOICE

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

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

(480) 308-2935

Phil Hugh: (888) 473-8861

IHG InterContinental

Hotels Group

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

Diversey
Deniz Alpaslan: (980) 221-3235

GE Appliances
Amy Kaiser: (502) 452-3073

STAY

AMERICA
Extended Stay America

Linda Trexler: (980) 345-1600

s
o

guestsupply
Twn

Guest Supply -
A Sysco Company
Justin Haggart: (732) 868-2331

Hilton

Hilton
Bill Fortier: (703) 883-1000
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arrioft

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

RLH Eorpo;'ation
Paul Sacco: (509) 777-6468

TravelMedia

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

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

OoYO

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

°
o

Pradeep Hegde:
(732) 650-1100 x26

#®. RADISSON

HOTEL GROUP

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

WYNDHAM

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

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

A,

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

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

AMERICAN
EXPRESS

American Express
Merchant Services:
(800) 528-5200

F\American

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

< athas concorde

Atlas Concorde
Michael Sautner: (615) 661-7200

FOLIOT

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

= Air
Fresh Air

Matt Hanson: (603) 643-7181

a FRIEDRICH

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

& Gallagher FPerics

Gallagher Affinity
Jennifer Parker: (703) 461-5200

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

< SUPPLY

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

HODGES WARD ELLIOTT

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

Tour ink and taner specialists
Coast to Coast Computer
Products, Inc.

Kyle Kurtz: (800) 231-4553

F:Pro
The Home Depot Pro

Susan Wright:
(866) 412-6726 x105540

COX

BUSIMNESS

Cox Business
Alea Riley: (404) 269-3057

e

Curve Hospitality
Sargent Khan: (713) 819-7296

!-ln:up]-lnill_kvu'l
Hospitalityl
Dhar Patel: (714) 473-9813

{3
Hospitality Designs
Ruben Cohen: (877) 468-3588

LOM:

Lodging Concepts
Jinesh Naran: (714) 694-5980

s "

Macrotech
Dipak Patel: (650) 376-2163

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

MARGARITAVILLE

Fotels & Resonts
Margaritaville
Rick Cunningham: (470) 698-2273

Rinnai.

Rinnai
Dipesh Parekh: (800) 621-9419

shaw hospitality group~

Shaw Hospitality
Robert Stuckey: (888) 448-7878

JIVWTIME

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

=

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

snMassMutual
Mass Mutual
Ana Lucia Divins: (980) 293-8124

DICKSON L5
Dickson Furniture

Manufacturers
Paul Mougel: (713) 747-0341

IAEA%

= RRSEIY

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

dish

DISH Business
Tyler Floyd: (303) 723-1854

# FERGUSON

Wrsoaty #srsm-t1 e b o mun s do
Ferguson
Brian Winterble: (954) 597-3163

Hospitality Success
Anthony Melchiorri:
(917) 295-1628

INFINITIHR
Daniel Mormino: (623) 455-6234

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

i MATRIX

TELECHN BELNTIANG
Matrix Telecom
Ashu Upa: (800) 283-0539

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

@ NIMBLE ACCOUNTING

Nimble Accounting
Rahul Kumar: (576) 870-9131

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

P&G professional

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

e Tam

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

@DDEH,\: ~E

Prem Sales
Deepak Panchmia:
(806) 745-6651

©

Primrose Schools
Blair Burdette: (404) 423-4247

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

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

Spectrum»
ENTERPRISE

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

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

& SURFERQUEST™
SurferQuest
Kathryn Konig: (814) 342-3120

Tara Energy

Tara Energy
Ashar Jafri: (713) 890-2222

e
- %X
e

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

Umnited
Insurancea
Agencies
United Insurance Agencies
Ron Thomas: (800) 899-0000

e
i
Universal Financial
Consultants
Vincent Munno: (727) 669-0109

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

Vertically Integrated Projects
Trela Hendrix: (303) 552-8814
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AAHOA MEMBERS IN ACTION

AAHOA MEMBERS

IN AUTEION

1. AAHOA CEO & President
Cecil P. Staton shared
his plans to continue
growing AAHOA's
membership, and the
leadership he brings
tothe role during
his episode of Hotel
Business’s quarterly
video series.

2. AAHOA Lifetime Member
Prakash Saraf, along
with his son, Neev Saraf,
13, and family, run a
non-profit, Friends of
Sparsh, which donated
more than 7,000 pounds
of non-perishable
food items and about
900 meals to the
homeless community in
one month.

3. AAHOA Ambassador Jay
Kumar and his company
Kumar Property Holdings
partnered with US Foods
and the City of Lake
Charles, LA, to supply
and operate a pop-up
food bank, providing
45 churches with enough
food to feed 1,500
families for a week.

