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Eliminate Emergencies with Triton®

B |ntelligent leak detection and prevention
B Preventative maintenance reminders
B Universal retrofit across brands

B Built to last up to five years longer than the
average commercial water heater

o EcoNet”

Smart Monitoring Technology
with Integrated Wi-Fi

To learn more, call 866-412-6726 or visit
HomeDepotPro.com/Institutional
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We test beyond industry standards to ensure
durability and unsurpassed comfort life.

This is the result
results-oriented hoteliers can choose.

tempursealyhospitality.com/success
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Premium entertainment
at a price you’ll love.

With EVOLVE, guests can access all their favorite content
through a premium entertainment platform that seamlessly —
integrates with your existing in-room TVs. - b

Netflix built-in Seamless casting Any TV over

DISH is the only national Give your guests the any network

pay-TV provider to have power to easily cast their EVOLVE offers a smart

Netflix built-in to a hotel content to in-room TVs HD TV experience without
entertainment platform. with Chromecast built-in. the need to upgrade to
Netflix streaming membership required. Chromecast built-in is a trademark of Google LLC. com meI’CIa|-g rade TVS
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Small box. Big entertainment.

Power your premium entertainment platform with
SMARTBOX, one microwave-sized box capable
of delivering up to 96 HD channels property-wide
through your existing infrastructure.

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

Entertainment made easy.
SMARTBOX integrates with your current network.

No costly rewires necessary.

We’re invested
in the well-being
of your business.

We have felt the impact of the last
several months alongside our partners.
As a show of support, DISH Business
is offering free programming for your
first two months*. So you can focus
on providing the best experience for
your guests.

Contact us today about getting

*Offer ends 12/31/20. Commitment required
and other restrictions apply.
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You're focused on growing your business. So are we.

Chase Merchant Services

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

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

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

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

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

CHASE © INE
for BUSINESS” AAHOA

CLUB BLUE MEMBER

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

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

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

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

©2020 JPMorgan Chase & Co.
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FOOTPRINT.
BIG IMPACT.

The comfort guests expect with
the efficiency you require.

4 A\
Your hotel’s HVAC system should enhance the building’s design aesthetic and

deliver uncompromising guest and staff comfort. A small outdoor footprint frees
up space for amenities, while indoor unit variety provides design flexibility. The
efficient and quiet operation of our CITY MULTI® VRF zoning technology provides TRANE
reliable guest comfort and satisfaction without interruption. %

MITSUBISHI
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CITYMULTI' N-GENERATION
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LETTER FROM THE CHAIRMAN

BIRAN PATEL
AAHOA CHAIRMAN (2020-2021)

Embrace the new
dynamics of hotel design

“During
pandemic
operations, hotel
design must do
more than attract
travelers - it also
must assure
health, safety,
and peace

of mind.”

HE HOSPITALITY INDUSTRY WILL REMAIN A MAJOR PLAYER IN THE NATION’S

recovery from the COVID-19 pandemic. From theaters to restaurants to hotels, businesses

have been researching, developing, and implementing protocols to attract customers

with the promise of a safe, sanitary stay. Theimportance of the guest experience today
cannot be understated.

Travel has changed, and so have expectations. Industry surveys indicate guests expect more
frequent, visible cleaning as well as transparency on what hotels are doing to keep guests safe
and the property sanitized. Cleanliness and housekeeping procedures have been ranked as
the mostimportant attributes for hotel guests, beating out price and location. For months now,
the industry has grappled with the challenge of applying the best practices in sanitation while
marketing these enhanced protocols to the public. During pandemic operations, hotel design
must do more than attract travelers - it also must assure health, safety, and peace of mind.

Transparency and consistency are vital touchstones of the hotel experience. Following gov-
ernment-issued guidance, all major hotel brands have rolled out their own safety and cleanliness
protocols and training programs. Social distancing stickers, signage, front desk barriers, and hand
sanitizer pumps are all among the common features in these branded protocols. For indepen-
dent hoteliers and franchisees looking to supplement their current protocols, AAHOA partnered
with P&G Professional to create the AAHOA/P&G Professional’s Training in Hotel Sanitization
and Cleanliness, which offers free training and resources on topics from infection prevention to
communications. Completion of this certification takes just half an hour, and AAHOA will mail a
certificate of completion to your property within a few business days.

With hardware already in place, hotel owners should aim to deliver consistent service in accor-
dance with the sanitary protocols and practices promised to visitors on the property. While it
takes time and active engagement to enforce the best practices, the process will deliver the safest
guest experience. The threat of this pandemic is still prevalent and will be for the foreseeable
future. Adopting and enforcing sanitation standards is more than a marketing ploy. It’s a pledge
to protect the health and safety of everyone on the hotel property. As travel adjusts to the new
normal in the fall season, now is the time to subscribe to the up-to-date industry practices and
provide peace of mind to American travelers.

I know these new standards of operation are a challenge and financial burden. As with every
other aspect of this global pandemic, AAHOA will monitor the latest health and safety guidance,
and communicate these updates to our members. Every resource and piece of information we
provide will be based, first and foremost, on providing America’s hoteliers with the tools you
need to safeguard the health and safety of their families, employees, and guests. |
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CECIL P. STATON
AAHOA PRESIDENT & CEO

LETTER FROM THE PRESIDENT & CEO

Committed to engagement

AA

Our AAHOA
Members
have long

demonstrated

a spirit of
commitment
and resolve

that allows

us to pursue
meaningful
impactin the
legislative
process, and
that same
commitment will
be critical in the
months to come.”

HIS HAS BEEN AND WILL CONTINUE TO BE ALONG, TWISTING ROAD TO RECOVERY

in many respects. Butin just as many ways it has been inspiring and a testament to the

resilience of our association. | have been inspired by our dedicated AAHOA Member

volunteers and staff, especially those members who lend their support through these
complicated times, in successfully confronting the numerous trials of the pandemic. As the voice
of America’s hoteliers, we are delivering advocacy, resources, and guidance not only to AAHOA
Members but to the entire hospitality industry.

Onthe advocacy front, AAHOA has leveraged the national presence and industry insight of our
strong membership to lawmakers in Washington, D.C. and state capitals across the country. Our
aimistoincorporate unique perspectives and work constructively alongside politicians, both at
the state and federal level, to inform impactful public policy that will help our industry recover.
AAHOA provides a bridge between small business owners and political decision makers. This is
a pillar of our association and will remain a driving force within our strategic plan.

Since the passage of the CARES Act back in March, Congress has been locked in a months-long
negotiation stalemate to the detriment of millions of American workers and the health of our
economy. Despite this impasse on a second round of COVID-19 relief, our political engagement
will not relent. As champions of small business, our goals transcend the infighting that enshrouds
the contentions of election year politics. The strength of advocacy efforts hinges upon member
engagement. Our AAHOA Members have long demonstrated a spirit of commitment and resolve
that allows us to pursue meaningfulimpactin the legislative process, and that same commitment
will be critical in the months to come.

This continuous commitment to our advocacy is reflected in a number of grassroots metrics
as well as ourinternal production of webinars, virtual events, and convention. Coupled with our
engagement efforts, our growing library of COVID-19 “Back to Business” webcasts are tapping
into the breadth of resources allowed by and available to our members. Free to any hotelier, our
collection of resources offers leading insight, guidance, and forecasts for the hospitality industry.

Many small businesses have had to confront new standards of operations and uncertainty
these past months. | am impressed and thankful for how, as an association and as a community,
we have risen to the challenge of the pandemic, and I am confident that we will continue to uplift
our industry in the months ahead. |
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MODIO

—— By LogiSon
GUESTROOM ACOUSTIC CONTROL

NOTHING SOUNDS BETTER THAN A GOOD NIGHT’S REST

Simple to install, easy to use—MODIO lets guests control their room’s
acoustics the same way they control temperature and lighting. Far superior

to ‘white noise’ machines or mobile apps, MODIO is designed for hotels q 8 \
and supported by a company with over 40 years’ experience in the sound « -
masking field. Contact us today—and relax, knowing your guests will too. - ‘- -

© 2020 K.R. MOELLER ASSOCIATES LTD. PATENT INFORMATION AT MODIO.AUDIO/PATENTS. MODIO AND LOGISON ARE TRADEMARKS OF 777388 ONTARIO LIMITED
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GOVERNMENT AFFAIRS

Ayear to

prioritize civic

engagement

by SEAN GROSSNICKLE

020ISAPIVOTALYEARFORTHE
future of American politics. The
forms we fill and ballots we cast
will not only determine which
candidates represent us in the White
House, Congress, and state legislatures
but will also shape how populations are
counted, districts are drawn, and fund-
ing is allocated. The intersection of the
U.S. Census, held once every 10 years, and
the November elections raises the stakes
of every American’s civic engagement.

