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Give your customers a premium
entertainment experience with DIRECTV!  

Get a DIRECTV HD Entertainment System on us!†
Up to 11K in savings for COM system. Conditions apply. See below for details.

Spider-Man: Homecoming now on HBO®

Introducing the new COM3000
DIRECTV’s Next Generation HD and 4K° Headend Video Solution

• More channels in less space

• Environmentally friendly & energy efficient

• Easy to manage and operate
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at no extra cost.*
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programming agreement and must not have received HBO or CINEMAX programming from DIRECTV or any other distributor during the six months prior to activation. Customer must subscribe to SELECT Package ($5.50/room/mo.) or above, and either HBO or HBO/Cinemax package in order to receive the three-month offer. Upon DIRECTV System 
activation, DIRECTV will credit the new customer’s account for three consecutive months for the HBO or HBO/Cinemax programming offer ($2.75/room/mo.). In the fourth month, HBO or HBO/Cinemax will automatically continue at the then-prevailing rate. Offer excludes University accounts. 22018 NFL SUNDAY TICKET OFFER: 2018 NFL SUNDAY 
TICKET will be delivered at no extra cost in all guest rooms for the 2018 season for all new DIRECTV Residential Experience (DRE) customers, HD COM customers and DIRECTV Residential Experience Plus (DRE Plus); customers must subscribe to FAMILY Package ($2.49/room/mo.) or above, with a 3- or 5- year programming agreement. Other conditions 
apply. Subscription will automatically continue in the 2nd year at a special renewal rate of $99 and renew at regular rate thereafter unless customer calls to cancel prior to start of the season. Subscription cannot be canceled (in part or in whole) after the start of the season and subscription fees cannot be 
refunded. Commercial locations require an appropriate licensee agreement. Offer excludes University accounts. HOSPITALITY SHOWTIME® OFFER: The SHOWTIME® programming offer ($0.99/room/mo.) is available only as a 2nd Premium add-on. Offer available to qualifying new or existing Hospitality accounts with a 3- or 5-year programming 
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*As defined by STR.

This is not an offer. Federal and certain state laws regulate the offer and sale of franchises. An offer will only be made in compliance with those laws and regulations, which 
may require we provide you with a Franchise Disclosure Document, a copy of which can be obtained by contacting any of the franchisors above or Wyndham Hotel Group 
at 22 Sylvan Way, Parsippany, NJ 07054. Most hotels are independently owned and operated with the exception of certain hotels managed or owned by an affiliate of the 
company. ©2018 Wyndham Hotel Group, LLC. All rights reserved.

Strong partnerships are the key to our success. 
Visit wyndhamdevelopment.com or call 800-889-9710

Located in 24  
of the top 25 U.S.  
MSA Markets* 

Over 900 hotels in  
the U.S., Canada, and 
Latin America with  
250+ in the pipeline

New prototype 
optimizes revenue-
producing square 
footage

Welcome to La Quinta — the Bright Side® of franchise ownership.

A vibrant addition to our growing portfolio, La Quinta expands  
Wyndham Hotels & Resorts’ presence in the thriving midscale segment. 
Driving value for owners with fresh curb appeal and modern prototype 
design, this optimistic brand delights both business and leisure guests 
with friendly service, thoughtful amenities, and efficient design.

Wyndham  
welcomes  
La Quinta®

LA QUINTA INN & SUITES CLEVELAND  
CLEVELAND, TN
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What hotels can do to 
compete with Airbnb

H
OME-SHARING PLAT-
forms have drastically 

altered the hotel indus-

try. Hotels now compete 

with local hosts, who 

post rooms or entire 

homes on platforms like Airbnb and 

HomeAway, rather than just their hotel 

counterparts across the street. This change 

is not necessarily harmful for hotels but 

it does mean that hotel owners need to 

update their operations to keep their busi-

ness fresh, innovative, and competitive in 

a growing market. 

It is no secret that traditional hotels 

offer travelers the best guest experience 

possible. When it comes to the quality of 

rooms, customer service, and access to 

amenities like pools, gyms, and restau-

rants, home-sharing hosts do not compare. 

But there is something else that is drawing 

consumers, specifically young consum-

ers, into the home-sharing world when 

they travel. The 2018 State of American 

Travel report by Morning Consult finds 

that younger Americans are much more 

likely to use Airbnb than older Americans. 

One component of this is the role that 

technology plays in planning a stay. As 

home-sharing platforms are completely 

digital, guests can use the platforms to not 

only book a place to stay, but help travelers 

find out where they want to go. 

To actively and successfully compete, 

hotel owners must embrace the use of 

technology. There are several ways to do 

this. One is to highlight the local area on 

the hotel website; this will not only adver-

tise the hotel itself but it will make the 

community stand out from other places 

travelers are considering. Many hotels are 

even creating phone apps that allow con-

sumers to see booking costs, make reser-

vations, check in, and leave reviews about 

their stay directly from their smart phones. 

The ease of this dynamically engages trav-

elers and could increase the chances of 

the consumer staying a second time. The 

information collected from guest reviews 

is a great way to gauge what they liked, or 

did not like, about their stay and can be 

used to make future improvements. 

Besides utilizing digital avenues to 

enhance competition, owners can also 

focus on rethinking certain design aspects 

of their hotels. Much of the appeal in book-

ing a stay with an Airbnb host is the incor-

poration of the local environment. To some 

travelers, hotels do not always reflect the 

region or community enough, and opt to 

stay with a host in order to gain the expe-

rience of a local. Boutique hotels often 

achieve this unique atmosphere for guests 

by creating spaces that are not labeled as 

generic, but rather resemble the local cul-

ture. Franchise hotels can do this too, even 

in subtle ways. Everything from incorpo-

rating artwork in the lobby and guestrooms 

that depicts the region to advertising local 

events will make a guest’s experience feel 

more authentic and immersive.

With the rise of Airbnb and HomeAway, 

hoteliers need to take a look at their strat-

egies for success and consider if changes 

need to be made to maintain a prominent 

role in the market. By increasing digital 

awareness and promoting hotels as fac-

ets of the community, hotel owners can 

make their hotels the go-to accommoda-

tion for tourists. A proactive approach is 

the only way for hotels to stay ahead of the 

game, regardless of who they are compet-

ing against.

http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=10&exitLink=http%3A%2F%2FTODAYSHOTELIER.COM


THERE’S NEVER BEEN A BETTER TIME TO 

INVEST IN THE POWER OF 6.

1.844.456.3627     g6hospitality.com/franchising     franchisesales@g6hospitality.com 

Motel 6 is one of the fastest-growing brands in the economy segment, respected by  
travelers and franchisees alike. There are so many reasons that make Motel 6 a smart addition  

to your portfolio – open access to senior leadership, a unique revenue management  
platform, an integrated ecommerce and distribution platform – as well as a strong bottom line.

FRANCHISE WITH US TODAY.

30 MILLION 
GUESTS PER YEAR*

HIGHEST 
BRAND RECOGNITION IN

ECONOMY SEGMENT 

44.16% 
NET OPERATING 

INCOME** 

©2018. All rights reserved. G6 Hospitality Franchising LLC. 4001 International Parkway, Carrollton, Texas 75007. This advertisement is not an offering. An offering can  
only be made by a prospectus filed first with the Department of Law of the State of New York. Such filing does not constitute approval by the Department of Law. *Completed 

guest stays for the 12-month period from Dec. 2016 through Nov. 2017 at all Motel 6 locations in the U.S. and Canada. * *Source: Item 19 of the 2018 Motel 6 FDD. 
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LETTER FROM THE PRESIDENT & CEO

1
AAHOA will host a one-day 
workshop on Oct. 22 titled, 
Secure your Legacy: Estate 

Planning, Business Succession & 
Tax Strategies. Learn about the 
importance of having a plan in 

place, getting started and helpful 
tax strategies to secure your 

family and business.

2
Join AAHOA in Birmingham, 

Alabama with Regional Director 
Nitin (Nick) Patel and the Alabama 
Panhandle Region Ambassadors 

for the Regional Conference 
and Trade Show on Nov. 14 

from 1:00 p.m.-8:00 p.m. The 
registration deadline is Nov. 13, 

visit www.aahoa.com to register.

3
Don’t miss HX: The Hotel 

Experience Conference being 
held this year in New York 

City from Nov. 11-12. 
Experience the opportunity 

to see products and services, 
attend educational sessions, 

and network with industry 
professionals. Don’t forget to 

use promo code “AAHOA18” for 
complimentary registration. 

4
Hear from La Quinta executives 

on the history of the brand, 
development, architecture, 

design and construction, brand 
management, the future of 

the company and more! The 
La Quinta brand development 

day is being held at the La Quinta 
corporate office in Dallas, Texas 

on Oct. 5.

5
The Independent Hoteliers 

Conference and Women Hoteliers 
Conference will be held Oct. 26-27 

at the Charlotte Convention 
Center. The conference schedules 

include a networking reception, 
government affairs update, 

human trafficking awareness 
training, technology demos, 

and more.

Importance of being 
politically active

CHIP ROGERS
AAHOA President & CEO

I
N 2017, THE HOTEL INDUSTRY 
scored a huge win when Congress 

passed the Tax Cuts and Jobs Act. 

AAHOA members were instrumen-

tal in conveying to our lawmakers 

the importance of reducing the tax 

burden on small business owners and how 

this legislation would boost the success of 

American communities. Now, hoteliers are 

putting their tax savings to use by reinvest-

ing into their businesses by hiring new 

employees, raising wages, and making 

capital improvements.

AAHOA continues to work hard to 

raise awareness on our issues within 

state houses and in Washington, D.C., but 

the approaching midterm elections are 

where we need to take our activism next. 

So many of our most pressing issues still 

need Congress’ attention. Whether it is 

promoting a statutory fix of the disputed 

joint-employer definition, promoting com-

mon sense ADA reform, or making the new 

tax reform provisions permanent, there is a 

lot to be done, and your voice impacts who 

is making the decisions on these issues.

But for this to be possible, the candidates 

who are committed to promoting the inter-

ests of hoteliers need to make it into office. 

First and foremost, do research into the 

candidates who are running in your state’s 

elections. This could consist of anything 

from checking out their past voting records 

to finding out what groups or businesses, if 

any, are endorsing them. It is essential to 

have a clear understanding of what kind of 

issues each candidate finds most important 

and what initiatives they plan to support if 

they win that seat in November.

Too often, many Americans assume 

that either their candidate is safe or that 

their one vote will not make a difference 

in the outcome of a race. Neither are true. 

In today’s tense political climate, races are 

getting more competitive and could swing 

either way, even in areas that are consid-

ered “safe” for a specific party. After the 

tax reform victory, we need to maintain the 

positive and business-friendly momentum 

that is currently on Capitol Hill. In this 

past year alone, we witnessed how pro-

growth policy-making spurs the economic 

strength of our nation and keeps our small 

businesses thriving.

Keep in mind that the outcome of the 

midterm elections could drastically change 

the landscape of Congress and shift its 

priorities. The policies that made our 

economy so strong could be upended by 

politicians who do not prioritize entrepre-

neurship and free enterprise. Make every 

effort to go into that voting booth with an 

educated and informed decision about who 

you want to represent you and America’s 

small business owners. Your vote is how 

you make sure that the candidates who 

will protect and promote your interests are 

given a fighting chance to secure the most 

influential positions in America.

“AAHOA continues 
to work hard to raise 

awareness on our 
issues within the 

state houses and in 
Washington, D.C.”
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CALL 1-800-727-1872 TO SEE IF YOUR HOTEL IS ELIGIBLE  
FOR A $500 STATEMENT CREDIT.