4. AAHOA Secretary
Nishant (Neal) Patel and = [° & - i
other Texas hotel owners - = Ascension ]
Avi Patel, Harry Patel, > = Seton
Kiran Patel, Meena Patel, ; =
Navin Patel, Nikunj Patel,
and Priyanka Patel
donated 2,000 masks
to Ascension Seton
Williamson and have
committed a total of
25,000. Their goal is to hit
500,000 donations across
the nation as a part of
the #HospitalityStrong
campaign.

i_;_;*p %! _
=
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Together, We’re #AAHOASTRONG displays how - in the midst of this crisis -
the spirit of volunteerism, friendship, and unity has been a beacon of hope and
a reminder of the great things we can accomplish as a singular voice. The crisis

of COVID-19 has revealed something about AAHOA that has existed since its
founding more than 30 years ago. And the takeaway from the video released in

[t
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This video, Together, We're #AAHOASTRONG, and its accompanying photos, serves as a visual reminder of the many who make AAHOA great. It instills
confidence in the notion that together, we can accomplish great things. With AAHOA, nobody has to go it alone. Find and watch the video on AAHOA’s

YouTube channel.
% i 5. AAHOA Lifetime Member Raju Patel
X | | and his wife, Dharmistha, of

¥ ht -
prereT - San Antonio, TX, who both recovered
o from COVID-19, learned of a critically
ill patient who desperately needed
plasma from a donor who had
tested positive and recovered. After
learning they were the same blood
type, Raju and Dharmistha, without
hesitation, drove six hours roundtrip

to Houston to make the donation!

6. Gulf Regional Ambassadors Jayesh
Patel and Villas Patel helped support
their community by feeding the
homeless and less fortunate.

7. AAHOA Ambassador Saajan B. Patel
and Leva Patidar Samaj of Houston
members donated 5,000 gloves and
3,300 masks to Greater Houston
area hospitals, as well as made a
monetary donation to the Houston
Police Officers’ Union for them
to purchase PPE supplies for law
enforcement officials.
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8. Twelve young AAHOA Members
at eight leading hotel ownership
companies — including South
Texas Regional Director
Sawan H. Patel and Director
at Large Prashant Patel (11A) -
collaborated to purchase and
donate 25,000 protective face
masks to 11 hospitals in the
four states where the respective
companies operate their hotels —
California, Texas, Oregon,
and Washington as a part of the
#HospitalityStrong campaign.

9. Lifetime Member Babu (Jerry)
Patel led efforts for COVID-19
reliefin Jackson, MS, raising more
than $22,500 for the MS Food
Network to help those in need!

10. AAHOA Lifetime Member Raj Patel
had the idea to provide free hotel
rooms for front-line responders.
He took his idea to OYO corporate
headquarters, which responded
by immediately launching a
nationwide initiative in all of its
hotels to support Raj’s effort.

11. Lifetime Member and
Ambassador Amita Patel of
Tyler, TX, and other volunteers at
the East Texas Food Bank have
traveled more than 20,000 square
miles distributing meal boxes
and serving meals to those in
need in East Texas. In April alone,
they delivered 22,196 meal boxes
and served 491,122 meals!

12. AAHOA Member Kal Patel has g
been housing those in need,
including the homeless and CRESTPO]NT
: : QUR EXPERTISS SUCCESS
women escaping domestic
violence, in his hotels in Ohio
and Kentucky.

sFoodE
foodbar

13. Alabama Regional Director
Sanjay M. Patel shared his
thoughts on the effects the
COVID-19is having on the
hospitality industry and some
steps hoteliers can take to get
assistance with Aastha Shastriin
avideo interview.

14. Lifetime Member
Nikunj (Nikki) Shah began a
new COVID-19 Mask Donation
initiative with the help of his
clients, friends, and family
members. For him, it was
personal. He knew many people,
including his sister, who were
working with little to no personal
protective equipment (PPE).
In 14 days, the initiative raised
$91,865 and donated more than
101,000 masks to more than
204 organizations.
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BATHTUBS RENTORED

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.

(R

— | UNIQUE"®

REFINISHERS, INC.
Nationwide 1-800-332-0048

Atlanta 770-945-0072

www.uniquerefinishers.com

We specialize in fiberglass Bathtub & Tacuzzi Repairs

Resistant
Bottoms

GLOBALSAFE

We’re Here When You’re Ready.

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

Custom Colors Available

OUR SAFES HAVE BEEN
INSTALLED IN THESE HOTELS.

HILTON DAYTONABEACH, FL  HYATT MCCORMICK PLACE ~ MARRIOTT BUFFALO, NY
HILTON EAST BRUNSWICK, NJ MARRIOTT LOS ANGELES, CA
HILTON HARTFORD, CT
HILTON TORONTO, ON

HYATT RESORT & SPAGUAM ) ARRIOTT RIVERSIDE, CA

HYATT ROSEMONT, IL MARRIOTT N. CHARLESTON,
HYATT VINEYARD CREEK, CA  SC

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

FRANCHISE
LITIGATION

negotiating franchise agreements
and liquidated damages settlements.