CENSUS LOGISTICS

Since mid-March, households have had
the opportunity to submit the 2020 Census
form online, by mail, or by phone. Most
American households received a mailed
pamphlet that includes a unique code
and instructions for completing the form
online, and the Census Bureau again fol-
lowed up in April with mail sent to homes
that had not yet responded. In total,
the questionnaire takes no more than
10 minutes to complete, and only one
member per household needs to fill out
the form. There is no citizenship ques-
tion included in this year’s Census, and
the information requested is fairly basic,
pertaining to name, age, birth date, sex,
and race. All information submitted to
the Census Bureau is bound by Title 13 of
the U.S. Code, which guarantees that all

14 | OCTOBER 2020 | TODAYSHOTELIER.COM

EVERY PERSON

private and identifiable information will
not be released to any other government
agency, law enforcement, or court. This
information is kept strictly confidential
and is solely used to paint a statistical pic-
ture of the nation’s population.

MEETING THE DEADLINE

The coronavirus pandemic extended the
2020 Census collection deadline until
October 31, yet federal appointees and
Trump administration officials have
sought to conclude the data collection
much earlier. Depending on the outcome
of ongoing litigation, the response dead-
line may be moved up to October 5, as
indicated by the Census Bureau. The data
reporting deadline could also be affected
by the outcome of the current litigation,
with reporting totals going to the desk of
the President as early as December 31 or
as late as April 30.

Itis nottoo late to complete the Census
or inform members of your community
about the significance, ease, and lasting
effects this decennial data collection can
have. An accurate Census count is the cor-
nerstone of America’s representative gov-
ernment. The 2020 Census will not factor
into this year’s election cycle, but its data
will be instrumental in reshaping political
representation, economic decisions, and
resource allotment for the next 10 years. It

@ 4-MINUTE READING TIME

nited States
Nnsus

2020

ismore than asimple population tally. Data
collected in the Census will become a basis
for a wide range of government and pri-
vate industry research, affecting business
decisions as well state-level districting,
apportionment of seats in the U.S. House
of Representatives, and allocation of gov-
ernment funds.

ROCK THE VOTE

Much like the Census, the 2020 elections
have been complicated by the pandemic.
False and misleading claims regarding the
security of this year’s election are running
rampant, but rest assured that the elec-
toral process remains secure, valid, and
safe while offering voters several ways to
cast their ballots. AAHOA Members have
free access to our Civic Action Center, fea-
tured both on our website and in many of
the daily COVID-19 digests. Registering to
vote is quick, simple, and a civic duty of
all Americans. Check the status of your
registration through our action center
or through your local election authority.
Now is the time to make a plan to vote.
Vote early, request a ballot, or locate your
in-person polling location. The significance
of the 2020 Census and elections cannot be
overstated. Engagement in these incred-
iblyimportant civic activities ensures trust,
legitimacy, and accurate representation in
the democratic process. |
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R-32 Refrigerant

Now in select Amana brand” PTACs

Heating & Air Conditioning

ana®

Wise Decision.
It’s an Amana’ brand.

A new generation of PTAC performance

thanks to the next generation of refrigerant.

Amana’ brand PTAC now available with R-32 refrigerant.

R-32

You expect innovation from Amana
brand PTACs for energy-efficient
performance, long term reliability,
and enhanced room comfort for
your guests. And now, select Amana brand PTACs feature R-32
refrigerant. It’s the next generation of energy-efficient refrigerant.
Here are just a few of the technical benefits of R-32 refrigerant:

REFRIGERANT

There are many benefits of Amana brand PTACs using R-32 refrigerant.
To learn more, contact your local Amana brand PTAC sales representative

or visit www.amana-ptac.com

Energy-efficient performance up to 13.0 EER

Zero ozone depletion potential*

3 GWP (Global Warming Potential) of R-410A refrigerant*
Source: Values for 100 year Global Warming Potential (GWP)

from IPCC's Fourth Assessment Report. Comparative 100 year
GWP: HFC-410A, 2,090; HFC-32, 675.

4 "Heating & Air Conditioning

ASSEMBLED IN
THE USA FOR OVER

Amana is a registered trademark of Maytag Corporation or its related companies and is used under license. All rights reserved. 2020
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THE C-SUITE

When it’s time to say, “Let’s go there,”
the travel industry will be ready

by ROGER DOW

T’S THE FEELING SO MANY OF US

have missed these past months - the

excitement of planning a trip, the

thrill of waiting for a new adventure
to begin, the anticipation of connecting
with others, of new experiences, and
creating memories.

Thisis the unifying theme more than 75
businesses and organizations (including
AAHOA) - from large companies to desti-
nations of all sizes and including brands
from outside the travel sector - formed
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the Let’s Go There Coalition. Together, we
developed a plan to inspire Americans to
begin thinking about and taking steps to
plan a future getaway, trip, or vacation.

The idea is straightforward: the sim-
ple act of making travel plans can boost
Americans’ happiness and energy levels
and increase their sense of well-being,
and will eventually put the country’s travel
industry on the path to recovery.

If you’ve ever felt that planning a trip is
the point when the fun begins, you’re not
alone. There is a wealth of research that
says the simple act of anticipating a trip
can have a positive impact on mental and
physical health.

Roger Dow addressing Destination Capitol Hill 2019.

ARE WE THERE YET?
According to polling conducted by happi-
ness researcher Michelle Gielan, 97 percent
of respondents said having a trip planned
makes them happier, while 82 percent
reported it makes them “moderately” or
“significantly” happier. Further, 71 percent
reported feeling greater levels of energy
when they had a trip planned in the next
sixmonths. These findings come atatime
when studies have shown Americans are
experiencing the lowest levels of happi-
nessin 50 years.

This research complements previous
U.S. Travel reports that found travel
is a powerful antidote to burnout, and

PHOTO COURTESY OF THE U.S. TRAVEL ASSOCIATION.
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can help increase happiness levels,
improve job satisfaction, and strengthen
personal relationships.

FIRST STEPS

In addition to boosting happiness, mak-
ing plans is one of the first steps to
restoring travel industry jobs and put-
ting Americans back to work. Travel
supported employment for one in 10
American workers pre-pandemic, but
more than half of those jobs disappeared
between the onset of the pandemic and
May 1. The broader travel industry has
made a commitment to adhere to the
highest health and safety standards and

Roger Dow networking during the U.S. Travel Association’s ESTO 2019.

will be prepared to welcome back visitors
once demand returns.

On a personal note, so many of my
friends and colleagues have shared with
me how much they’ve missed traveling
these past few months. Travel brings us
together, it opens our eyes to new cultures
and experiences, and allows us - even just
for a few days - to forget the stressors of
the world. This year has been extraordi-
narily challenging, and we could all benefit
from having plans to look forward to.

TAKE THE LEAP
So, go ahead. Give yourself permission to
dream of better times, to plan for brighter

@ 3.5-MINUTE READING TIME

days, and to feel that buzz of excitement
when you book a trip. When you're ready
tosay, “Let’s go there” and plan a trip, the
U.S. travel industry will be ready to safely
welcome you back.

And | can’t wait to see you out there.

For more information, Vvisit
LetsGoThere.travel and see the

#LetsMakePlans hashtag. For more infor-
mation about the Let’s Go There Coalition
and how you can join the movement, visit
ustravel.org/LetsGoThereCoalition or con-

tactinfo@letsgothere.travel. |

Roger Dow is president and CEO of the
U.S. Travel Association.
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COMMON GROUND

Securing
the future
of America’s
outdoors

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

by SEAN GROSSNICKLE

THE ISSUE
The National Park System (NPS) has grappled with years of
underfunding while also handling a record number of visitors
throughout the more than 400 park sites across the nation. After
lockdowns warranted by the COVID-19 pandemic, Americans are
finding ways to get out of the house and explore parks, trails,
forests, and bodies of water. National parks allow visitors to
connect with and understand the breathtaking beauty of our
public lands, as well as the history and wonder they preserve.
With more visitors, reduced staffing, and a $12-billion backlog
in vital infrastructure repairs, the condition of our nation’s park
system has been under serious strain.

Back in February, the Trump Administration proposed dras-
tic cuts to the NPS and the Land and Water Conservation Fund

Rep. John Lewis (D-GA), Sponsor of GAOA

“When we take our air, waters, and land for granted; when we
show a simple lack of respect for nature and our environment,
we unmake God'’s good creation. Humanity is the most impor-
tantendangered species under threat from climate change and
yet we flood our ecology with poisons and pollution. It is my
beliefthat our country needs better environmental protections
and that real protections do not have to come at the expense
of jobs or our economy. Whatever we do to the earth, we do
to each other.”
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(LWCF) for the Fiscal Year 2021 budget. The proposed cuts drew
criticism from lawmakers, conservationists, park goers, and small
businesses near the parks that provide essential services such
as lodging and hospitality, which largely depend on visitors to
sustain their local economies. Our national parks provide eco-
nomic value, enrichment, and enjoyment. As Americans flocked
to the outdoors following the breakout of the pandemic, Congress
shifted into gear to ensure the public lands and LWCF receive both
long term funding and protections.