$500 statement credit 
to any new AAHOA member properties that sign up by October 31, 2018.

As a payment processor with a dedicated lodging service department since 1997, we pledge superior service built  
on three pillars:

TRUST
Our dedicated lodging team with more 
than 20 years’ experience understands 
the intricacies of payment acceptance. 

SIMPLICITY
We deliver easy integration into 
your property management 
systems.

SECURITY
Data collection and transactions 
are safe, reliable and protected. 

credit is contingent upon the execution and approval of a Merchant Application and agreement with Chase, account activation within 30 days of equipment being issued, and the merchant account must remain open for a minimum of 90 days 
from account activation. If eligible for the $500 statement credit, the credit will be applied within 2 billing cycles following the initial 90 days of processing from account activation under the new merchant account. Merchant services are provided by 

related to participating in the program. Please consult your tax advisor if you have any questions about your personal tax situation.

©2018 JPMorgan Chase & Co. All Rights Reserved.
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GOVERNMENT AFFAIRS

Back of the house tours
by PETER CLERKIN

NE OF THE PITFALLS OF 
working in an indus-

try for a long time, 

whether it is hospi-

tality, technology, 

finance, or even politics, 

is that one can easily forget that out-

siders do not necessarily see or even 

understand the inner workings of or 

the day-to-day fundamentals that drive 

a business. Think of the hotel indus-

try as a watch. Just as the watchmaker 

knows about all the levers, the gears, the 

springs, the plates, and the wheels, all 

the things that make the watch work, 

the hotelier knows how different staff 

and services come together to create 

a great customer experience. But like 

many people who look at a watch just 

see the dial, the hands, the case, and the 

crown, many guests or people outside 

the industry don’t see past the guest 

experience or the hotel itself to under-

stand what makes it so great. What is 

clear to a hotelier or employee may not 

even register with a guest. AAHOA is 

working hard to bridge this gap for our 

lawmakers and to help them understand 

our industry and what makes for a great 

guest experience.

AAHOA first began organizing back of 

the house tours for Members of Congress 

in 2015. The principle is simple: take a 

lawmaker and show them how a hotel 

really works. From staffing the front 

desk to turning over rooms, the range 

of jobs at a hotel can demonstrate to 

an industry outsider everything that 

goes into delivering a great guest expe-

rience. One of the points that AAHOA’s 

advocacy team drives home time and 

again is that hoteliers are uniquely posi-

tioned to inform their legislators about 

the needs of the industry. Hoteliers can 

best illustrate firsthand how laws and Re. Gus Bilirakis (R-FL)
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understand how their laws affect the 

hotel industry. Whether one writes, 

calls, or visits their elected officials, 

building the relationship and sharing 

one’s views on issues such as occupancy 

taxes, the impact of short-term rent-

als, and the hotel industry’s proactive 

efforts to prevent human trafficking 

is key to ensuring that lawmakers are 

armed with the right knowledge before 

they vote on legislation that will impact 

small businesses.� ■

Tom Cole (OK-4), Frank Lucas (OK-3), 

and Steve Russell (OK-5), and Florida 

Representative Gus Bilirakis (FL-12).

Back of the house tours are not the 

only way to communicate to elected 

officials how hotels operate and what 

public policies may benefit the industry 

and its workers. Developing and main-

taining a relationship with elected offi-

cials, whether they’re members of the 

local counsel, state assembly, or even 

Congress, is key to helping lawmakers 

“Hoteliers can best illustrate firsthand how 
laws and regulations affect their workers 

and their bottom line, for how can someone 
who knows nothing about something create 

laws that affect it?”

regulations affect their workers and 

their bottom line, for how can someone 

who knows nothing about something 

create laws that affect it? (The answer, 

quite regrettably, is very easily, which is 

why advocacy and building relationships 

with lawmakers are so important.)

While back of the house tours provide 

an excellent opportunity for AAHOA 

members to showcase their industry to 

elected officials, incorporating a round-

table with fellow hoteliers and the civic 

leaders following such a tour is a great 

way to hold a meaningful discussion 

about issues affecting the industry. In 

Cincinnati earlier this year, AAHOA gov-

ernment affairs staff helped organize a 

tour and roundtable with Cincinnati hote-

liers and Congressman Brad Wenstrup 

(R-OH) at a Holiday Inn Express & Suites. 

Additional tours and roundtables took 

place with Oklahoma Representatives 

Re. Gus Bilirakis (R-FL) Tom Cole (R-OK)
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MARK HOPLAMAZIAN

THE C-SUITE

S
OME OF THE BEST ADVICE 
I’ve ever received is that 

we have two ears and one 

mouth, and we should use 

them in that proportion. 

Success in our business 

requires empathy – for colleagues, 

guests, owners, and shareholders – 

and it’s why my Hyatt colleagues and 

I engage in a lot of listening. It allows 

us to keep a pulse on what’s important 

to our customers and influencing their 

behavior. These six global consumer 

trends are examples of how we can lis-

ten to our guests, even when they’re not 

“saying” anything.

	 Embracing Experiences – No longer 

just checking destinations off their 

bucket lists, consumers’ bucket lists 

are now full of unique experiences 

that will define them. This is great 

news for travel, which has always 

been inherently experiential, but we 

as hoteliers need to keep upping the 

ante…whether that’s enabling guests 

to immerse themselves in local cul-

ture during a business trip or cre-

ating a family vacation they’ll be 

talking about for years. To that end, 

we recently launched FIND, a curated 

selection of experiences for World of 

Hyatt members ranging from a Taste 

of Buddhism bicycle tour in Siem 

Reap to a paragliding tandem flight 

session in Los Angeles.

	 24/7 Digital Ubiquity – Our desire 

to always stay connected has made 

Wi-Fi a basic essential, for our hotel 

guests but also as the backbone for 

delivering new services. The Wi-Fi 

at Hyatt hotels now remembers each 

guest’s device after the first sign-

in, removing the need to sign in on 

their next stay…even at a different 

location. We’ve also grown the ways 

guests can communicate with us on 

their terms, expanding to more social 

media channels and in-app chat.

	 Changing the Face of the Consumer – 

Our guest base is changing, particu-

larly as Chinese outbound travel 

booms to an expected 234 million 

by 2020. More than half of those 

Chinese travelers are Millennials. We 

must cater to these new consumers, 

by adopting their preferred mobile 

payment methods and enabling more 

exploration.

	 My Life, My Way – People generally 

expect to get what they want, how 

they want, and when they want it. 

Just consider that nearly two-thirds of 

U.S. households have Amazon Prime! 

Travelers expect nothing less in our 

hotels, and it’s up to us to offer tools 

that make personalization easy. For 

example, we’ve been expanding the 

capabilities of our Hyatt mobile app 

so it does everything from requesting 

a forgotten toothbrush to streaming 

Netflix on the guestroom TV.

	 Conscious Consumerism – More 

consumers want to do business 

with brands who share their values 

and purpose-led lifestyles. Hyatt’s 

purpose is clear – we care for people 

so they can be their best – and we 

use that as the guide for all we do. 

It drives how we work together as 

a Hyatt family, how we operate as 

a company, and how we treat our 

planet. Recently, our purpose spurred 

Hyatt’s efforts to eliminate plastic 

straws and drink stirrers at hotels 

worldwide, providing eco-friendly 

alternatives on request.

	 Wellbeing – Similarly, Hyatt recently 

expanded into the wellbeing space 

because we believe wellbeing is the 

foundation for being your best self. 

Today’s consumers are placing more 

emphasis on being purposeful and 

productive, balancing life’s stresses 

and meaningfully engaging with 

their loved ones and communities. 

We view wellbeing as more than what 

you do; it’s how you feel. Building on 

the strength of our Miraval and exhale 

brands as well as our long-standing 

philosophy: Food. Thoughtfully Sourced. 

Carefully Served. We are working to 

help guests find travel experiences 

that enhance their wellbeing, rather 

than disrupt it.

Across each of these trends, one thing 

is clear: with so much access to informa-

tion and choice, travelers’ expectations 

are higher than ever. At home and on 

the road, they want a seamless experi-

ence that fits their unique lifestyle and 

identity. I’m proud to say that our focus 

on listening and taking meaningful 

action has set Hyatt hotels up to rising 

to the occasion.� ■

CONSUMER 
TRENDS

by MARK HOPLAMAZIAN 
PRESIDENT AND CEO 

HYATT HOTELS CORPORATION

 3-MINUTE READING TIME
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Everybody wins when you buy a Milnor. That’s because Milnor knows industrial laundry better than anyone. 
Hotels of any size can benefit from buying a Milnor. Smaller facilities get superior wash quality and a low 
cost of ownership from Milnor’s compact V8Z / VZZ washer-extractors. Larger facilities enjoy washing 100, 
140 or even 160 lb. loads at a time in our larger models. Intuitive MilTouch™ controls offer unprecedented  
insight into your wash, where water can be programmed to any level in one-tenth of an inch increments. 
And each machine is built with RinSave® water saving technology to save water and time.
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COMMON GROUND

The Jobs 
Originated 
Through 

Launching 
Travel 

(JOLT) Act

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

gridlock narrative as shorthand for the contrarian and obstinate behavior that defines how our elected representatives 

address a few big issues. However, a different, more nuanced picture emerges when one takes a closer look at the actual 

lawmaking process – the pursuit of positive change. Common Ground profiles members of opposing parties who are 

working together to advance issues important to hoteliers.

by PETER CLERKIN

COMMON GROUND:
The Jobs Originated Through Launching Travel (JOLT) Act promotes 

international travel to the United States by expanding the Visa Waiver 

Program (VWP). The legislation would bring U.S. visa regulations 

into the 21st century and make it easier for international visitors to 

travel in and out of the country while maintaining necessary secu-

rity protocols. Currently, with the VWP citizens of 38 countries can 

travel to the U.S. for up to 90 days without having to obtain a visa. 

The JOLT Act would bring more travelers to the U.S. by extending the 

VWP to select countries and streamlining the process for traveling 

to the U.S. and helping the nation claim a greater share of the global 

travel market.� ■

THE ISSUE:
Strengthening and Updating the Visa 
Waiver Program

International inbound travel to the United 

States is critical to the travel and tourism indus-

try. Approximately 1.2 million American jobs are 

directly supported by this segment of travel, and 

the average visitor spends $4,500 during their visits. 

Unfortunately, the process to obtain a visa is outdated 

and needlessly complicated, and much can be done 

to grow the number of international visitors and 

increase America’s share of the global travel market.

Rep. Tom Rice (R-SC)
First Elected: 2012
“The JOLT Act will enhance our economic 
competitiveness and strengthen national 
security by modernizing the VWP, which 
facilitates streamlined travel into the 
United States for pre-approved travelers 

from member countries. Expanding the VWP will support the 
U.S. travel industry, create American jobs, and bring more 
tourism dollars to South Carolina- all while bolstering our 
homeland security and counterterrorism efforts.”

Rep. Mike Quigley (D-IL)
First Elected: 2008
“As members of Congress, we want two 
things: to keep our constituents safe 
from harm, and to help them achieve 
the American Dream. The JOLT Act 
accomplishes both of those objectives by 

stimulating economic activity and improving national security. 
By updating outdated visa laws, we can drive tourism and job 
growth in our cities and assist the U.S. intelligence community 
with their mission to spot and stop terrorist threats.”