PS)A

PATEL & ASSOCIATES

Mahesh I. Patel

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

Fax: 972-231-0104

Email: mpatel@patellaw.net

G & S GIAMBRONE AND SALTZMAN, LLC
ATTORNEYS AT LAW

Knowledge. Diligence. Experience.

Liquidated Damage Settlements
Dispute Resolution

Franchise Agreement Negotiations
Franchise Registration

862-210-8137 | rs@giambronesaltzman.com | www.giambronesaltzman.com

Senior Franchise Executive Former
Fortune 500 Hotel Attorneys

Richard Saltzman, Esq.
Jaclyn Saltzman, Esq.

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,
TUB & TILE, CULTURED MARBLE SINKS & VANITY TOPS

888.707.9297
artisticbathrefinishings.com

i VANITIES
5 TNTERNATIONAL

| il <

= " sINcE 1999.
GLOBAL LEADER IN

[l & ™ l# HOSPITALITY PRODUCTS.
| > *? i VANITY TOPS
i § s | B - | HOTEL COUNTERTOPS

- i el
i ' g i S w COMMUNITY SPACES

Visit our website to download our 2020 Shower Surround Catalog.
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THANK YOU 10 0UR ADVERTISERS

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

Artistic Bath Refinishing 49 Goodman Global, Inc 5
www.artisticbathrefinishings.com www.amana-ptac.com

Chase Merchant Services Inside Back Cover HotelSigns.com an Intersign Company 2223
pages.paymentsolutions.chase.com www.hotelsigns.com

CynerGreen and FaceMaskAmerica.com 50 Kinsley Carpet Mills 27
www.cynergreenhealth.com www.kinsleycarpets.com

DISH Business Inside Front Cover Patel & Associate 49
www.dish.com www.patellaw.net

Embassy Carpets Outside Back Cover Unique Refinishers 49
www.embassycarpets.com www.uniquerefinishers.com

Giambrone & Saltzman, LLC 49 Vanities International 49
www.giambronesaltzman.com www.vanitiesinternational.com

Global Safe Corporation 49 Watco Manufacturing Company. 20

www.hotelsafes.com

www.watcomfg.com

Hygienic Essentials
Reopening Solutions for Hospitality

Face masks
Hand sanitizer

W DefenderKey™

FpiThETE ERnE s

Safety products for

guests & your team

407-605-3500

cynergreenhealth.com
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You're focused on growing your business. So are we.

Chase Merchant Services

More than 10,000 AAHOA Members choose Chase to process their card payments.
* Accept debit and credit card payments at the front desk, online or around the property.

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

* Next business day funding when you deposit into a Chase business checking account.?
* Seamless integration into your property management system or the latest in payment terminals.

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

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

CHASE & AR
W BUSINESS: /W OA

CLUB BLUE MEMBER

Businesses are required to complete an application and agree to terms and conditions at the time of enrollment. All businesses are subject to credit approval. Merchant services are provided by
Paymentech, LLC ("Chase”), a subsidiary of JPMorgan Chase Bank, N.A.

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

2 Next business d%}/ funding is available to eligible Chase Merchant Services customers who deposit into a single Chase business che(king account. Visa®, MasterCard®, Discover®, and American
Express® OptBlue® credit and debit transactions are eligible. All businesses are subject to business credn%pé)rova\ and all funds are subject to fraud monitoring. In addition, funding is subject to the
terms and conditions of the merchant processing agreement. Chase must receive settled transactions by 10:00 pm EST (some businesses may qualify for an 11:59 pm EST settlement; talk o a Chase
representative for more details). Funds are depasited on the next business dey, excluding weekends and bank holidays. Some exclusions maj apply. The listed payment brand(s) are not sponsors of
this program. Al marks are marks of their respective companies. Deposit products provided by JPMorgan Chase BanK, N.A. Member FDIC.

3 Cost comparison will be based on a calculation of the overall cost for comparable services, as determined by the processing statements you provide, and will exclude all one-time fees. Cost
comparison results are estimates only and do not guarantee savings. In addition, inaccuracies in the comparison may occur due to pricing variances and complexities in the statements provided.

©2020 JPMorgan Chase & Co.
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https://pages.paymentsolutions.chase.com/AAHOA.html
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Coast-to-Coast Quality
Since 1985
Luxury LVT | Carpet Tiles

UNDERSTAND THE DIFFERENCE BETWEEN PRICE AND COST
PRICE IS WHAT YOU PAY e COST IS WHAT YOU GET IN QUALITY & SERVICE

Embassy Pacifica Sméagm( @afcﬁeﬁg@ Enbavsy Fawait 5-0

Quality and Trust with Confidence
Since 1985

800 366-7847 or embassycarpets.com
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