COMMON GROUND

In the spring of 2019, the late Rep. John Lewis (D-GA) intro-
duced H.R. 1957, the Great American Outdoors Act (GAOA).
The economic impacts of the pandemic, especially those on
the travel and tourism industry, reignited the discourse on the
NPS, public lands, and LWCF. In March, the GAOA remerged with
amendments, drawing widespread bipartisan support in both
chambers of Congress. Congress passed the historic GAOA by a
vote of 73t0 25 in the Senate and then by a vote of 310 to 107 in
the House. The President signed the bill into law in early August,
securing billions of dollars in funding to address the backlog of
park maintenance and guaranteeing $900 million per year in
perpetuity for the LWCF. [ |

Sen. Cory Gardner (R-CO), Introduced GAOA in Senate
“Years of bipartisan work have led to this moment and this historic
opportunity for conservation. Today the Senate passed not only
the single greatest conservation achievement in generations
but also a lifeline to mountain towns and recreation communi-
ties hit hard by the COVID-19 pandemic. I call on the House of
Representatives to pass this bill without delay in order to provide
jobs to the American people, economic stimulus to communities
in need, and protections for the great American outdoors for
future generations of Americans to cherish.”

ASIF ISLAMISHUTTERSTOCK.COM
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Your guests want quality.

You want savings.

WIN/WIN

Everybody wins when you buy a Milnor. That's because Milnor knows industrial laundry better than anyone.
Smaller facilities get superior wash quality and a low price from Milnor’s compact VR| washer-extractor. Larger
facilities enjoy washing | 00, 140 or even 160 Ib. at a time in our larger models. Intuitive MilTouch™ controls
offer unprecedented insight into your wash, where water can be programmed to any level in one-tenth of an
inch increments. And each machine is built with RinSave® water saving technology to save water and time.

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

www.milnor.com
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AAHOA AWARD

AAHOACON20

OUTSTANDING
WOMAN HOTELIER OF
THE YEAR AWARD

Komal Tina Patel
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OUTSTANDING
YOUNG PROFESSIONAL
HOTELIER OF THE
YEAR AWARD

Nauman Panjwani

Mooresville, NC

OUTSTANDING
YOUNG PROFESSIONAL
HOTELIER OF THE
YEAR AWARD

Dhruti Patel
Eugene, OR

POLITICAL FORUM
AWARD FOR
ADVOCACY

o

Vinay Patel
Charlotte, NC

OUTREACH AWARD
FOR PHILANTHROPY

Prakash Saraf
Ellicott City, MD
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You take care of your community.
We help take care of you.

UnitedHealthcare offers exclusive members-only pricing and benefits, including:

* Medical coverage
e Dental and vision insurance
* Disability, life and critical iliness insurance

for more information.

@ Contact your broker today or email hospitalityhealth@uhg.com

g Dnited | AAflOA

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

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

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

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

AAHOA
Certificates

"HOTEL OWNERS

YOUR RESOURCE FOR HOSPITALITY INDUSTRY KNOWLEDGE
The AAHOA HOTEL OWNERS ACADEMY™ is your resource for all AAHOA education, from in-person workshops to AAHOA’s nearly 500

online webcasts.

ACADEMY"™

AAHOA offers a multitude of educational offerings, including 1- and 2-day workshops, development days at hotel brands, the AAHOA
Certificate in Hotel Ownership™ (CHO), BEST Inhospitable to Human Trafficking Training Sponsored by AAHOA, education sessions at
regional meetings, online webcasts with more than 170 on COVID-19 alone, and more.

The newest addition to our lineup is the AAHOA/P&G Professional’s Training in Hotel Sanitization and Cleanliness.

OWNERSHIP™

Now is a great time to take advantage
of AAHOA'’s all-encompassing Certificate
in Hotel Ownership™ (CHO), which

has been recreated to meet the
demands of today’s hotelier, with
all-new modules, industry-leading
content designed specifically for hotel
owners, and a completely customizable
all-digital platform.

This reimagined CHO is a fully
customizable program that offers an
in-depth look into 12 learning tracks:
Investment & Development, Front
Office, Financing, Hotel Ownership,
Human Resources, Accounting, Major

Support Departments, Leadership, Legal

& Compliance, Revenue Management,
Sales & Marketing, and Technology.
Complete in as little as 30 hours, all on
your own time. Learn more at
AAHOA.com/CHO.

BEST INHOSPITABLE TO
HUMAN TRAFFICKING
TRAINING

SPONSORED BY AAHOA

The COVID-19 pandemic continues to
ravage businesses and communities in so

many ways, but one of the most insidious :

and harmful effects is that it makes
communities even more vulnerable to
human trafficking. And while some of the
effects of the pandemic are unavoidable,
preventing human trafficking is not. To
help members join the fight to eradicate
this scourge, AAHOA offers Businesses
Ending Slavery and Trafficking (BEST)
Inhospitable to Human Trafficking
Training Sponsored by AAHOA. This
on-demand, fully digital training is
completely FREE to all AAHOA Members
and their employees. Now is the time to
complete this brief yet highly impactful
training. Earn your certificate today at
AAHOA.com/HTAT.

AAHOA/P&G
PROFESSIONAL’S TRAINING
IN HOTEL SANITIZATION
AND CLEANLINESS
Businesses are reopening across the
country and consumers are beginning
to resume their routines. And as
people begin to venture out, cleaning
and disinfection are top of mind. For
hoteliers, it’s critical to communicate that
their space is cleaned and disinfected
regularly to help reassure customers that
it is safe to return.

But hoteliers need to know about the
latest guidance and recommendations
to ensure the safety of their employees
and guests. That’s why AAHOA has
partnered with P&G Professional on the
brand-new Training in Hotel Sanitization
and Cleanliness program, which will help
you do your part to support the recovery
of the hospitality industry. The all-digital
program covers what hoteliers need to
know related to infection prevention
and control, high touch points,
communications, sanitizing soft surfaces,
elevating the guest experience, and more!

The FREE program is available to
all AAHOA Members and the entire
industry during these uncertain times,
and participants who successfully
complete the course and brief assessment
receive a Certificate of Completion. Visit
AAHOA.com/CleaningCert to learn more. B
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FEATURE

LOOKING

TO SET A TREND

My Place Hotels of America launches second
brand targeting hoteliers with expiring
franchise agreements

by NICK FORTUNA

TTAKES GUTS TO LAUNCHANEW HOTEL BRAND AMID APANDEMIC, ESPECIALLY
since COVID-19 has hit the hospitality industry harder than most, but Ryan Rivett
believes he has awinning formula, and successin the industry runsin his blood. If
it’s true that fortune favors the fearless, then Rivett and his company have much
to look forward to, and he’s inviting savvy hoteliers to come along for the ride.
Rivettis the chief executive of Aberdeen, SD-based My Place Hotels of America,
which has 56 My Place Hotels across 27 states and more than 120 in the pipeline. The
brand, which debuted in 2012, consists of newly constructed midscale, extended-stay
properties, each with about 64 guest rooms catering primarily to transient and busi-
ness travelers.

In June, the company launched its second brand, Trend Hotels & Suites, a collection of
upper-midscale and upscale select-service and extended-stay hotels. The brand mostly
is targeting properties built in 2005 or later that are independent or have franchise
agreements set to expire. Promising reduced overall franchise fees, low conversion
costs, and more robust support than rival franchisors, Rivett believes Trend Hotels &
Suites offers a better value to hoteliers.

“The level of relationship-based support that we offer and our understanding of the
business from the operator’s perspective are really our key strengths, so that’s what
we’re offering to franchises who are in a position to change their affiliation,” Rivett said.
“We can bolster their business at a lesser cost and with a greater degree of support than
they’re getting from the larger franchise organizations, which have much more layering.
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Trend’s brand standards offer hoteliers more flexibility in the conversion process. This rendering depicts how a

conversion from a Comfort Inn might look.

“We’re offering a great deal of infrastructure from a relatively
small brand at this point and an opportunity for the franchisor
and franchise to grow concurrently. That’s really attractive to a
lot of franchises who have said, ‘My property is well located, I'm
seasoned in the business, | operate my hotel well, but in many
respects, I’'m paying too much for my franchise affiliation and
the value it brings.”

ALL IN THE FAMILY

Rivettis the grandson of Ron Rivett, who in 1973 co-founded the
Super 8 brand, which is now owned by Wyndham Hotel Group. His
family stillowns and operates the first Super 8 hotel ever opened,
in Aberdeen, along with several other properties.

With My Place Hotels continuing to grow, Ryan Rivett said he’s
optimistic that Trend Hotels & Suites can build upon his family’s
multigenerational success story. In early August, he said his com-
pany was in discussions with more than a dozen hoteliers about
converting their properties to the Trend brand.

“It would be nice to see history repeatitself,” Rivett said. “Right
now, we're just doing what we do and, to some degree, ignoring
the difficulties of the times and staying on course. It seems like
a good plan, and so far, it’s been really well received.”

Right now, we're just
doing what we do and, to
some degree, ignoring the

difficulties of the times and

staying on course. It seems
like a good plan, and so far,
it’s been really well received.”

—RYAN RIVETT, PRESIDENT & CEO,
MY PLACE HOTELS OF AMERICA

TODAYSHOTELIER.COM | OCTOBER 2020 | 25


http://TODAYSHOTELIER.COM

Trend will be looking to prove its worth by tailoring the conversion process to each individual

property. This rendering depicts a conversion from Staybridge to Trend.

We’re focused on the reality of
our circumstances right now and
the potential that we identify in
each property that we go into.
We're really focused on quality

properties that were operated and
maintained well pre-pandemic
and are either operating well
today or working toward getting
their feet back underneath them.”