 3-MINUTE READING TIME
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The Ultimate Live TV ExperienceSeamless Guest Content

•  Cast guest content from any internet-connected device
•  Access 1,000+ apps from Google Play
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•  Intuitive guide designed for hospitality 
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   genre filters, and multi-channel recall
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Google Inc.
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CATERING TO 
MILLENNIALS, GEN XERS, 

AND BABY BOOMERS
by JUSTIN VELLUCCI

IQ
O

N
CE

PT
/S

H
UT

TE
RS

TO
CK

.C
O

M

A
ALARM CLOCKS. 

For Meagan Johnson, the major focal 

point or fulcrum of inter-generational 

design in the hotel and hospitality indus-

try boils down to alarm clocks.

Johnson, a Generation Xer, pro-

fessional speaker and generational 

humorist from Phoenix, AZ, shares a 

story about a time she was staying in 

a hotel in the Boston, MA area and the 

room simply didn’t have a clock any-

where in it – not a clock on the wall, not 

a clock on the table by her bed-side, not 

a clock to be seen. Everyone, especially 

members of younger generations, travel 

with a smartphone with a built-in alarm 

these days, right? The problem was that, 

when she called the front desk to request 

one, they didn’t have any. To make mat-

ters worse, they didn’t understand why 

she’d need a clock in the first place.

“It’s not about alienating one genera-

tion to make another happy – that’s not 

sustainable,” Johnson says. “You want 

to connect with all of the generations, 

all of the people.”

And such is the battle for the contem-

porary designer, property manager and 

“It’s not about 
alienating one 
generation to 
make another 
happy – that’s not 
sustainable. You 
want to connect 
with all of the 
generations, all of 
the people.”
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To Johnson, every generation leaves 

its mark.

When Baby Boomers were entering 

their early middle age, say the 30s and 

40s, in the 1980s, they became increas-

ingly health-conscious. Enter the hotel 

gym, the non-smoking room, and the 

smoke-free airline flight.

Generation X, with its alternative ten-

dencies, marked the death of the stale 

floral pattern on hotel bedding; sud-

denly, hotel linens became sophisticated.

What about Millennials? Their sense 

of collaboration has encouraged hotels 

to design and create more open spaces, 

not to mention make the customers’ 

visits more experiential – enter local 

cuisine, wine-tastings, and even food 

trucks. And Millennials’ love of tech-

nology has made free Wi-Fi a necessity 

for those who want to compete for the 

youth market.

Thanks to this adoption of genera-

tional preferences, many hotels are even 

transforming into destinations for local 

residents. Gone are the days of the stingy 

hotel restaurant or the shady hotel bar.

“They are enjoyable spaces to be in 

now,” Johnson says. “You even see older, 

established hotels making these changes, 

so they’re a reflection of their place.”

David Stillman has been studying the 

sometimes-subtle, sometimes-dramatic 

differences between generations since 

1995. A self-proclaimed Gen Xer, he 

speaks and works nationally and inter-

nationally with his 19-year-old son, 

Jonah; they refer to themselves as the 

first Gen X/Gen Z speaking duo.
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hotel staff: how to cater to Baby Boomers 

and Generation Xers, while also appealing 

to Millennials and the increasingly present 

Generation Z, born from around 1998 to 

around 2016. What’s the right way to do it?

The questions even have vexed 

researchers. A study such as the one 

published in 2011 by the University of 

Massachusetts at Amherst picks apart 

the generational differences between 

Designing for competing audiences: Catering to Millennials, Gen Xers, and Baby Boomers

hotel employees – and differs on whether 

they impact operations. A more recent 

study, completed in 2017 at MODUL 

University Vienna, looked specifically 

at Millennial hotel preferences and 

found that “reference room price and 

travel mode influence Generation Y’s 

hotel considerations independently.” 

They also determined more study on 

the topic was necessary.
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UPGRADING YOUR HOTEL SPACES?
PROTECT YOUR INVESTMENT.

Expanding  
Food Service

Adding New 
Amenities

Enhancing 
Interior Design

Next-generation hotel amenities delight guests with outstanding experiences beyond the 

guest room. But they also pose new challenges for facility management and housekeeping. 

Read the new Ecolab eBook to learn more about the four biggest trends reshaping hotel 

spaces today and what this means for you.

©2018 Ecolab USA Inc. All rights reserved

READ THE EBOOK
The Changing Spaces of Today’s Hotel  

4 Key Trends & Considerations for Facility Management & Cleaning

Elevating  
the Lobby

928075_Ecolab.indd   1 8/25/18   2:31 PM

For Stillman, Baby Boomers, a gen-

eration focused on keeping up with the 

Joneses, stick with brand names. To top 

it all off, they aspire to, some day, stay 

at premium-brand hotels like the Ritz 

Carlton. And age is ever-present.

“Baby Boomers are of a generation that 

is raging against aging,” he says. “If it’s 

cool, it’s okay, as long as it doesn’t make 

them feel old. They don’t want rails in 

the tubs.”

But what hoteliers need to real-

ize, Stillman stresses, is that Baby 

Boomers aren’t necessarily their big 

them. And they trust their peers, not 

the experts. Those experts, even travel 

agents? The younger you go, the less 

weight they have.”

Across the board, experts agreed, 

hotel patrons want clean rooms and 

audience anymore. Younger genera-

tions, more skeptical generations, are 

today’s parents.

“If you’re planning for family vaca-

tions, you’re targeting a Millennial,” he 

adds. “Collaboration really is huge with 

“The question every hotel employee has to 
ask is ‘How is our customer service?’ The 

smart ones are starting to ask, ‘What is our 
customer service?’ – not ‘How is it?’”
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good customer service, but they need 

to analyze just how they define that. 

Many people travelling around the 

United States today might not want 

a call to the room after they check 

in. And, though Millennials and Gen 

Zers might do away with the check-in 

desk and conduct transactions instead 

on tablets or phones, à la an Apple 

Store, that approach won’t f ly with 

everybody.

with Jonah, his Gen Z son, a digital native 

who’s grown up in the world where Wi-Fi 

and smartphones know no bounds.

“Jonah looks at properties and is looking 

for something new he hasn’t seen before – 

and he wants things customized for him,” 

Stillman says. “The basics [for hotel staff] 

sound silly. You’ve got two ears and one 

mouth for a reason – just listen. Your goal 

isn’t to treat everyone the same.”

Stillman says nobody and no brand 

arguably might be better at playing the 

generational design game than Virgin 

Hotels, with whom he has worked in the 

past. Which begs the question: why?

Teddy Mayer, the Vice President of 

Design for Virgin Hotels, says Virgin is 

ahead of the generational design curve 

because his company is attentive to 

create a colorful prism of spaces that 

can accommodate different types and 

groups of people simultaneously.

Virgin Hotels’ lobbies and entrances 

feature a multi-space suite of rooms 

with a club bar at its heart. One space, 

a kind of library, offers the environ-

ment of a casual coffee shop, perfect 

for a Millennial to pull up a couch and 

whip out their MacBook. A “kitchen” 

space offers casual dining. And “the shag 

room,” as Mayer dubbed it, is more posh 

and a kind of after-hours lounge.

“This all helps people hack their envi-

ronment – we offer them flexibility,” he 

says. “We love the idea of putting the 

experience in the hands of our guests.”

That brings us to Scott Schaedle. A 

former art student and graphic designer, 

“They have to have a fundamental 

shift in how they ask themselves ques-

tions,” Stillman explains. “The question 

every hotel employee has to ask is, ‘How 

is our customer service?’ The smart ones 

are starting to ask, ‘What is our customer 

service?’ – not ‘How is it?’”

To Stillman, who lives in Minneapolis, 

the absolute essential part of any hotel is 

its workout facility and gym, and not just 

a room with some bar-bells. That’s not so 

Designing for competing audiences: Catering to Millennials, Gen Xers, and Baby Boomers

“My dad’s 
generation? 
They go on 

recommendations. 
And, when they 

find one, they stick 
with it. Millennials? 
They’re willing to 

try different things.”
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this Millennial with what he called “an 

entrepreneurial spirit” founded Quore 

Systems, one of the hospitality indus-

try’s providers of hotel management 

software, back in 2012.

But, at first, he was just Scott, another 

employee at another Tennessee hotel.

“I was just working and thought, ‘Why 

don’t we have a piece of software to run 

this?’” laughs Schaedle. “[I thought] 

‘Maybe there’s something more effi-

cient out there.’ The reason I created 

Quore is because nobody was using the 

mobile devices, even though we all had 

mobile phones. I was like, ‘I can figure 

this out!’ Six months later, I had the 

first prototype.”

Today, Quore is used on the back-end 

for hotel operations by more than 65,000 

users in 3,100 different hotel properties. 

Schaedle said the software works and 

helps staffers work more efficiently 

because, quite simply, it makes sense.

“The user experience is probably the 

most important part of the software,” he 

shares. “I’ve always believed the same 

thing: a designer’s job is to make some-

thing easy and engaging to use.”

“If you have to create a training man-

ual,” he adds, echoing the words of the 

late Apple CEO Steve Jobs, “you failed.”

Keeping it simple and engaging was 

particularly important for hotel staff, 

some of whom are older and technology-

averse, and others who come from a mix 

of different cultural backgrounds with 

different relationships to technology.

What has Quore taught Schaedle about 

hotel patrons?

“[People my age] go to the travel sites 

and review user ratings every time,” 

he says. “My dad’s generation? They go 

on recommendations. And, when they 

find one, they stick with it. Millennials? 

They’re willing to try different things.”

Which brings us back to Johnson and 

the alarm clocks.

She’s quick to note that not every 

change made for a younger generation 

alienates its elders, whether they be 

Baby Boomers or Gen Xers. She recently 

stayed in a boutique hotel and expected 

to be surrounded by nothing but young 

people. Not so; quite the contrary.

Then, again, when asked for one piece 

of advice for hotel designers, owners, 

and staff aspiring to simultaneously 

engage an audience consisting of dif-

ferent generations, Johnson cited what 

could be called the Golden Rule.

“If you’re a Baby Boomer, a Millennial, 

a Gen Xer or a Gen Zer,” she says, “we all 

want good customer service.”� ■

“It was filled with Baby Boomers. Now, 

there was an Eagles concert in town,” 

she laughs. “But the Baby Boomers were 

enjoying the space’s pool tables as much 

as the Millennials.”

And let us not forget free Wi-Fi, created 

for a younger, tech-savvy set of hotel 

patrons but serving all of them.

“See, we all benefitted from the change 

instigated by a younger generation,” 

Johnson says.
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Pictured from left to right: O’Mally Foster, Vision Hospitality; Keith Cline, CorePoint Lodging; Heetesh Patel, Neves Investments; 
Hitesh (HP) Patel, Capital City Hospitality Group, AAHOA; Dinesh Rama, NewGen Worldwide; Ricky Raman, PeachState Hospitality; 
Jyoti Sarolia, Ellis Hospitality LLC; Azim Saju, HDG Hotels; Chip Rogers, AAHOA

unemployment. Skepticism of the economy returning to pre-

2008 strength remained high; however, a decade removed 

from the financial crisis that brought the global economy to 

its knees, the nation is seeing unprecedented and unexpected 

growth. Second quarter GDP sat north of four percent, and the 

latest figures show unemployment at four percent nationally. 

It’s even lower in certain metro areas, such as Atlanta where 

the jobless rate is 3.5 percent. But what does this mean for 

the hotel industry?

Chip Rogers, AAHOA president and CEO, served as the round-

table moderator and began by asking participants about the 

challenges that low unemployment presents when filling entry-

level jobs. Many shared their difficulties in hiring and retain-

ing employees in entry-level positions, such as housekeeping 

but the discussion took a quick and surprising turn towards 

a broader examination of workplace culture and how it can 

make or break a solid corps of talented and dedicated workers.