—RYAN RIVETT, PRESIDENT & CEO, MY PLACE HOTELS
OF AMERICA
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Trend properties will have a 5-percent base royalty fee,
within the industry norm of 4.5 percent to 7 percent, Rivett
said. But the company is aiming to keep hoteliers’ total
brand-affiliation costs at about 9.5 percent, compared
with 13 percent to 19 percent for a typical upper-midscale,
branded property, he said.

“There are a lot of us operatingin the industry around that
5-percent number, but the important numberis the allin -
whatam | really going to be writing a check for on a monthly
basis? - and we’re going to be under 10 percent,” he said.

Rivett said that due to steady industry growth over the
past 15 years, there are many midscale and upper-midscale
properties with franchise agreements set to expire soon.
Some properties that were upper midscale five years ago
have been pushed down-market because of increased com-
petition and changing market dynamics. In many cases,
hoteliers are facing strong competition from newer proper-
ties owned by the same parent company, he said.

“With parent companies having 20 or 30 brands under-
neath them, including soft branding and collection branding,
what we’ve seenis the name brand becomes lessimportant
than the ability to distribute available hotel supply and the
ability of the operator to provide a consistent guest experi-
ence,” Rivett said. “Brands have grown, but not necessarily
in proportionality with the value that their name provides.
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“In many cases, hotel operators are saying they’re competing
with five or six different hotel brands within their same reservation
system and within their same market.”

AN INDIVIDUALIZED APPROACH

Trend Hotels & Suites offers flexible standards focusing on the
strengths of individual properties, Rivett said. Amenities such
as swimming pools, fitness centers, and free breakfasts - which
typically are costly to operate, and heavily marketed but underuti-
lized - aren’t part of Trend’s brand standards. While other brands
focus on providing more services and enlarging common areas,
Trend’s focus is on giving guests a premium in-room experience
at an affordable price, he said.

With their smaller footprint, My Place Hotels typically operate
with just a handful of staffers, whereas rivals with 80 to 120 rooms
and a full suite of amenities might need two dozen employees,
Rivett said. Trend hotels also are designed to operate more effi-
ciently than their peers, which Rivett said will help them weather
recessions better than other brands.

The COVID-19 recession likely will mean fewer new hotels being
builtinthe shortterm, so some large brands see hotel conversions
as the surest path to growth. Early indications suggest that the
competition for hoteliers with expiring franchise agreements will
be fierce. During recent conference calls with investors, execu-
tives at Wyndham and Hyatt said they’re devoting large sums to

conversions and possibly will offer hoteliers upfront payments
and other incentives.

However, hoteliers who are looking to change brands without
being demoted to economy or midscale status often must make
hefty investments to renovate their properties, Rivett said. With
2020 shaping up as the worst year ever for the industry, most hote-
liersaren’tin a position to spend $1 million or more on upgrades,
so they may feel that they have no choice but to stick with their
brands. Even worse, they may lack the funds to adhere to stringent
brand standards and may lose their affiliation.

LOW CONVERSION COSTS

Trend’s brand standards offer hoteliers more flexibility and a
streamlined conversion process, Rivett said. The typical conversion
might require $35,000 to $45,000 in new exterior and interior sig-
nage, and upgrades to fixnormal wear and tear may be staggered
over time, depending on the condition of the property and the
hotelier’s financial situation. Since the typical Trend property will
be relatively new, wholesale renovations rarely will be necessary.

“It’s a more progressive schedule of improvements that occurs
as performance is re-established following the pandemic and as
volume continues to creep up,” Rivett said. “We’re focused on
the reality of our circumstances right now and the potential that
we identify in each property that we go into. We're really focused
on quality properties that were operated and maintained well
pre-pandemic and are either operating well today or working
toward getting their feet back underneath them.”

“Hotels are really well positioned to make brand-affiliation
changes,” he said. “They may be facing the difficult decision
of whether they can sustain operations after required capital
improvements that will come back into play in the near future, if
they aren’tin play already, depending on the brand and location.”

Rivett said Trend executives are looking to prove their worth by
tailoring their marketing and sales strategies to each individual
property and market, putting “boots on the ground” and using
business-intelligence software. He said his company has made
substantial investmentsin a technology infrastructure that makes
My Place and Trend just as visible as larger brands.

When a property converts, a “white-glove onboarding process
ensues seemingly overnight,” Rivett said. Once staff training is
complete, Trend’s systems-operations team will perform the
switch “so as not to miss a single reservation on the books,” he said.
The brand will provide ongoing staff-development opportunities
toworkers, and hoteliers will get the individualized attention they
need to thrive, Rivett said.

“Our understanding of each market that we go into is deep,”
he said. “It goes beyond data mining and analytics. We actually
put in the work to understand each market that we go into, and
you get a greater level of communication with us. The access to
people at every level of our company is substantially greater than
what you’ll find in any other franchise organization.

“We have strategy meetings to look as deep as we can into
each market that we’re in, or to identify similarities from market
to market, so we know which demographic groups we need to go
after to put heads in beds.” |
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Ash Patel, AAHOA Past Chairman
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AAHOA Past Chairman
Ash Patel acted swiftly
and decisively in the
early stages of COVID-19

by PETER BERK

STHE HOSPITALITY INDUSTRY CONTINUES TO FACE

unparalleled economic hardships imposed by the

COVID-19 pandemic, PMZ is pleased to present a

second in-depth interview with an AAHOA Past

Chairman. These discussions shed light on the

struggles and challenges they faced as individual

owners and as chair, along with how those experiences prepared

them to meet today’s challenges. For this month’s edition, we sat
down for an exclusive chat with Ash Patel.

Patel has more than 30 years of hotel experience managing,
developing, acquiring, renovating, and repositioning more than
25 hotel assets, representing 2,500+ rooms with brand affili-
ations such as Hilton, Marriott, IHG, Choice Hotels, Wyndham
Worldwide, Best Western, and G6 Hospitality. Patel is currently
the President and CEO of Southwest Hospitality Management, a
company with 14 hotels, and an additional four in the pipeline.
The Mesa, AZ-based lodging development, management, and
investment firm employs more than 500 people atits properties
throughout the United States.

Patel was first elected to the AAHOA Board of Directors
in 2003, representing the Southwest region. In 2005, he was
named Treasurer and went on to become Chairman from 2008
to 2009. Patel established the AAHOA PAC and lobbying efforts
in Washington, DC, for the association. During his tenure, AAHOA
hired lobbying firm Patton Boggs to represent its members,
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as well as its efforts on the Hill to lobby for industry issues. He
also led the Government Affairs Committee and, most recently,
launched Iridescent Hotels, a third-party hotel management
company based out of Keller, TX.

WHAT YEAR DID YOU GET INTO THE
. BUSINESS? WHERE AND WHAT WAS THE
FIRST HOTEL THAT YOU OWNED?
In December of 1991, my wife Asha and | started off with a small
minority partnership in an Econo Lodge in Flagstaff, AZ. It was a
50-room hotel we operated as owners/managers, working 24/7
for five years. That small ownership developed into a partner-
ship, and we ended up managing four hotels during that decade.
During that time, we also built the first “Hilton-branded” hotelin
Flagstaff, a Hampton Inn we opened in 1995.

TODAY? WHAT BRANDS ARE THEY?

We currently have 10 hotels representing the follow-
ing brands: Marriott, Hilton, IHG, Best Western, and Choice. We
also have three hotels in the development pipeline. We intend to
fast-track them after the COVID-19 epidemic subsides.

WHEN OPENING YOUR FIRST HOTEL, YOU
. FACED ADVERSITY. DESCRIBE A CHALLENGE

THAT WAS COMPLETELY UNEXPECTED.
The one big hurdle we faced, which many of our fellow hoteliers
can attest to, is that it is easy to go over budget and run out of
money before the project is completed. You can spend money
quickly when building a solid asset without cutting corners,
trying to use the best material and skilled labor. | was in my
20s, still a novice in the industry, and sticking to a budget was
tough. | wanted to deliver a high-quality product and learned
building relationships based on trust and work ethic was going
to be the key to my success, and getting a project complete in
the hotel business.

HOW DID YOU OVERCOME THAT
CHALLENGE?

“Never give up mentally or refuse to fail” is a motto |
told myself and still tell myself every single day. | leveraged all
of my relationships to scrounge up the shortfall of funds and get
the project complete on time and on budget.

WHAT WERE THE FIRST FEW THINGS YOU
. DID AT YOUR FIRM WHEN YOU REALIZED

THE COVID-19 CRISIS WOULD BE A
SERIOUS CALAMITY?

We listened to the brands, the Centers for Disease Control and
Prevention (CDC), and the local and state governments to give

. HOW MANY HOTELS DOES YOUR FIRM OWN

@ 12.5-MINUTE READING TIME

us direction. There was a lot of confusion, as no one was on
the same page. When we realized the seriousness of the situa-
tion, we went into a crisis mode of operations, similar to how
we operated through 9/11 and the 2008 downturn. Initially,
there was some panic at the property level, but our managers
adjusted to the new normal. We also ordered PPE and other
needed supplies early on.