“The biggest challenge across segments is in housekeeping,” 

noted Keith Cline, president and CEO of CorePoint Lodging. 

Difficulties for companies include determining how they can 

enrich a worker’s life aside from a paycheck. He added that 

HEN IT COMES TO THE ECONOMY, THE 
headlines talk of a booming stock mar-

ket, low unemployment, significant and 

steady job growth, and people keeping 

more of their paychecks thanks to tax 

reform. But even when things are great, 

there are challenges in the workforce, and in the hotel indus-

try, one of the most significant challenges is labor. From 

workforce shortages and worker retention to finding the best 

employees, Today’s Hotelier wanted to get a sense of how the 

industry is getting ahead of these issues.

In late July, Today’s Hotelier held its first ever roundtable at the 

AAHOA headquarters in Atlanta where industry experts and 

insiders shared their perspectives on labor trends, workplace 

culture, and what the future holds for workers and hoteliers 

as the industry evolves. Access Point Financial sponsored the 

roundtable. As an AAHOA Silver Member, they are also a long-

time supporter of AAHOA’s annual convention and trade show.

In the early part of 2010, as the nation emerged from the 

economic downturn, many believed that the new normal for 

full employment would be in the range of five to seven percent 

by PETER CLERKIN

TODAY’S HOTELIER ROUNDTABLE 

Hoteliers address the labor 
shortage in hospitality

FEATURE
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the wage pressure in the labor shortages is manifesting itself 

in overtime and contract labor.

Azim Saju, principal of HDG Hotels, observed, “There’s more 

demand for labor. The labor force, especially Millennials, want 

more from a job than just a paycheck. Retaining top talent is 

exceptionally challenging, and recruiting is hard – people want 

to work for a company that has a mission, a vision, core values, 

and compensation that will keep them there for a long time.” 

Building a workplace culture that helps employees understand 

how their role fits into the bigger picture requires a change 

in the dialogue. Dinesh (Dan) Rama, president and managing 

director for NewGen Worldwide, noting that hotels would 

often cycle through the same workers as they competed for 

their labor, asked, “When do the economics fall apart when it 

comes to hotels swapping staff for hourly raises of 10 cents, 

20 cents, or 30 cents?”

Countering the nickel and dime mindset that leads 

employees to switch jobs frequently is challenging; however, 

O’Mally Foster, vice president of culture and talent resources 

at Vision Hospitality Group, spoke about Vision’s multifac-

eted approach to workplace culture building that helps them 

retain employees. “People want to have their life outside work. 

Culturally, if you have a sound, focused culture, that says, all 

the other things, someone can offer 10 cents more, but are 

they offering you the family environment that we have? Are 

they offering you a place where you belong, where you feel 

connected? That is what helped us maintain the staff that 

we have.” He also spoke about how Vision found success in 

partnering with local high schools and a vocational course that 

highlights the opportunities for advancement in the industry.

Other participants echoed this sentiment of helping employ-

ees escape a shortsighted mindset and focus on who they are, 

where they are within a company, and where they have the 

potential to go rather than the particular job they perform.

AAHOA Chairman Hitesh (HP) Patel, president of Capital 

City Hospitality Group, suggested that companies can set 

themselves apart by creating an environment of respect for 

employees and recognizing their work-life needs. He cited 

flexible work hours as an example, noting that his company 

allows employees to create a schedule. This can be particularly 

beneficial to single parents or students who might not be able 

to work a traditional six- or eight-hour block. Patel noted that 

this approach greatly helped in the retention of housekeepers, 

and pointed out that, because of more precise check-in times, 

some of his employees are able to fill PM housekeeping shifts.

Heetesh Patel, chief executive officer at Renal Management 

Company, said, “Celebrating employees through birthday 

parties and monthly events helps create more of a family 

environment. This translates directly to higher survey scores 

for job satisfaction.” He added, “The dividends it pays by hav-

ing the commitment from our staff has been monumental for 

us…For us, it’s invaluable to build that family atmosphere 

from the beginning.”

Panelists talked about the younger generation and what 

steps hotels could take to make careers more attractive to 

them. “Millennials want to know that the work they do has 

an actual impact – they don’t just want a job,” said Dan Rama. 

Azim Saju noted that educating employees about the causes 

a company supports and encouraging them to get involved 

in their communities as well contributed to a greater sense 

of mission and purpose.

While much of the early discussions centered around cre-

ating a workplace culture and how that can retain workers, 

moderator Chip Rogers pressed panelists about recruiting. 

According to every panelist, making clear the opportunities 

for advancement within an organization is one of the surest 

ways to attract and retain employees. Keith Cline said, “It’s 

impossible to be an employer of choice if you have no examples 

of advancement in your organization.” Ricky Raman, chief 

operating officer at PeachState Hospitality agreed, “You’ve 

got to show them that opportunity in-house”.

Building upon the earlier discussion of workplace culture, 

O’Mally Foster suggested that replacing the sterility and box 

checking of the interview process by allowing prospective 

hires to observe and immerse themselves in the workplace 

culture before an interview could allow for a better assessment 

of whether an employee would be a good fit. “Let them really 

get involved in [the culture]. Then you sit down and converse 

with them about their thoughts about what went on…and 

really get that organic conversation going on.”

Jyoti Sarolia, chief operating officer at Ellis Hospitality LLC 

highlighted her practice of asking prospective hires to take 

fifteen minutes to walk around the property before their sched-

uled interview. “After allowing them that time to engage with 

the property and employees, the interviewee is given a series of 

questions to assess how they would react in the environment.” 

She noted that this initial interview process is successful in 

identifying those individuals in whom the company wants to 

invest. “A lot of it is a sense of what you feel,” said Heetesh 

Patel. “Their resume can’t determine if you should hire them.”

Concluding the discussion, panelists spoke to potential 

changes in the workforce as technology begins to play a 

greater roll in the hospitality industry. While some jobs will 

inevitably be lost to automation, panelists agreed that there 

will ultimately be a hybrid model. Machines are not likely to 

replace employees entirely, but there will be fewer jobs for 

people to perform. Efficiencies in room design and cleaning, 

check-in kiosks, and apps that place food and drink orders are 

all advancements that pull guests one step back from human 

interaction, but the panelists seemed hesitant to endorse the 

likelihood of a fully-automated hospitality future. “There will 

always need to be people in hotels to deliver authentic experi-

ences, to create some type of relationship with our guests,” 

said Keith Cline. “It doesn’t matter how much automation 

you can create, how are you going to have a self-making 

bed, a self-cleaning bathroom?” said HP Patel. “At the front 

desk, you could have machines checking people in…for me, 

I like having that interaction…checking in, going to the bar 

or restaurant…losing that interaction, that’s not something 

I’m ready for yet.”� ■

 7-MINUTE READING TIME
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security and AV support, smart guest rooms and lobbies, or 

tech lounges, will be the result.”

At their fingertips. Guest experience? There’s an app for that.

“Technology is changing at such a pace, and that’s particu-

larly interesting for us in hospitality,” says Charles Fisher, resort 

manager for the Four Seasons Resort Orlando at Walt Disney 

World Resort. “When you think about our history, particularly 

in the luxury market, there’s always this perception of formal-

ity, but that’s changing very rapidly as technology evolves.”

Since launching its Four Seasons Chat app, says Fisher, 

the number of messages flying through is extraordinary. 

Requests for more towels, even poolside drink orders, are 

handled expeditiously.

CHECKING IN
Self-serve. “Unique hotels, like the properties currently open 

within Tapestry Collection by Hilton, are growing in popularity 

because they can provide guests with the ability to enhance 

their stays…Guests are looking for hotels that complement their 

lifestyle,” says Jenna Hackett, global head for the Hilton brand.

“Guests can find a Tapestry Collection hotel, book, check-

in, choose their room based on their preferences and open 

the door with Digital Key, all through the Hilton app on their 

mobile device.”

LOOKS THAT FILL (ROOMS) –  
LOBBIES & OUTDOOR SPACES
The smell of success. Properties intent on stimulating the 

senses are adding olfactory elements to the guest experience 

with a signature scent. Fisher says guests enjoy theirs, staffers 

often field requests for candles they can take home. “It adds 

to the overall sense of place when you walk into the space.”

Innerspace. Restaurant real estate, in many cases, is being 

forgone in favor of cleaner, more contemporary gathering 

spaces in the lobby, says Michael Parks, vice president for Hoar 

Construction’s Florida office. Hoar’s recent projects include 

the Hotel Indigo in Gainesville, FL and the Hotel Alessandra 

in Houston, TX. “We’re seeing a trend of quick-service places, 

coffee shops and bars that cater to the idea of grabbing a 

“TEA. EARL GRAY. HOT.”
It’s how Capt. Jean-Luc Picard ordered his beverage aboard 

Star Trek: The Next Generation’s U.S.S. Enterprise, where food 

replicators, the voice-activated insta-chefs of the future, ful-

filled orders in seconds.

The world’s best F&B staff can’t yet deliver chateaubriand 

and crème brulee to a guestroom in 60 seconds, but hotel 

guests are already reaping tech-boosted benefits – in their 

rooms and beyond.

Technology is hardly the only notable hospitality trend in 

2018. Developments in the realm of design, décor, construc-

tion, and more, are keeping hoteliers on their toes in their 

quest to deliver exemplary guest experiences.

TECH TALK
In the guest rooms. At Universal Orlando Resort’s Aventura 

Hotel, designers put this top-tier trend in the must-have 

column.

“When people travel, they take their technology with them. 

It’s an ever-present part of their lives…and an important part 

of today’s travel experience from the moment an idea for a trip 

is born,” says managing director Stephen Cummings. “Hotels 

must be equipped to serve guests in the modern digital age by 

providing advanced, smart tools and amenities that enhance 

their stay, particularly in the guestroom, where travelers 

begin, plan, and end their day.”

As such, in-room tablets are the standard here.

“[They] are a powerful tool,” he says, “loaded with everything 

guests need for their stay, so it’s right at their fingertips and 

they don’t have to spend time searching.”

In the meeting rooms. Events figure big in many hotels’ 

profit margin. Smart properties are implementing the Internet 

of Things (IoT) to make events flow better than ever. IoT is 

a system of interrelated computing devices that allows the 

transfer of data over a network without human interaction.

“The IoT will bring sensors throughout the meeting venue 

to increase efficiency and improve service,” says Corbin Ball, 

an international speaker, consultant and writer on events 

technology. “More efficient, lighting, better AC controls, 
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What’s hot in hotels right now? We tapped a few 
sources to find out not only what’s going in to the guest 
experience, but what’s going into the actual hotels!
by AMY DREW THOMPSON

FEATURE

http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=30&exitLink=http%3A%2F%2FTODAYSHOTELIER.COM
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=30&exitLink=http%3A%2F%2FSHUTTERSTOCK.COM


TODAYSHOTELIER.COM | OCTOBER 2018 | 31

 8-MINUTE READING TIME

drink and hanging out in the lobby before you go up at the 

end of the night.”

Hilton’s Hackett would likely agree.

“Lobbies aren’t just for check-in anymore. Guests are look-

ing for open, inviting common spaces to relax and mingle…

These spaces are even drawing in local residents,” she notes.

Travelers want to experience the hotel in its entirety, she 

says, not just their rooms.

Parks says modern seating clusters, places to congregate and 

hang out, are increasingly visible. “Lobbies feel more comfort-

able and inviting in comparison to the old days where they 

felt like your grandmother’s living room,” he laughs, “where 

you didn’t dare sit down.”