Staying in constant communication with our managers was
how we addressed challenges and comforted anxiety. To stream-
line operations, we had to cut expenses proactively and, unfortu-
nately, had to downsize our team. So, within the first two weeks,
a majority of our staff were furloughed. The only consolation
was that everyone was caught in the same storm but on differ-
ent boats. As of now, we are floating. However, we do not know
how long we can maintain course and survive. Nothing could
have prepared us for this pandemic. Still, with the help of great
partners and an excellent team, we have been able to weather
the storm so far. The question remains: what happens next if
there is a second wave? | will have to figure it out then. As | said
before, “never give up.”

HOW DID YOU MAKE THE DECISION TO KEEP
. YOUR HOTELS OPEN OR CLOSE THEM?

We decided to keep all of our hotels open. Although
we were doing single-digit occupancy for almost 12 weeks, we
felt we needed to keep on as many team members as financially
possible. We also made sure our hotel facilities were maintained
while operating at low occupancy. Each property had a checklist
to ensure its upkeep and cleanliness. Our maintenance depart-
ment needed to maintain our swimming pools, filtration systems,
softeners, pipes, flushing drains, and laundry machines (so they
didn’t calcify) weekly.

We were cognizant about health issues that occur when an
asset is shut down for months, like Legionnaires’ disease and
other mold-related issues. The cost of closing down Legionnaires’
disease and reopening the property management system with the
brands, along with the third-party contracts, would be as costly
attherestart. Wefeltit wasin our bestinterest to stay open, and
that is what we did. Cost-wise, it almost evens out since we did
not lose many team members, saving us the expense of hiring
and training. Looking back, | have no regrets of staying open.

WHAT STEPS ARE YOU TAKING AT

. YOUR HOTELS TO MAKE TRAVELERS
COMFORTABLE?

We paid attention to the CDC, local health departments, OSHA,

and the brands to guide us through the protocols of having a safe

and healthy place for our customers. We practice social distancing,

having signage around the properties for both staff and guests,
added elevator landings, hand sanitizers at every entrance, and
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We paid attention to the CDC, local health

departments, OSHA, and the brands to guide
us through the protocols of having a safe and
healthy place for our customers. We practice

social distancing, having signage around the

properties for both staff and guests, added

elevator landings, hand sanitizers at every

entrance, and additional training and protocols
that all public areas be cleaned and sanitized
frequently, especially the high-touch point areas

within the hotels.”

—ASH PATEL, PRESIDENT AND CEO, SOUTHWEST HOSPITALITY MANAGEMENT

additional training and protocols that all public areas be cleaned
and sanitized frequently, especially the high-touch point areas
within the hotels. All staff members are required to wear masks
and gloves; plexiglass screens have beeninstalled at the check-in
desk and theinitial arrivalitself. Guests are handed wellness packs
upon arrival with hand sanitizer, masks, and more.

Hopefully, all of this gives our customers the confidence that
we are doing what we can to keep everyone safe. Currently,
those staying over do not receive housekeeping services unless
requested, as we try to keep our staff from entering the room,
so neither party is exposed to COVID-19. New housekeeping and
laundry protocols have been established, including purchasing
brand-mandated sanitizer spray units, along with brand and
CDC-approved cleaning supplies to ensure our property is meeting
the most stringent safety and cleanliness standards.

All non-essential items have been removed from the rooms,
such as the directory, advertising materials, flyers, and the cof-
fee maker. TV remotes are covered with plastic bags that are
discarded after every check-out, and remotes are sanitized. The
breakfast room is closed as our properties are only offering a
to-go option, and our gyms and swimming pools are closed per
local and state government mandates. Plans are in place for
cleaning and social distancing in those areas when we are able
to reopen them safely.

Guests are encouraged to use mobile check-in, but those who
prefer a key are asked to drop them in a sanitizer bowl when
checking out. The new protocols and procedures are a significant
investment for us to make at atime when occupancy is low. Still,
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it is the right thing to do, and we plan to continue to follow all
recommendations for the safety of our guests and employees.

HOW DID YOUR FIRST-EVER
. UNEXPECTED CRISIS INFLUENCE YOUR

DECISION PROCESS DURING THE
COVID-19 OUTBREAK?
My first crisis was 9/11 - our country was not prepared for a
terrorist act. Since then, we have worked on and implemented
crisis plans and processes. Although no two crises are the same,
the majority of the processes are the same. Trust the plan and
adapt to the new needs of the situation. Know there will be a ton
of different emotions and challenges that come, as no two team
members think or act the same. Normal life will be disrupted,
and society will be in flux. Communicate with team members,
stay focused, and follow the planned protocols. The safety and
security of our customers, teams, and community are paramount;
the rest will fall into place as we learn more. Have confidence in
the decisions you make and leaders guiding the teams. With this
worldwide pandemic sweeping through our cities, | am proud of
our leadership teams that have guided our hotels. | feel confident
that we will emerge from this successfully.

HOTEL OWNERS TO GET THROUGH THIS
CURRENT CRISIS?
Only stress about what you can control. Give it your best effort
and realize that as much as you are stressed, so is your team,

. WHAT ADVICE WOULD YOU GIVE TO OTHER
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their families, and the rest of our country. This is an anomaly
and shall pass at some point. The key thing is not to lose your
humanity and health as we all go through these trying times.
Stay lean on all expenses, and ensure your guests and teams that
health and safety comes first. This is the time when you show
customers the best service and experience possible. There is
little we can controlin the marketplace at this time, so focus on
the fundamentals and your property. Stay involved politically,
as those decisions will affect how your business will be treated,
and opportunities created to survive this crisis.

THE BIG CRYSTAL BALL QUESTION:
WHEN DO YOU EXPECT REVPAR TO GET BACK
TO 2019 LEVELS?

We predict not for at least three years. That is if there is not a
second wave.

sweeping through our cities, | am proud

guided our hotels. | feel confident that
we will emerge from this successfully.”

AA

With this worldwide pandemic

of our leadership teams that have

—ASH PATEL, PRESIDENT AND CEO,
SOUTHWEST HOSPITALITY MANAGEMENT

WHAT IS SOMETHING INTERESTING THAT
. PEOPLE DON’T KNOW ABOUT YOU?

| have been riding Super Sport motorbikes since the
age of 19, which is rare for a “Patel” to be doing. |

Peter Berk is President of PMZ Realty Capital LLC - Hotel
Finance Group. He has more than 26 years of experience
in the real estate industry and is a frequent lecturer at
events, including AAHOA webinars and meetings. He
has arranged more than $6 billion of debt and equity

l transactions for hotel owners, representing more
than 50,000 hotel rooms. As an industry leader, he has worked with
AAHOA Members for more than 20 years on their financing needs. Berk
attended George Washington University as an undergraduate and holds
a graduate degree from Columbia University. He can be reached at
berk@pmzcapital.com or 212-277-8265.
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FEATURE

rRov COVID-19
10 CONFIDENCE

How the WELL Health-Safety
Rating can help hotels

by TORI SHEPHERD

OST COVID, COMPANIES WILL LIKELY BE EVALUATED AND DEFINED
by their capability to balance performance, their capacity for adapt-
ability. They will advance when and where they can and will have to
manage all that they will encounter. Consumer confidence will come
through innovation and then the ability to replicate it. They will putin place the
right mitigation protocols and support to protect their guests and employees,
many of whom are eager to get back to travel and work but worry about the risks.

The companies that can protect people and build the best experience with real
agility will create a competitive advantage and accelerate faster out of the downturn.

MEETING EXPECTATIONS
From now on, travelers will demand the cleanest, safest accommodations - and
look for companies that proudly display their COVID-19 and safety policies. In fact,
in a recent survey by PwC, three-quarters of travellers said third-party certified
sanitation reviews would offer them a sense of security.! Nearly 85 percent said their
travel decisions will depend on the communications they receive from hotels about
safety, while 40 percent reported dissatisfaction with current communications.
Hotels have an unprecedented opportunity to step up and meet the uncertainty
of this moment with clarity, credibility, and impact. But to do that requires more
than cutting gym access, room service, and breakfast buffets; it means investing

in the health, safety, and trust of guests.

The companies that can protect people and build
the best experience with real agility will create a
competitive advantage and accelerate faster out
of the downturn.”
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At the International WELL Building
Institute (IWBI), we oversee the WELL
Building Standard (WELL) - the world’s
premier framework for advancing health
in buildings of all kinds. From this vantage
point, and based on our work in 63 coun-
tries, we understand the outsized role
buildings can play in promoting human
health and wellbeing.

That’s why, over the past several
months, we have convened nearly 600
public health experts, virologists, govern-
ment officials, academics, business lead-
ers, building scientists, and real estate
professionals, along with guidance devel-
oped by the World Health Organization
(WHO), U.S. Centers for Disease Control
and Prevention (CDC), global disease
control and prevention centers and emer-
gency management agencies, recognized
standard-making bodies, such as ASTM
International and ASHRAE, and leading
academic and research institutions, to
help inform our response to this pandemic.

with fast turnaround
and expert service?

Contact the best.
State Bank of Texas.

- Nationwide lender

+Hotel industry experts

«  Fastloan approvals

« Hassle-free application

- Financing solutions for all hotel types

Want a conventional loan,

For more information, please contact:

AA

Intelligent planning will involve enabling guests
and staff to respond effectively to diverse
emergency situations, as well as creating plans
that will allow for business continuity and a

Drawing on these expert insights, we’ve
created new resources to help our part-
ners fight COVID-19 - and we’ve identified
four fundamental principles that can guide
hotel owners, managers, and staff.
Adopt operational policies and pro-
1 cedures that will support the health
and safety of guests. These include
supporting hygienic handwashing prac-
tices, reducing surface contact through
mobile key and keyless entry systems,
establishing robust cleaning protocols,
and using low-hazard cleaning prod-
ucts for safe and effective disinfection.?

L

678-520-SAND (7263)

SBT

State Bank of Texas
www.statebnk.com

Sandesh (Sand) Patel, sandpatel@statebnk.com o~
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healthier re-entry.”

Implement management and main-

2 tenance protocols that reduce
transmission. People spend roughly
90 percent of their time in enclosed
spaces.® Therefore, indoor air and
water quality control are critical to
identifying and mitigating transmission
risks for COVID-19 and other illnesses.
Adequate air treatment, filtration and
ventilation, and proper management
of mold and moisture are key aspects
of maintenance that prioritizes health
and wellness.*

3 Develop straightforward, decisive

emergency plans to safeguard cus-
tomers and staff in the event of an
emergency such as an outbreak.
Intelligent planning will involve
enabling guests and staff to respond
effectively to diverse emergency situ-
ations, as well as creating plans that
will allow for business continuity and
a healthier re-entry.®

4 Mostimportantly, educate customers

and staff about the protocols put in
place to help support their health and
well-being. If previous SARS outbreaks
are any indication, COVID-19 may likely
have lasting physical and mental health
effects.® In addition to providing clear,
timely communication, hotel operators
must make educational resources acces-
sible to all guests and empower them
with strategies to cultivate and maintain
healthy habits long into the future.”

THE WELL

HEALTH-SAFETY RATING

Of course, implementing all of this can
be challenging. Without visitors, many
hotels have been forced to cut pay and
lay off employees. At the same time, the
remaining staff are preparing to take on
the increased responsibilities that come
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Tori Shepherd serves as Senior Associate at the International WELL Building

with guests’ evolving expectations, includ-
ing the need to communicate new commit-
ments and initiatives.

To help, we’ve developed the WELL
Health-Safety Rating. This new rating will New Zealand as they’ve created healthier spaces, buildings, and communities
give hotel operators the tools to prioritize through WELL Certification and the WELL Health-Safety Rating. Tori coaches
the health and safety of staff and guests, various APAC and global WELL Portfolios as they seek to advance their ESG (Environmental, Social,
adoptevidence-based best-practices, and and Governance) goals, to enhance building performance, and to improve human well-being at
inspire confidence in consumers from the scale. Tori also leads WELL’s sector development for coworking and hospitality, providing high-touch
moment they enter the building. support to meet the needs of these space types, organizations, and occupants.

The WELL Health-Safety Rating focuses
on interventions that require little to no
capital expenditure, allowing businesses to
validate and scale their current health and

Institute (IWBI), the organization leading the global movement to transform our
buildings and communities in ways that help people thrive. Tori has provided
technical support to project teams across the U.S., Europe, Australia, and

~

. L . Grid strainer
safety efforts without major disruptions keeps hair and
to their spaces. Meanwhile, its third-party thp i t of
review process provides the integrity and Z t;: Ibegs f’u 0
atniup arain

consistency that today’s travelers demand.
Based on this review, eligible properties
will be awarded the WELL Health-Safety
seal, which visibly illustrates a building’s
commitment to safeguarding health for
all guests to see.

CONTINUED GROWTH
Just as the current public health situ-
ation is constantly evolving, the WELL
Health-Safety Ratingis designed to evolve
andincorporate new evidence and strate-
gies over time. Now owners and opera-
tors have the flexibility to apply evidenced
backed strategies as the world changes
while demonstrating their commitment to
health and safety all year round.
Already, the best hotels have begun
to adapt to the needs of their guests. As
health and safety become paramount,
the WELL Health-Safety seal is one way to
help guests feel secure from check-in to
check-out. AAHOA Members who enroll get
25 percent off when you use your AAHOA
Member ID/code. [ |

Makes old bathtub
drains new again.

® Fits OVER old tub drain
B No removing strainer body
B |nstalls in minutes

N |deal for hotels,
apartments and repairs

Installs with Watco pin

1 https://www.pwc.com/us/en/industries/con- WATCO (if drain has crossbars)
sumer-markets/library/how-to-restore-confi-
dence-in-travel-during-covid-19.html

2 https://v2.wellcertified.com/health-safety/en/
cleaning%?20and%?20sanitization%20procedures

3 hifps://indoor.Ibl.gov/sites/all/files/Tbnl-47713 pdt

4 https://v2.wellcertified.com/health-safety/en/
air%?20and%20water%?20quality%20management

5 https://v2.wellcertified.com/health-safety/en/ ®
emergency%?20preparedness%20programs
6 https://www.cureus.com/articles/29485-focus- Always a steplCET)
on-mental-health-during-the-coronavirus-covid- 816.796.3900
Sotbreake— - _ : . ...or installs with silicone
f com . . ..
watcomfg. (if drain crossbars are missing)

7 https://v2.wellcertified.com/health-safety/
—en/stakeholder%20engagement%20and%20

)
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How hoteliers can capitalize on negotiating a
discount or purchasing a note

by RUSHI SHAH

S THE INDUSTRY MANEUVERS
through the pandemic’s after-
shocks, one of the most dis-
cussed questions is what will
lenders do with all of the hotel loans on
their books? For hotel owners, the real
question is whether mass asset foreclo-
sures representvalue destruction or pose
amoral hazard if lenders don’t foreclose.
This debate has opportunistic hotel loan
borrowers anxiously trying to figure out
how to best salvage their situations. The
most viable solution for borrowers fac-
ing this dilemma is to either convince the
lender to reduce the loan principal, or pur-
chase or find someone else to purchase
their note from the lender.
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Borrowers hoping to negotiate a discount
on their existing loan balance should ask
the lender to run the asset through a new
loan-to-value (LTV) test. If the test shows
that the asset’s actual value has fallen
below the existing loan amount, there may
be opportunity for a discount.

However, lender motivation to right-size
the loan varies widely depending on the
lender type. For example, a regulated bank
lenderis required by law to reflect accurate
LTVson theirloans. If thereis a degradation
inthe loan, banks have a fiduciary duty to
their depositors and investors to immedi-
ately reduce the loan to its accurate value.
This is accomplished by either selling the

loan to a third party or reducing the prin-
cipal balance and restructuring the loan
with the current borrower. It is extremely
rare for a bank to provide adiscount on the
loan and still keep the loan on its balance
sheet. As a result, bank lenders will typi-
cally use discounting as a negotiating tool
to have the loan paid or sold off.

Private debt lenders are not subject to
these same regulations that motivate them
totake a loss, but usually only offer up a dis-
countiftheybelieve the assetis going to take
longer to recover value than their accepted
investment horizon. Some CMBS special ser-
vicers have explored restructuring the loan
into an A- and B-note, which also ultimately
provides the borrowers with a discount.
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NOTE BUYING
Asthe hotelindustry continues to reel from
the economic shutdown, the tug-of-war
between borrowers and lenders has inten-
sified. Lenders expect to be paid in full
and borrowers are desperate for relief. In
response to this conflict and in anticipa-
tion of expected subsequent note-buying
opportunities, many hotel owners, inves-
tors, family offices, and private equity shops
have raised significant capital. If this friction
is prolonged, more and more lenders will sell
their positions to private groups that have
the means to litigate to either be paid off in
full, or to transfer the deed to their name.
Right now, the spread between what
note sellers are asking and what buyers are
willing to bid is wide. Note buyers expect to
be able to buy at a discount to the principal
value, but sellers have yet to reach their
pain threshold. Most note buyers require
a20-percentinternal rate of return (atime
weighted rate of return on invested dol-
lars). This type of time-weighted return
is a function of the risk the investors take
by purchasing a loan for a potentially
non-performing asset and is only feasible if
paying roughly 50 cents on the dollar (with
all other things held constant).
According to the latest economic out-
looks from major valuation firms, next year
most hotel properties are expected to cor-
rect in value by only 35 percent, making
hotel loan notes ripe for discounts. This
means most hotel values are either the
same or lower than its corresponding loan
amounts. The note owner then has to fac-
tor in cost of collection or cost of foreclo-
sure and any negative carry cost of the
asset. Thisresultsin the hotel loans trading
atdeep discountsto the principal balance.
Unlike a fee-simple asset purchase, note
purchases have short lead times. Those in
the market to buy must therefore have cash
ready to be deployed almostimmediately.
Note buyers must also have sufficient legal
and asset management infrastructure in
case they need to litigate to get their hands
on the deed. Well-connected financing
intermediaries and investment bankers
can bevaluable sources for both note buy-
ersand sellers, as well as borrowers hoping
to restructure their existing loans. |

@ 5-MINUTE READING TIME

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.

i MATRIX

HOSPITALITY FURNITURE INC.