OUTSIDE INFLUENCE
Roof positive. If the impressive 360-degree vistas from 

Orlando’s Aventura Hotel are any indicator, rooftop bars are 

an advent that’s here to stay.

“The combination of picturesque views, open air, unique 

cocktail offerings, and creative design attract both hotel guests 

and locals,” says Hackett of this enduring trend.

Everyone, says Parks, seems to want a rooftop bar.

“They want to put the pool up there, too,” he says, “with 

glass all around to take advantage of the views as an added 

amenity.”

All turf, no surf. Artificial turf, too, vastly improved since 

the days of “your father’s Astroturf,” Parks laughs, is becoming 

standard in outdoor areas. Soft and clean, with no worry for 

mud after a rain, these new products, and the techniques for 

installation, make hoteliers and guests happy.

“There’s a composite substrate that includes sand and some 

stone beneath which allows it to drain,” he explains. “You roll 

out this green carpet that looks and feels like grass, it’s got 

some cushion to it, it’s got drainability, and it’s got a good 

life span.”

IF YOU BUILD IT
Local color. And flavor, and texture…Parks says the biggest 

trend he’s noticed is a desire to bring a destination’s local 

essence into the hotel.

“There’s a sense of place-making, something that adapts 

to the region or city they are in,” he explains. “For example, 

at the Hotel Indigo, they’ve painted murals in the rooms that 

are rock ‘n’ roll themed – sort of Tom Petty-related, since he 

is from the area.”

Much like the trends in craft beer or artisanal food, hotels 

are zoning on what’s local in ways that transcend the F&B.

“Each property wants to feel unique,” says Parks.

Material world. Easy-to-clean hard surfaces are making 

gains in room design, says Parks. “Everything is becoming 

sleeker, more minimalist in an effort to feel tidier.” Carpet, he 

has observed, is on the wane. “We’re seeing more luxury vinyl 

tile with carpet tiles around the bed, so that when guests get 

up in the morning, they can still put their feet down on carpet.”

The Hotel Skyler Syracuse, the first to join Tapestry 

Collection by Hilton, was born as a synagogue in 1922, evolv-

ing into a performing arts center before its hotel conversion 

in 2011. It was Syracuse’s first LEED Platinum Hotel.

“More than 20 percent of the products used to build it con-

tained recycled content and more than 75 of the [construction 

waste] was recycled,” says Hackett. “The hotel also utilizes 

organic fabrics, low-emission carpeting and non-toxic house-

keeping products in guestrooms.”

Domo arigato. Mr. Roboto is being gainfully employed by 

construction companies as they bring the architects’ grand 

plans to life.

“The drone technology that we’re using is primarily for 

surveying and project documentation,” says Parks. Time-

lapse cameras are becoming standard, as well. Paired with 

drones, the combination allows crews to track progress and 

keep an eye on things.

Laborers are now employing VR to ensure accuracy during 

the build. HoloLens, a VR headset with goggles that attach to 

the hardhat, allows workers to see the construction in the 

field as is, but with an alternative through the specs.

“They are moving with you, so you are able to stand in the 

middle of the space and compare what is actually there to 

the model, which you can see through the goggles in what’s 

almost an overlay.”

The rise of the machines has clearly begun. Tech guru Ball 

says that artificial intelligence and voice recognition will con-

tinue to improve the guest experience; bringing hotel design 

closer to the ideas we’ve grown accustomed to via “Star Trek” 

and slowly morphing from fiction into fact.� ■

The Bernic Hotel New York City, Tapestry Collection by HiltonHotel Indigo in Gainesville, FL Orlando at Walt Disney World Resort
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FINANCE

ECENT AND EXPECTED 
future Fed interest rate 

hikes continue to weigh 

heavily on hotel owners as 

they look to refinance their 

portfolios, or decide 

whether to sell or purchase properties. 

While the peace-of-mind gained by 

locking into a long-term interest rate 

and minimizing personal risk is attrac-

tive, some hotel owners are cautious 

about entering into a long-term CMBS 

fixed-rate loan even though long-term 

interest rates are historically low com-

pared to the short-term rates. Both expe-

rienced and inexperienced borrowers 

often have misconceptions about how 

these sophisticated loan types operate.

BORROWER ARGUMENT: 
LONG-TERM, NON-RECOURSE 
FIXED-RATE, PERMANENT 
LOANS (CMBS LOANS) ARE 
INFLEXIBLE WHEN IT’S TIME 
TO PRE-PAY AND THEY CAN 
COST A LOT.
Bottom line, there is no free lunch. 

When the loan docs are executed, bor-

rowers promise to pay until maturity 

and investors expect them to hold up 

their end of the bargain. The good news 

is, non-recourse, CMBS fixed-rate loans 

(unlike any other types of loans) are 

fully-assumable by a buyer in the event 

of a sale. If the buyer does not want to 

assume the loan, it can be pre-paid at 

either a penalty or benefit depending on 

the levels of interest rate at the time of 

pre-payment. This is not necessarily a 

negative, if you plan to hold your asset 

long term anyway. Also, the loan can 

turn into an asset especially if you have 

a low interest rate. Plus, in exchange you 

receive a low rate without recourse for 

a 10-year period, and at a much higher 

leverage than any comparable solution 

out in the market.

BORROWER ARGUMENT: 
CMBS LOAN SERVICERS ARE 
VERY DIFFICULT TO DEAL WITH 
AND THE LENDER WILL TAKE 
YOUR PROPERTY IF YOU MISS 
A PAYMENT.
Not true. Lenders are in the business of 

making a loan for the bond holders, the 

servicers are in the business of collect-

ing the payment on behalf of the bond 

holders. No link in the food chain has 

any absolute interest to take over the 

property. If they do ever have to take 

the property, it’s an indicator that they 

have failed, as it costs significantly more 

to take over the property than to keep 

receiving payments. At the end of the 

day, servicers are simply abiding by 

what was in the loan agreement estab-

lished upfront between the lender and 

the borrower. There would have to be 

significant deterioration in the asset’s 

performance to result in loss of the 

property. Not to mention, other failsafe 

mechanisms are in place from the very 

beginning to prevent such an occurrence 

(i.e. cash management). Historically, in 

every case where a borrower has lost 

the property, it has been fully because 

it was the borrower’s intention to give it 

back/cut their losses. In addition, with 

increased competition amongst ser-

vicers, servicers that don’t provide good 

borrower service, won’t receive future 

servicing assignments from lenders. 

BORROWER ARGUMENT: CMBS 
LOAN COSTS ARE EXPENSIVE 
AND MY LOCAL BANK CAN 
GIVE ME A BETTER DEAL.
Expenses for CMBS loans are usually 

slightly higher than those done by the 

local bank because they are non-recourse 

and there is additional paperwork 

needed to “perfect” the collateral for the 

Lender. Without the cushion of borrower 

recourse, only the property is at risk to 

satisfy the loan. As a result, property 

due diligence is extremely thorough and 

lenders require a national appraisal com-

pany (which it’s interesting to note can 

result in higher appraised values from 

time-to-time) and more sophisticated 

lender legal counsel. Engineering and 

Are non-recourse 
CMBS fixed-rate 
loans better than 

bank loans?  
Are the risks worth 

the rewards?
by RUSHI SHAH
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environmental reports are also typically 

slightly more expensive because Lenders 

rely on them to make reserve decisions. 

However, for comparable terms, banks 

can’t give borrowers a better deal. Due 

to regulatory restrictions, it is signifi-

cantly more expensive or most of the 

time impossible for banks to provide a 

10-year loan for a hospitality asset at as 

high of leverage as a CMBS loan. Bank 

loans will typically be shorter term, 

lower leverage, restrict cash out and 

require full borrower recourse. Because 

these are such inferior terms, the bank’s 

risk is lower and that’s why they can 

offer borrowers a lower rate than a 

non-recourse, 10-year, fixed-rate loan. 

Plus keep in mind that these one-time 

costs are amortized over the 10 years of 

interest rate savings your CMBS financ-

ing will enable. While the costs of a bank 

loan may be lower now, you’ll end up 

paying them all over again when you 

refinance in five years. 

Because CMBS loans are non-recourse, 

any small increase in rate over a bank 

loan you do end up paying for the CMBS 

loan, can lead to a big payoff in the form 

of accessing trapped equity. Banks don’t 

usually allow cash out. For an incremen-

tal cost of maybe 0.5 percent over what 

their bank offered, we’ve seen CMBS 

borrowers free up millions of dollars in 

accrued equity. As a fundamental rule of 

finance, debt capital is always cheaper 

than equity capital. Furthermore, 

because of the availability of capital and 

by leveraging the influence of an expert 

investment banker or financing inter-

mediary in today’s marketplace, owners 

can be more assured of closing by going 

down the CMBS path, than relying on 

local bank credit committees who have 

proven to be flakey at times. 

BORROWER ARGUMENT: 
CMBS LOAN RESERVE 
REQUIREMENTS ARE 
BURDENSOME.
To protect investors’ rate of return, 

CMBS conduit lenders push and pull 

levers to mitigate risk that would oth-

erwise bar borrowers from the clos-

ing table. For example, if a hotel PIP is 

coming due, or historically the prop-

erty has seasonal dips in cash flow, the 

lender may require a borrower to set 

aside ready capital as reserves. These 

disciplinary savings belong to you and 

are accessible when you need them, but 

also assure the lender that your prop-

erty will weather these costs without 

cannibalizing your ability to make loan 

payments. A knowledgeable interme-

diary may be able to negotiate a lower 

amount, roll the reserves into the loan so 

they are financed at the lower long-term 

interest rate, or even devise a more 

creative loan structure that eliminates 

reserves altogether.

BORROWER ARGUMENT: 
THE CMBS LOAN CASH 
MANAGEMENT PROCESS 
IS TOO RESTRICTIVE. 
CMBS loans require borrowers to set up 

a disciplined cash management process 

to ensure timely payments in the event 

of distress. As long as the property per-

forms, a good intermediary should be 

able to negotiate that all hotel income is 

treated as business as usual. In the case 

where the hotel’s cash flow drops below 

a certain threshold, the income will 

merely pass through a lender-mandated 

account to your operating account. If per-

formance further deteriorates below set 

thresholds for two consecutive quarters, 

the income is held in an account con-

trolled by both you and the lender and 

any surplus cash flow is passed to you 

after all the expenses to run the hotel are 

paid, reserves are funded, and monthly 

P&I payments are made. The original 

cash flow resumes once performance 

returns to acceptable levels for an appro-

priate length of time. Hotels with good 

management and consistent income 

won’t need to worry about triggering this 

check and balance. Your accountant can 

also work with you to ensure expenses 

are categorized properly since Capital 

Expenditures, non-recurring or extraor-

dinary expenses, and personal expenses 

don't count towards ongoing expenses. 

BORROWER ARGUMENT: 
INTERMEDIARIES ONLY PUSH 
CMBS LOANS WHEN WE 
ASK FOR NON-RECOURSE 
LOANS; THAT’S THE ONLY 
OPTION AVAILABLE IN THE 
MARKETPLACE. 
At $100 billion per year, the CMBS 

market represents the largest volume 

of all loan types. For qualified assets, 

however, there are many other flex-

ible, non-recourse debt options avail-

able through experienced investment 

bankers with wide relationships. These 

include debt funds, life companies, 

Mortgage REITs, Credit Unions, bal-

ance sheet lenders, investment banks’ 

direct lending business units, non-bank 

finance companies, large family offices, 

and private equity companies. These 

alternative capital sources are usually 

less regulated than community banks 

and offer attractive features.� ■

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.