Soft goods!

USA
®©201.680.0515

® info@matrixhospitalityinc.com

® www.matrixhospitalityinc.com

@® 239 Bergen Blvd. Fairview,
New Jersey, 07022, USA

Furnish your s g::f;g;nl
property from on/y OAC.

MATRIX Hospitality Furniture is a 1-stop shop for custom-made hospitality furnishings.
We have a combined 150,000 sq. ft between our Fairview, New Jersey USA and our
Toronto, Ontario Canada warehouse facilities. With highly skilled designers & craftsmen
and an expert fabrication team, MATRIX offers peace of mind to owners of hospitality
units with the promise of excellent product quality, short turn-around times and
extremely competitive prices with 5 year Manufacture warranty on all Case goods and

AAOA

ALLIED MEMBER

CANADA
®© 647.847.1299

® info@matrixhospitality.ca
® www.matrixhospitality.ca

® 1290 Martin Grove Road,
Toronto ON, Canada M9W 4X3
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SMALL BUSINESS

Hidden hotel fees are not the solution

for economic resurgence

by ALFREDO ORTIZ

OTEL GUESTS ARE OFTEN

confused by the total of their

final bill. And unless they

ordered room service or treated
themselves to itemsin the mini fridge, the
answer is probably hidden taxes. Just as
products like alcohol, tobacco, gas, and
even candy are a source of hidden taxes, so
are hotels. Additional hotel fees are tacked
on the billto cover federal, state, and local
tax requirements.

STATE-TO-STATE DIFFERENCES
Lodging tax and sales tax depends on the
locality of the hotel. For example, in Hawaii
the sales tax is 4 percent and the lodging
tax is 10.25 percent. Even for a weekend
stay, these feesincrease the cost of a hotel
room significantly.
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As we all know, the pandemic hit the
travel industry especially hard, leav-
ing many hotels holding on by a thread.
Americans with planned summer vaca-
tions placed them on the backburner until
COVID-19 cases declined or financial stabil-
ity returned. But now, as society begins to
re-open, the travel industry is awaiting a
boom in domestic travel.

TRENDING TOWARD RECOVERY

In July, American Airlines announced
they would be flying 55 percent of their
domestic schedule, compared to the same
time last year. This decision was a direct
result of a 243-percent increase in pas-
sengers from the start of April to the end
of May. The news is welcomed as air travel
declined by 96 percent earlier this year.

AA

For hotels, the spike

in hotel occupancy
occurred from April to
July. While still lower
than in years past,

the upward trend is a
positive sign of recovery.”

For hotels, the spike in hotel occupancy
occurred from April to July. While still lower
than in years past, the upward trend is a
positive sign of recovery. But some cities
are seeing an increase they couldn’t have
anticipated this season. For example, many
individuals and families were hitting the
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great outdoors of Colorado Springs and
other nature-oriented destinations. On
the weekends, hotels saw occupancy rates
above 80 percent.

Business travel especially was placed
on hold as companies turned to technol-
ogy to fill their void. But, according to a
survey conducted by McKinsey & Company,
businesses planto lift travel restrictions in
phases, with domestic travel expected to
increase quickerthaninternational travel.

THE URGE TO GET AWAY
As Americans begin to safely re-engage
with society, many will be anxious for an
out-of-town trip. The pent-up demand will
give hotel and travel industries the boost
they desperately need. According to a
report?, 50 percent of Americans said they
would be comfortable staying at a hotel
60 days after restrictions are lifted (which
varies by location). While international
travel will see a gradual increase in traf-
fic, domestic travel is expected to bounce
back significantly in the months ahead.
Some hotels are considering add-
ing a COVID-19 fee to help cover costs

and boost revenue growth. But adding
another fee will not illuminate the “no
vacancy” signs any quicker. Instead,
hotels should raise base prices if needed,
not tack-on additional hidden expenses.
Transparency is key.

As more people venture out and are
reminded of the simple joys of travel-
ing and relaxing at a hotel, let’s not let
hidden taxes and fees keep them from

@ 4-MINUTE READING TIME

taking a trip. Encouraging economic
growth with transparency will be most
effective as the hospitality industry
rebuilds. |

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

1 https://www.adweek.com/brand-marketing/1-in-
4-americans-want-to-travel-immediately-after-
covid-19-restrictions-lift/

Thin-slalo composite
floor systems

i

DOVETAILS NEATLY WITH YOUR HOTEL DESIGN GOALS

Versa-Dek® Composite is the shallowest fire-rated long-span
composite floor system. It achieves open spans of up to 28
feet while reducing story height, making it ideal for mid-rise
hotels. This lightweight system can be erected quickly,
resulting in earlier building occupancy.

Optimize
your multi-story

construction

Thinnest floor depths possible
UL fire rated for 1 to 3 hours
NRCs from .90 to 1.15
Attractive dovetail design

COMPARE YOUR OPTIONS:
newmill.com/hotelier

D

NEW MILLENNIUM

BUILDING SYSTEMS
Building a better steel experience.

TODAYSHOTELIER.COM | OCTOBER 2020 39



http://TODAYSHOTELIER.COM
http://newmill.com/hotelier
https://www.adweek.com/brand-marketing/1-in-4-americans-want-to-travel-immediately-after-covid-19-restrictions-lift/
https://www.adweek.com/brand-marketing/1-in-4-americans-want-to-travel-immediately-after-covid-19-restrictions-lift/
https://www.adweek.com/brand-marketing/1-in-4-americans-want-to-travel-immediately-after-covid-19-restrictions-lift/
http://SHUTTERSTOCK.COM
http://www.newmill.com

SALES

The sales imperative:
What hotels need to do to
survive after COVID-19

by TAMMY GILLIS

HEN THE ECONOMY IS

good and hotels are making

money, sales is something

that flies under the radar

and is not closely inspected or even fully

understood by people in operations who
oversee this function.

To successfully recover post-COVID-19,
hotels, brands, and management com-
panies will need to look at how the sales
functionis structured in their organization.
Theywill need to determine if they have the
right people with the right skills, and the
right tools and training to compete in an
environment that will be scarce with new
opportunities and largely dependent on
stealing business from the competition.

Hospitality organizations will need to
consider three fundamental shifts if they
are going to survive:

Everybodyisinsales (or at least they
1 should be).
© Hotel teams can no longer operate in
a silo. Sales, revenue management,
and operations all need to come
together, develop a strategy, and
communicate vs. having competing
priorities.
© Thefrontdesk plays a critical role in
the success of a hotel’s sales strat-
egy. Too many front desk associates
see their role as “checking people
in and checking people out.” They
can be great lead catchers for the
sales department to further qualify
and close.
© The battleground for converting
incoming inquiries into reserva-
tions will be the dialogue front desk
agents have with the potential cus-
tomers. Could they communicate,
with confidence and clarity, the
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cleaning and social distancing pro-
tocols of the hoteland what is being
done to keep guests safe? Train your
front desk teams and do not leave
these important policies open for
interpretation.

What worked before will not work in

the future.

© Pre-COVID, many sales depart-
ments kept busy managing exist-
ing accounts and incoming inquires
(aka “Farming”) as our industry
enjoyed 10 straight years of REVPAR
growth. With many demand genera-
tors - such as large conventions,
sports tournaments, and corporate
trips - not travelling until 2021 and
beyond, the pie has shrunk and
there are not enough incoming
inquiries to provide hotels with
base business.

© Sales people who only know how to
farm need to learn how to hunt. This
requires a different mindset and a
different skillset.

© Prospects are not waiting for sales
people to call and these modern
buyers will not have the time or
patience to engage with sales peo-
ple who have not done their home-
work and are simply “smiling and
dialing.”

© Hotels will need to consider busi-
ness from market segments they
have not considered in the past to
replace business from segments not
travelling right now.

@ 4-MINUTE READING TIME

Sales is not a tactic deployed when

the chips are down.

@It is an imperative business strat-
egy that requires a seat at the same
table as operations and everyone
in the organization needs to own a
piece of it.

© Sales is proactive and consistent,
not reactive and only thought about
when there is an economic down-
turn, an increase in competition, or
a pandemic.

© Sales is a marathon, not a race. There
is no instant gratification in this sport.

Now is the time to recalibrate and ensure

that sales has a seat at the executive table to
drive the desired results hotels will need to
recover from this pandemic. Organizations
have an incredible opportunity to hit the
reset button and build a high performing
sales team with the right strategy, the most
qualified people, and effective processes and
tools in place to support the execution. H

Tammy Gillis is the CEO and
Founder of Gillis Sales, who
has more than 25 years in
hospitality sales. Tammy’s
entrepreneurial drive led her
to develop a Sales For Hire
program for hotels operating without a sales
team. She has trained thousands of sales
professionals, hotel owners, General Managers,
and front-line associates. Believing that sales is
the life blood for all organizations, her mission
is to make sales accessible and achievable for
all hotel owners.
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AAHOA 2020 REGIONAL CONFERENCES

Shows

@ 2-MINUTE READING TIME

OCTORBER 21 - DECEMBER 3 | SPONSORSHIP OPPORTUNITIES ARE AVAILABLE

You’re Invited!