“Bottom line, there 
is no free lunch.”
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GUEST EXPERIENCE

H
OW DO YOU TRANS-
form a hotel from 

a place you stay on 

the road to a place 

you never forget, and 

even better, one that 

you want to revisit again and again? 

This question is one many designers 

in the hospitality industry experience. 

Hoteliers are looking for innovative ways 

to differentiate their hotels from all the 

others on the market. They’re looking 

for ways they can create unforgettable 

hotel experiences that inspire a sense 

of authenticity and connect guests to 

the brand. 

Today’s guests are looking for some-

thing deeper – when they stay a hotel, 

they want that stay to feel it’s an embed-

ded part of the story of a place, especially 

with boutique brands. 

While it seems like a complex prob-

lem, the answer is actually quite simple. 

Differentiation begins and ends with 

thoughtful design. Often it means more 

than just creating a structure that can 

house great Wi-Fi or a suite of standard 

amenities. While working with hote-

liers to create unique spaces, looking 

for ways to drive local context that sup-

ports and is inspired by the local com-

munity is essential. And simply looking 

at pictures online to make an educated 

guess about what will or won’t work is 

not sufficient. In order to create an expe-

rience reflective of a particular place 

and way of life, we must take a deeply 

immersive approach by approaching 

local shop owners, visiting performance 

theaters, interviewing local style mak-

ers, gallery curators, and witnessing 

firsthand the passion people have for 

their city. Creating a foundation that 

then informs decisions and allows hote-

liers and designers to create homegrown 

experiences that reflect the rich history 

and artistic identity of a community.

But it’s not just about offering guests 

these unique amenities – it’s about offer-

ing guests unique amenities that also 

feels genuine and provide an exceptional 

sense of travel and adventure.

What does all of this look like in real 

life? One example is The Elizabeth Hotel 

located in Fort Collins, CO, designed 

by DLR Group and operated by Sage 

Hospitality. DLR Group’s approach to 

design at The Elizabeth began with 

gaining a deep understanding of how 

the culture and aesthetic of the city of 

Fort Collins was inspired by the Colorado 

landscape. There was a focus on pairing 

aged wood and metal materials to create 

a space that feels handcrafted and rooted 

in the city’s identity. The hotel offers three 

signature suites – the Beer & Bike Suite, 

the Music Suite, and the Ram Suite – each 

of which embody a different aspect of Fort 

Collins’ culture and heritage, connect-

ing locals and visitors to the fabric of the 

city. One of the most unique offerings in 

this hotel, and something that is deeply 

treasured by guests and locals alike is the 

lending library. Here, music lovers of all 

kind can check out a variety of musical 

instruments and equipment. The lending 

library also offers a wide selection of vinyl 

records guests can check-out and play on 

personal record players found in each of 

the hotel’s guestrooms. 

Constantly pushing to discover more 

about the locale and what the hotel will 

bring to it, rather than what the com-

munity will bring to the hotel. It’s a 

stewardship and storytelling approach 

to design that often necessitates time to 

let the cultural approach marinate. And 

the results of this approach are often 

ones that feel distinct, calling guests 

back time and again.� ■
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Hotel design that differentiates: 
Why local immersion is the answer 

by STACI PATTON

The Elizabeth Hotel

AN
D

RE
W

 B
O

RD
W

IN
 S

TU
D

IO

Staci is a key leader and 
award-winning interior 
designer within DLR Group’s 
Hospitality Studio, working 
with clients across the 
country. She understands 

that design must support strategy to meet 
business growth goals, elevate brand 
recognition, and foster local connections 
with every hotel guest. Her taste, sense 
of aesthetics, and engaging personality 
produce environments that engage clients 
and deliver memorable experiences. 
Her expertise includes boutique and 
branded hotels, restaurants, and gaming 
environments. A frequent traveler herself, 
Staci understands the value of exceptional 
design and how intimate details can 
enhance the overall guest experience. Get in 
touch with Staci at spatton@dlrgroup.com.
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HEN IS THE 
next eco-

nomic down-

turn, and how 

impactful will it 

be? These are the 

questions on the minds of profession-

als across all industries, even as analysts 

share conflicting data and opinions via 

a variety of outlets.

Regardless of the outcome, the mere 

expectation of a potential economic 

slump is enough to push hoteliers to 

engage in a renovation. As the thought of 

a downturn tiptoes into our minds, there 

is increased pressure around acquiring 

renovation budget approvals.

Those looking to refresh their proper-

ties want to ensure that the funds are 

allocated prior to a potential recession, 

and the best time to make these deci-

sions is now – when the industry is per-

forming quite well. And, for owners and 

developers looking to invest in existing 

properties as well as forge new partner-

ships before the current growth cycle 

slows, there are a number of benefits 

and challenges to consider based on the 

type of property and renovation needed.

RENOVATION TYPE: HISTORIC
Historic properties often hold a strong 

presence in local communities, which 

makes them prime options for renova-

tion or redevelopment.

The recent renovation of the historic 

LeVeque Tower in Columbus, OH is one 

example. Much of the beauty in the 

building’s Art Deco detailing was hidden 

by office spaces and retail developments. 

The goal then became to reimagine the 

property and restore it to its former 

grandeur while keeping the expecta-

tions of today’s guest top of mind.

Projects like this one reap many 

rewards for hotel ownership, but must 

be handled carefully. Of course, when 

updating a treasured local building, the 

community wants to be informed and 

involved in the process. In the case of 

Hotel LeVeque, the renovation has been 

widely applauded, but the relationship 

between ownership and local commu-

nity must be closely managed to ensure 

the public views the project favorably. 

If all goes as planned, the hotel will not 

only face less friction locally, but will be 

able to capitalize on trends of downtown 

revival to food and beverage options, and 

other amenities of interest to travelers 

and locals alike.

Executing historic renovations can be 

quite profitable, but the process is not 

without challenges. Historic tax credits 

are tremendously helpful, but can also 

put pressure on a tight budget when the 

wheels of government turn slowly.

Buildings with landmark restrictions 

can create obstacles as well. During a 

recent renovation of The Blackstone 

Hotel in Chicago, IL, it was required 

to work around landmarked paneling 

and light fixtures as they planned and 

executed fresh, activated public spaces 

within the property. These unchange-

able details can be viewed as challenges 

that generate creative, innovative results 

from a design team, but are challenges 

nonetheless.

RENOVATION TYPE:  
EXTERIOR CORRIDOR HOTELS
The dusty, forgotten “last resort” options 

for tired road warriors – exterior corri-

dor hotels – are entering a renaissance. 

These properties are beginning to attract 

travelers from a number of demograph-

ics, from surfers searching for the next 

big wave to hip Millennials exploring 

the country’s trendiest neighborhoods.

Successful examples of this type of 

renovation include the Phoenix Hotel in 

San Francisco, CA and the Austin Motel 

in Austin, TX (both part of Bunkhouse 

Group). It’s no secret that these two cit-

ies are a draw for Gen Yers; they’ve been 

visiting in droves over the last few years.

These two properties take advantage 

of the desires and expectations of this 

demographic. This age group craves 

authenticity and uniqueness, and tends 

to spend a great deal of time scouring 

the web (and social media) for hotels that 

provide the right balance of comfort and 

edge. Both properties are decidedly funky, 

embracing a kitschy aesthetic that can be 

executed fairly inexpensively while still 

being Instagrammable and on-trend.

The major upside of this renovation 

type for ownership is clear – rather than 

spending millions of dollars knocking 

down the building and starting from 

scratch, the existing space can be reno-

vated beyond recognition in a matter 

of months, not years, in a highly cost-

effective manner.

 5-MINUTE READING TIME

READY TO REFRESH:  
Best bets for ROI before the potential downturn
by JERRY ZEITNER

Hotel LeVeque in Ohio
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HOSPITALITY IS IN THE DETAILS
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RENOVATION TYPE: 
SELECT-SERVICE
Select-service properties may make 

up 80 percent of new hotel construc-

tion projects in the United States, but 

that doesn’t mean renovations of these 

properties aren’t happening, too. With 

the proliferation of newly built hotels 

in this segment comes an imperative 

for existing properties to keep up with 

the fresh market entry down the road.

When Gettys ONE, a sister brand of 

The Gettys Group that specializes in 

interior design for select-service prop-

erties, took on the conversion of a former 

Four Points by Sheraton to become an 

AC Hotel by Marriott, a locally-inspired 

select-service property was born.

Working within the often-strict design 

guidelines set forth by each flag can be a 

challenge, but it is one that will cause the 

right hospitality design team to rise to 

the occasion. Even with tight parameters 

in place, there is an array of methods 

for renovating these properties to truly 

differentiate them from others, drawing 

an impressive ROI for ownership.

Striking a balance between adher-

ence and ingenuity, the design of the 

AC Hotel Chicago Downtown offers 

innovative dining options and tech-

enabled upgrades that attract budget-

conscious young travelers who maintain 

high expectations for design and expe-

rience. From Kallpods throughout the 

public spaces to canned craft beers at 

the bar, these small details in select-

service properties keep travelers return-

ing again and again. Building loyalty 

through design is a priority in this 

segment, and the importance of con-

sistent and frequent property updates 

will aid in maintaining a high return 

for hotel owners.

As analysts across all industries brace 

themselves for the next lull in the econ-

omy, hoteliers are fighting to receive ren-

ovation budget approvals ahead of time. 

Whether owners and developers want to 

update a historic building or upgrade an 

exterior corridor hotel, the time to plan 

for those types of renovations is now, 

while the industry is booming.� ■

AC Hotel 
Chicago 

Downtown

With 30 years of hospitality industry 
experience, Jerry has a broad knowledge of 
hotel operations, program management, 
design implementation and development. 
As chief operating officer at The Gettys 
Group, Jerry leads a team of members 
who create new brands, design engaging 
spaces, and bring design visions to life.
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REGISTER TODAY AT:
www.thehotelexperience.com

HX: The Conference & Marketplace 
brings you the latest trends and insights in the 
hospitality and dining industry.

CO-LOCATED 
WITH:

PRESENTED &
PRODUCED BY:

Reimagining The Guest Experience.

NOVEMBER 11-12, 2018  |  NEW YORK CITY
JACOB K. JAVITS CONVENTION CENTER

  Stand-Alone 2-Day Conference

  On fl oor educational sessions

  300+ Exhibitors showcasing the latest 
products & services

  Network with over 7,000 hospitality professionals
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PERSPECTIVES

I’ve learned that this industry is small. 

You never know who you are going to 

come across. Throughout my summer I 

noticed how many key hospitality execu-

tives visited the office and how strong 

AAHOA’s relationship with these hos-

pitality brands is. I’ve always heard the 

saying that “It’s not what you know, it’s 

who you know.” But this internship has 

shown me that it’s also about who knows 

you, and small things like having a busi-

ness card or writing a thank you note can 

make a big impact on somebody. 

Ultimately my internship with AAHOA 

has taught me that in the hospitality 

industry, relationships and who you sur-

round yourself with are so important. 

AAHOA has given me the tools I need 

to succeed, and a strong foundation of 

knowledge and experience to shape 

me into the person and the leader that 

I want to be.� ■

hospitality is everywhere, and anyone 

can find their place and succeed. 

As I approach my college graduation, 

I’ve realized that there is a huge dif-

ference between what you learn in the 

classroom and what you learn on the 

job. I’ve learned about politics in school, 

but I never thought that it would mat-

ter in my career, let alone that I would 

ever be having a meeting with my 

state Senator. I witnessed the powerful 

presence AAHOA has in Washington, 

D.C., and the opportunity our mem-

bers have to make a difference and 

advocate through our Political Action 

Committee. I was provided the oppor-

tunity to lead a delegation meeting on 

Capitol Hill to discuss issues relevant 

to our industry with our nation’s lead-

ers. This instilled in me a new interest 

and confidence that I would not have 

found otherwise. 

AAHOA HAS BEEN A PART OF MY LIFE 
for as long as I can remember. I grew up 

in the hotel business and have always 

had an interest, but it wasn’t until I went 

on a delegation trip in 2013 with them 

that I decided this was the industry I 

wanted to be in. The next year I decided 

to pursue a career in hospitality, and 

I enrolled in the Hospitality School at 

UNLV. Throughout my career thus far, 

AAHOA has always been a part of my 

journey, so I wanted to learn first-hand 

from the best. It has been incredible to 

see the idea we had come to life this 

summer, and to be able to play an impor-

tant role in establishing a formal intern-

ship program for the association.

The past 10 weeks have taught me 

more than I could have ever imagined-

not only about the industry, but about 

myself. AAHOA gave me a chance to be 

independent, to take risks, and to step 

outside of my comfort zone. I learned 

that it’s okay to not always know the 

answer and to make mistakes. I had 

to put myself out there to see where 

I fit in with the company’s culture. 

AAHOA has taught me that this busi-

ness is about people. With the net-

working opportunities AAHOA has to 

offer, and the annually changing lead-

ership, it provides a very diverse and 

broadened opportunity to meet people 

from all over the world. As a college 

student and a woman in a previously 

male-dominated industry, I loved see-

ing AAHOA’s efforts to engage their 

young professionals and women hote-

liers with special events designed just 

for them, and being able to join AAHOA 

just before Jagruti Panwala becomes 

the first Chairwoman. AAHOA is built 

on entrepreneurship, and they truly 

embody that in their day-to-day opera-

tions. It is the perfect example of how 

 3-MINUTE READING TIME

BEHIND THE SCENES:  
AAHOA Summer Internship Program
by NATALEE BLOSS

Summer intern Natalee Bloss with AAHOA President & CEO Chip Rogers
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JOIN US 
IN SUNNY 
SAN DIEGO!
The hospitality industry’s largest hotel owners event is coming to 
San Diego, CA! The AAHOA Annual Convention & Trade Show 
will kick off on April 24, 2019 at the San Diego Convention Center. 

www.aahoa.com/convention

“� e AAHOA Convention is a great opportunity 
to network and meet other like-minded business 
associates, and the education sessions help bring 
all of us to the next level.”

Montu Patel, Pennsylvania

“As a vendor we come to the AAHOA Convention 
 & Trade Show for the tra�  c. How many at bats  
 can we get?”

Samir Patel, Michigan

“My advice is to get involved. Put in the time 
and energy to take advantage of everything the 
association o� ers.”

Rahul Patel, Texas
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AAHOA CLUB BLUE, PLATINUM, GOLD & SILVER MEMBERS

AAHOA CLUB BLUE 
MEMBERS

 
ASSA ABLOY Hospitality 

Riise Walker: (972) 692‑3110

 
Avendra 

Mara Radis: (301) 825‑0311

 
Chase 

Faheem Khan: (800) 727‑1872

 
Dell 

Mobolaji Sokunbi: (800) 624-6145

 
Ecolab, Inc. 

Peter McCaughley: (800) 352-5326

 
Home Box Office 

Brian Venable: (404) 239‑6695

 
Live Oak Bank 

Brian Pilon: (910) 550-2308

 
Lowe’s ProServices 

Brian Aguirre: (704) 758‑5859

 
Mag Mile Capital 

Rushi Shah: (312) 640‑7430

 
Magnuson Hotels/ 

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

 
MasterCard International 

Nina Biornstad: (914) 249‑5384

 
Zonetail 

Mark Holmes: (416) 583‑3773 x228

AAHOA PLATINUM 
MEMBERS

 
ADP, Inc. 

Thomas Bell: (973) 510-0196

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

 
Choice Hotels International 

Tim Shuy: (301) 592‑5000

 
Daikin – Amana PTAC 

Byron Cortez: (800) 647‑2982

 
Diversey 

Deniz Alpaslan: (980) 221‑3235

 
First Data Corporation 

John Leatherwood: (214) 212-9696

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

 
Guest Supply – A Sysco Company 

Justin Haggart: (732) 868-2200

 
Hilton 

Bill Fortier: (703) 883‑1000

 
Hospitality International, Inc. 
Jim Bloodworth: (770) 270‑1180

 
Hyatt Hotels Corporation 

Mary Schattenberg: (480) 308‑2935

 
InterContinental Hotels Group 
Leselle Theus: (770) 604‑5220

 
La Quinta Franchising, LLC 
Rajiv Trivedi: (214) 492‑6753

 
Marriott International 

Christie Patterson: (301) 380‑3200

 
Northeast Bank 

Fred Schwartz: (404) 307-4198

 
Onity, Inc. 

Mark Lewitt: (800) 248‑6189

 
PMC Commercial Trust 

Melissa Butler: (972) 349‑3200

 
RLH Corporation 

Paul Sacco: (509) 777-6468

 
Radisson Hotel Group 

Terry Sanders: (800) 336-3301

 
Red Roof Inn 

Phil Hugh: (888) 473‑8861

 
Travel Media Group 

Dana Singer: (407) 673-6123

 
TV Asia 

Pradeep Hegde: (732) 650‑1100 x26

 
Wyndham Hotels & Resorts 
Chip Ohlsson: (973) 753‑7158

T
he following companies provide 
generous ongoing support to 
AAHOA and its members. 
A heartfelt and sincere thank 

you is extended to every one of our 
vendor partners for their contributions to 
AAHOA and the industry at large. When 
searching for a provider, consider doing 
business with the following members.
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AAHOA GOLD 
MEMBER

 
Showtime Networks Inc. 

Doug Markott: (770) 698‑6937

AAHOA SILVER 
MEMBERS

 
AO Smith 

Chris Murphy: (800) 447-1953

 
Access Point Financial 

Rhonda Loerzel: (404) 382‑9592

 
AccuLock, Inc. 

Dan Brown: (866) 222‑8562

 
Alvi Satellites 

Prashant Ajmera: (678) 466‑7868

 
American Express 

Merchant Services: (800) 528-5200

 
American Hotel Register Company 

Nancy Mikels: (847) 743‑1258

 
Coast to Coast Computer Products, Inc. 

Kyle Kurtz: (800) 231‑4553

 
Curve Hospitality 

Sargent Khan: (713) 819‑7296

 
Dickson Furniture Manufacturers 

Paul Mougel: (713) 747-0341

 
DIRECTV, Inc. 

Alex Pietryga: (312) 722-9502

 
Ferguson 

Bob Cerrone: (954) 597-3163

 
Foliot Furniture 

David Foliot: (800) 545-4475

 
Fresh Air 

Matt Hanson: (603) 643-7181

 
Friedrich Air Conditioning Company 

Dave McDonald: (210) 546‑0500

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

 
HD Satellite Systems Inc. 

Simon Chau: (800) 214‑3487

 
Hodges Ward Elliott 

Clint W. Hodges: (404) 233-6000

 
Hospitality1 

Dhar Patel: (714) 473-9813

 
Hotel Depot, Inc. 

Samir Parikh: (908) 222‑9383

 
Lodging Concepts 

Jinesh Naran: (714) 694‑5980

 
Marcus & Millichap 

Pete Nichols: (630) 570‑2225

 
Mass Mutual 

Evan Taylor: (413) 744-4884

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

 
P&G Professional 

Kenny Race: (859) 803-0097

 
PDI Communications 

Len Edelman: (800) 242-1606

 
Prem Sales 

Deepak Panchmia: (806) 745-6651

 
Purchasing Management International 

Carl Long: (972) 239‑5555 x135

 
Rinnai 

Dipesh Parekh: (800) 621‑9419

 
Satellite Entertainment Systems, LLC 

Josh Turner: (833) 373-3388

 
Shaw Hospitality 

Robert Stuckey: (888) 448‑7878

 
Simmons Hospitality Bedding 

Andrea Hochworter: (770) 353-0122

 
Sonu Satellite 

Neil Doshi: (877) 999‑7668

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

 
SupplyWorks, A Home Depot Company 
Susan Wright: (866) 412-6726 x105540

 
SurferQuest 

Kathryn Konig: (814) 342-3120

 
Tara Energy 

Ashar Jafri: (713) 890-2222

 
Ten‑X 

Anthony Falor: (973) 727‑0314

 
Trump Hotels 

Eric Danziger: edanziger@trumphotels.com

 
United Insurance Agencies, Inc. 

Ron Thomas: (800) 899‑0000

 
USA Digital, Inc. 

Aaron Gomez: (909) 200-5445
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AAHOA @ INDUSTRY EVENTS

AAHOA

4

3

2

1

	 2.	� AAHOA North Texas Regional 
Director Mayur (Mike) Patel 
and the North Texas Regional 
Ambassadors held a successful 
regional meeting in Dallas, TX, 
following a day of education at 
the Dallas CHIA.

	 3.	� AAHOA Chairman Hitesh (HP) 
Patel, North Central Regional 
Director Naresh (Nick) Patel, 
Female Director Eastern 
Division Lina Patel, and North 
Central Regional Ambassadors 
met with representatives 
from Northeast Bank at the 
North Central Regional Meeting.

	 4.	� AAHOA Southeast 
Texas Regional Director 
Sawan H. Patel and Young 
Professional Director Western 
Division Nishant (Neal) Patel 
held a Young Professional 
Hoteliers Town Hall  
in Houston, TX. 

	 1.	� In the first of a series of four education sessions, 
four panelists–AAHOA Treasurer Biran Patel, 
Rajiv Trivedi of La Quinta Inns & Suites, 
Tina Burnett with G6 Hospitality and AAHOA 
North Texas Ambassador Raj Chudasama–
discussed the importance of choosing the right 
brand at the Hotel ROI education session at the 
AAHOA North Texas Regional Meeting.
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	 5.	� AAHOA Mid South Regional Director 
Sunil Patel and the Mid South 
Regional Ambassadors held a 
successful regional meeting and 
trade show in Nashville, TN.

	 6.	� AAHOA Vice Chairwoman 
Jagruti Panwala was invited to speak 
at the U.S. Department of Energy’s 
Better Buildings Summit in Cleveland, 
where she addressed franchisee 
engagement and corporate goal 
setting for greater energy efficiency 
in the hospitality industry.

	 7.	� AAHOA South Central Texas Mike 
Patel, along with Officers, board 
members, and ambassadors, held a 
great event in Austin, TX at the South 
Central Texas Regional Meeting.

	 8.	� Young Professional and Women 
Hoteliers joined Choice Hotels 
executives, including President 
& CEO Pat Pacious, at the Choice 
headquarters in Bethesda, MD for the 
Choice Hotels Young Professionals 
and Women’s Development Day.

	 9.	� Florida Regional Director Bharat 
Patel, Female Director Eastern 
Division Lina Patel, and Young 
Professional Director Eastern Division 
Purvi Panwala hosted a Young 
Professionals and Women’s Town 
Hall in Orlando, where attendees 
discussed a host of topics including 
health insurance, ADA lawsuits, 
human trafficking, market trends, and 
the importance of advocacy.

	10.	� AAHOA hosted the Northwest 
Charity Golf Tournament in Camas, 
WA, where attendees and event 
sponsors raised more than $100,000. 
The event–including golf, an auction, 
dinner, and an awards ceremony–
was held to benefit Business Ending 
Slavery and Trafficking (BEST), 
Make-A-Wish® Oregon, and the 
Doernbecher Foundation.
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TIME TO UPGRADE? VISIT US AT WWW.KINSLEYCARPETS.COM OR CALL 800.225.2948. 

KINSLEY CARPET MILLS UNDERSTANDS THE IMPORTANCE OF 

AFFORDABLE AND RELIABLE FLOORING.  

JOIN THE OVER 800 HOTELS  THAT UPGRADED THEIR FLOORING 

WITH KINSLEY CARPET MILLS IN 2017.  

AAHOA MEMBERS RECEIVE AN EXCLUSIVE DISCOUNT. 

PREFERRED MANUFACTURER OF HOSPITALITY 

FLOORING FOR OVER 35 YEARS  

OUR CARPET & HARD SURFACE PRODUCTS 

ARE DESIGNED FOR HIGH PERFORMANCE  

Style: MAZE 32 OZ. 

Style: OLYMPIC 32 OZ. Style: FIVE STAR w/ custom rug 

910108_Kinsley.indd   1 5/15/18   7:39 PM
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CLASSIFIEDS

We offer many specialized Hotel Insurance 
Policies which deliver great coverages with 
extremely competitive premiums. 
Our unwavering goal has remained the same for more 
than 30 years: To Leverage Our Contacts, Experience, 
and Resources to Offer Every Customer the Best 
Coverage at the Lowest Cost.  

Call us today and let us show you why we have 
been Trusted Partners with thousands of hoteliers 
across the U.S.

1019 W Jackson Street, Muncie IN 47305

www.uiaweb.com
United Insurance 
Agencies

Agency Partner

Give us a call today 
765-284-4443

Your
BusinessOurPassion

918090_United.indd   1 5/15/18   11:34 PM
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YOUR GUESTS
 WILL BE FLOORED.

866.297.0380
DecorativeCeilingTiles.net/AffordableHotelUpgrades

ORDER OR DOWNLOAD
YOUR FREE

DESIGN GUIDE TODAY

DESIGNER CEILING TILES
PREMIUM QUALITY

TRADITIONAL & CONTEMPORARY
METAL & VINYL

904476_Decorative.indd   1 09/02/18   7:43 pm

http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=48&exitLink=http%3A%2F%2FTODAYSHOTELIER.COM
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=48&exitLink=http%3A%2F%2Fwww.uiaweb.com
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=48&exitLink=http%3A%2F%2FDecorativeCeilingTiles.net%2FAffordableHotelUpgrades
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=48&exitLink=mailto%3Attob%40bdkamerica.org
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=48&exitLink=http%3A%2F%2Fwww.ttob.us
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=48&exitLink=http%3A%2F%2Fwww.theteachingofbuddha.com
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=48&exitLink=https%3A%2F%2Fwww.decorativeceilingtiles.net%2FAffordableHotelUpgrades


TODAYSHOTELIER.COM | OCTOBER 2018 | 49

CLASSIFIEDS

FIRST CHOICE LVP FLOORING
Advantages of LVP Flooring over Carpet: 

Floor Score
CERTIFIED

 

CALL NOW for Samples & Prices

www.firstchoicelvp.com • firstchoicelvp@gmail.com
706-695-1504 | 706-271-8023

from the manufacturing First Choice, the most recognize 
and preferred name in the hospitality industry.

Pet
Friendly

Introducing
7.5 mm SPC

with attached
pad

2 mm glue down, 12 mil wear layer
2.5 mm, 20 mil wear layer
4.5 mm, 20 mil wear layer
5 mm loose lay, 20 mil wear layer
5 mm glue down, 20 mil wear layer
7.5 mm SPC, 20 mil wear layer, attached pad

First Choice is 
offering 300 sq ft 
of free flooring to 
all new customers

928979_First.indd   1 8/24/18   1:59 PM

7-YEAR WARRANTY

                                     

Hotel Safes $89

1-800-545-4947 
www.hotelsafes.com

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

Custom Colors Available

924125_Global.indd   1 7/6/18   2:40 AM

Don’t Let Amateurs and “Fly-By-Nights” Ruin Your Bathtubs!

Unique Refi nishers is the nation’s oldest and largest bathtub repair, 

reglazing and restoration company. You can be assured of  the highest 

quality workmanship and materials. Coast to Coast.

UNIQUE REFINISHERS

We specialize in fi berglass Bathtub & Jacuzzi Repairs

SLIP

RESISTANT

BOTTOMSW i li i fifififififibb l B h b & J i RRRi Ri
www.uniquerefi nishers.com

Detroit 1-800-235-6557

Atlanta 1-800-332-0048

796225_Unique.indd   1 2/24/16   9:42 AM

Call: 1-(800)-283-0539
Fax: (888) 717-7472
sales@matrixhotelpbx.com
www.matrixhotelpbx.com

� Hospitality IP Phone 
System
� Time-Attendance and 

Access Control
� HD IP Security-Camera 

System

MATRIX COMMUNICATION & SECURITY 
SOLUTIONS FOR EFFICIENT FUNCTIONING

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

http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=49&exitLink=http%3A%2F%2FTODAYSHOTELIER.COM
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=49&exitLink=http%3A%2F%2Fwww.firstchoicelvp.com
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=49&exitLink=mailto%3Afirstchoicelvp%40gmail.com
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=49&exitLink=http%3A%2F%2Fwww.hotelsafes.com
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=49&exitLink=http%3A%2F%2Fwww.uniquerefinishers.com
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=49&exitLink=mailto%3Asales%40matrixhotelpbx.com
http://www.todayshotelier-digital.com/aahom/1018_october_2018/TrackLink.action?pageName=49&exitLink=http%3A%2F%2Fwww.matrixhotelpbx.com


50 | OCTOBER 2018 | TODAYSHOTELIER.COM

CLASSIFIEDS

Closeouts–Overruns
1.50/yd and up!

Over a million yards in stock!

Major credit cards accepted

750 Bloomfi eld Avenue, Clifton, NJ 07012
(877) 779-2557 • (973) 777-2592

Browse Our Online Selection at
www.walloutlet.com & order your free samples today!

Wallcovering Warehouse
Factory Direct
Commercial Vinyl Wallcoverings

841688_Arspec.indd   1 23/11/16   12:56 pm

We treat our customers the way we want to be treated.
Specializing in Providing Kitchen Cabinets, Vanities and
Stone Countertops to Hospitality Industries. 

Address: 1450 Brittmoore Rd., Houston, TX 77043

Cell: 737-212-2767 (Shirley Choy)
Office: 713-380-2921

Email: bmccabinetry@gmail.com
www.bmccabinetry.com

876628_BMC.indd   1 7/18/17   12:53 PM

24 YEARS OF EXPERIENCE & PROUD MEMBER OF THE B.B.B.

DO IT ONCE, DO IT RIGHT!

REFINISHING OF:
FIBERGLASS TUB & SHOWER ENCLOSURES,

TUB & TILE, CULTURED MARBLE SINKS & VANITY TOPS

888.707.9297
artisticbathrefinishings.com

Refinish your bathtubs!
Volume pricing starting at "$99"
includes a non-resistant bottom!

872504_Artistic.indd   1 6/8/17   11:42 PM

 Former Fortune 500 Hotel Attorneys      Senior Franchise Executive 
Liquidated Damage Settlements 

Dispute Resolution
Franchise Agreement Negotiations

Acquisitions and Sales
Development 

GIAMBRONE & SALTZMAN, LLC
ATTORNEYS

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

Richard M. Saltzman, Esq. 

828533_Giambrone.indd   1 12/10/16   5:16 PM

ADVERTISER INDEX

THANK YOU TO OUR ADVERTISERS 
for their ongoing support of Today’s Hotelier magazine 

and AAHOA.
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More Opportunities. More Support. More Success.
You’re not in the hotel business for less. You’re in it for more. So when looking for an investment opportunity 

that gives more of everything it takes to help you succeed — reservations, property support, marketing, technology, 
you name it — you’ll find more of what you’re looking for with Choice Hotels.

Welcome to More.

ChoiceHotelsDevelopment.com

Unless otherwise noted, all statistics are from Choice Hotels International internal data. This advertisement is not an off ering.  An off ering can only be made by a prospectus fi led
fi rst with the applicable state authorities. Such fi ling does not constitute approval by the Department of Law. A copy of the Franchise Disclosure Document may be obtained through contacting 

Choice Hotels International at 1 Choice Hotels Circle, Suite 400, Rockville, MD 20850 or at Development@ChoiceHotels.com.  © 2018 Choice Hotels International, Inc. All Rights Reserved.
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GET IN ON THE UPSCALE ECONOMY®. VISIT US AT REDROOFFRANCHISING.COM OR CALL 888.473.8861.

Ask Atul Patel how he feels about Red Roof and trust 
us he’ll tell you. “Red Roof is all about building for the  
franchisee, while other brands are about how you fit into 
their brand. About 10 years ago, when the downturn hit, 
Red Roof’s President, Andrew Alexander called personally 
to offer help. No other brand president would do that. Then 

together we created a plan to help me get through that 
rough patch. Plus, your ROI is solid because Red Roof is 
careful about costs - there’s not a lot of fat in their expenses. 
They’re a true partner and easy to work with.” Atul  
concluded by enthusiastically saying, “Put these benefits 
against the competition, and Red Roof is a slam dunk.”

*Average Occupancy Rate, Average Daily Room rate and RevPAR for Red Roof Affiliate Managed and Affiliate Owned hotels in the U. S., open and operating for at least two full years, started renovations in 2011 or later and have 
implemented either the complete NextGen renovations or specific standard design elements for the period of January 1, 2017 through December 31, 2017, 70 properties.  This is not an offer. No offer or sale of a franchise will 
be made except by a Franchise Disclosure Document first filed and registered with the applicable authorities. For New York: An offering can only be made by a prospectus filed first with the Department of Law for the State of  
New York. Such filing does not constitute approval by the Department of Law. For Minnesota: #F-5824. Red Roof Franchising, LLC, 7815 Walton Pkwy New Albany, Ohio 43054.  ** Average Index based on Smith Travel Research 2017.

© 2018 Red Roof Franchising, LLC

NextGen® Renovations Generate Results

72.2%   
OCCUPANCY*
   (INDEX 117%)**

 $71.47   
ADR*

   (INDEX 107%)**

 $51.62  
REVPAR* 

   (INDEX 125%)**

I have competitive 
brands in my  
portfolio, but only 
Red Roof feels  
like a true partner.

‘‘

‘‘

Atul   Patel
Red Roof Franchisee

 Locust Grove, GA

Andrew Alexander, President of Red Roof Inns,  left

927597_Red.indd   1 08/08/18   4:17 AM
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YOU WORK HARD TO
BUILD YOUR BUSINESS

We want to help make 

maintaining it a little easier

PPG PAINTS™ is an approved supplier for many of 
the national hospitality brands you partner with. 
We offer a vast array of pre approved products and 
color palettes for your properties.

© 2018 PPG Industries, Inc. All Rights Reserved. The PPG Paints Logo is a trademark and the PPG Logo and BREAK-THROUGH!® are registered trademarks of PPG Industries Ohio, Inc. SEAL GRIP® and SPEEDHIDE® are registered trademarks of PPG Architectural Finishes, Inc. 

FIND YOUR LOCAL SALES REPRESENTATIVE 
CALL: 616-402-2167

LEARN MORE AT PPGPAINTS.COM

909006_PPG.indd   1 10/03/18   3:25 AM
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