Join Us for This Year’s Regional Conference & Trade Show Lineup

AAHOA is leading the way in bringing together the industry in a year that has proven to be
anything but normal. Coming on the heels of AAHOACON20, AAHOA is pleased to announce the
2020 Regional Conference & Trade Show series lineup!

A completely virtual experience, AAHOA’s Regionals Series will bring together attendees, vendors, and
AAHOA leadership for a day of region-specific education, networking, and an interactive trade show.

Our 2020 Regionals Series, which features events taking place from late October through early December,
will combine two-to-three regions into one event for a total of eight virtual conferences that will

look and feel similar to in-person Regionals.

Whether you own a hotel in one region or many, AAHOA encourages you to register for the Regional Conference in
every region in which you own properties. Everyone in the industry is invited to attend for learning opportunities,
networking, and the latest updates for hoteliers that you won’t get anywhere else.

Registration is now open! Visit AAHOA.com/2020Regionals to learn more.

OCTOBER REGIONALS NOVEMBER REGIONALS DECEMBER REGIONALS

October 21: AAHOA
Northwest and Southwest
Regional: A Virtual Experience

October 22: AAHOA Greater
Los Angeles Area, North
Pacific, and South Pacific
Regional: A Virtual Experience

November 2: AAHOA North
Carolina, South Carolina, and
Mid South Regional: A Virtual
Experience

November 5: AAHOA Mid
Atlantic, Northeast, and

Washington DC Area Regional:

AVirtual Experience

November 12: AAHOA North
Central and Upper Midwest
Regional: A Virtual Experience

November 19: AAHOA
Arkansas, Central Midwest,
and Gulf Regional: A Virtual
Experience

o December 2: AAHOA
North Texas, South Central
Texas, and Southeast Texas
Regional: A Virtual Experience

o December 3: AAHOA
Alabama, Florida, and Georgia
Regional: A Virtual Experience
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CITY SPOTLIGHT

.

by ASIF LAKHANI

COLORADO BY THE NUMBERS IN 2019
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ENVER IS GREAT FORAS MANY
reasons as it is high above sea
level, which is exactly 5,280
feet - or colloquially, a Mile High.
Really, it depends on who you ask what
they like about the town, but whether it’s
for one reason or literally thousands of
other things, the decision isunanimous: It’s
agreat place to be!l As a matter of fact, the
capital city of Colorado has been one of the
best places to live in the country for a few
consecutive years (currently No. 2), accord-
ing to a U.S. News & World report. With
more than 300 days of sunshine per year,
it’s a great destination for travelers, too.

MARKETING TO VISITORS
Visit Denver strategically focuses its efforts
on “marketable visitors” - people who
choose where they want to spend their
time off and respond to marketing messag-
ing on the topic(s). So far, the approach has
generated more average daily spending
from leisure visitors than it has business
travelers for three consecutive years.
Conventions have still managed to
thrive in Denver during that timeframe as
well. As of early 2019, the city had three
hotels in the Top 100 Meeting Hotels list,
and there were more than 10,000 hotel
rooms within walking distance to the
Colorado Convention Center, according
to Visit Denver. It also is a top-tier meet-
ing destination nationally, according to a
Cvent study from 2018 and another one
from MeetingSource.com.

WHAT DOES THIS MEAN FOR
DENVER HOTELIERS?

In 2019 alone, visitors to the state of
Colorado spent $24.2 billion. Of its
86.9 million visitors that year, only 39 mil-
lion stayed overnight, which helped con-
tribute to $1.5 billion in tax revenue for
the state saving every household within
$707 annually. Tourism also helped sup-
port more than 180,000 jobs throughout
the state in 2019, according to the report
by Visit Denver.

@ 4-MINUTE READING TIME

In Denver specifically, the numbers were
just as strong. The city had 17.7 million
overnight visitors in 2019, which was a
record high and 2 percent more than the
year previous. Travelers accounted for
$7 billion in spending in town, supporting
more than 64,000 jobs, and saving house-
holds $620 in annual taxes. Denver hotels
were the recipients of $1.9 billion in visitor
spending in 2019 in addition to $1.2 bil-
lion on food and beverage. Attractions in
Denver are a plenty, and so is the money
they rake in: $537 million for sightseeing
and recreational activities, to be exact.

THE COVID-19 CONCERN
Inresponse to COVID-19, the city and state
have adopted many of the safety protocols
recommended by health experts: wear-
ing masks, adding an abundance of hand
sanitizer stations to the airport, limiting
capacity at venues and gatherings, pri-
oritizing outdoor seating at restaurants
when possible, and more. The Colorado
Convention Center has been converted to
an alternative care facility (different from
afield hospital) for the time being. Asocial
distancing calculator for venues also was
made available online. Visit Denver, along
with a handful of other commerce and com-
munity organizations in town, launched
ToGoDenver.com earlier this year to help
drive business to restaurants and breweries
viatakeout and delivery orders. The group
also added a virtual events section to its
online calendar to allow people to experi-
encethe city’stop-notch cultural arts scene
from the comfort of their own homes.
Colorado’s plan to address the economic
impact of COVID-19 includes relief, restart,
and recovery. Specifically, the Governor’s
Council on Economic Stabilization and
Growth will review budget stabilization,
revenue adjustments, supply chain disrup-
tions, and more. Regular COVID-19 com-
munications, easing of restrictions, and
ongoing business support all are part of
the solution to help the Denver rebound
from the pandemic. |
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AAHOA CLUB BLUE, PLATINUM & SILVER MEMBERS

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

AAFIOA AAHQOA CLUB BLUE MEMBERS

£?

Always Designing
for People”

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

) srocum:

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

*—iﬂ. YEMDRA.
Avendra
Mara Radis: (301) 825-0311

ECOLAB

Evwprivie B Wil

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

—CAPITAL —

n MAG MILE

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

CHASE O

Chase
Faheem Khan: (800) 727-1872

AAFIOA

Dell
Mobolaji Sokunbi: (800) 624-6145

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

Lowes
PROS

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

UNITEDHEALTH GROUP*

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

AAHOA PLATINUM MEMBERS

Asana

ASTPSCAS LSO PDE: DOAMPTET
Amana PTAC
Byron Cortez: (800) 647-2982

B | Bes

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

(% CHOICE

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

<

Diversey
Deniz Alpaslan: (980) 221-3235

Y sTAY
Bl AMERICA
Extended Stay America
Linda Trexler: (980) 345-1600

@ans

Focus Brands
Rani Bhatt: (404) 978-4829

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

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

GE Appliances
Amy Kaiser: (502) 452-3073

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

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

MNarrioft

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

ReuRoof

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

LT
RLH Corporation
Harry Sladich: (866) 437-4878

Tra'-.relf‘{l_edig

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

Hilton

Hilton
Bill Fortier: (703) 883-1000

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

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

OoYO

0YO Rooms & Technology, LLC
Neha Hridaya: +91 (700) 363-7401

bl
il |

TV Asia
Pradeep Hegde:

(732) 650-1100 x26
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4. RADISSON

HOTEL GROUP

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

WYNDHAM

HETELE & MERAETE

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



http://TODAYSHOTELIER.COM

AAHIOA

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

L3

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

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

AMERICAN
EXPRESS

American Express
Merchant Services:
(800) 528-5200

— Air
Fresh Air

Matt Hanson: (603) 643-7181

a FRIEDRICH

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

& Gallagher Perks

Gallagher Affinity
Jennifer Parker: (703) 461-5200

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

3 MATRIX

TELECHN EOLATIANE
Matrix Telecom
Loren Campbell: (865) 300-3393

MVM

TECHNOLOGY

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

GHG RGBT ALITY

ERaLn

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

- SUPPLY

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

{&ﬁt‘ﬁﬁiw

Atlas Concorde
Michael Sautner: (615) 661-7200

Waurink and b;".'r speciaiists
Coast to Coast Computer
Products, Inc.

Kyle Kurtz: (800) 231-4553

COX

BUSIMESS

Cox Business
Alea Riley: (404) 269-3057

HODGES WARDELLIOTT

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

= Dea
KaPro
The Home Depot Pro

Susan Wright:
(866) 412-6726 x105540

B¢

Hospitality Designs
Ruben Cohen: (877) 468-3588

Curve Hospitality
Sargent Khan: (713) 819-7296

DI EeH AL T s
Dickson Furniture

Manufacturers
Paul Mougel: (713) 747-0341

‘= DIRECTV
'-__-:." HOSPITALITY

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

d:sh

DISH Business
Tyler Floyd: (303) 723-1854

£

WoBaa'y sxpech morw o ue Han we fo
Ferguson
Brian Winterble: (954) 597-3163

FOLIOT

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

L
| —

Hospitality Success
Anthony Melchiorri:
(917) 295-1628

INFINITIHR
Daniel Mormino: (623) 455-6234

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

Lodging Concepts
Jinesh Naran: (714) 694-5980

u
T

Macrotech

Macrotech
Dipak Patel: (650) 376-2163

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

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

ShawContract®

hospitality

Shaw Hospitality
Robert Stuckey: (888) 448-7878

JlWTIME

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

Serta

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

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

@ NIMBLE ACCOUNTING

Nimble Accounting
Rahul Kumar: (576) 870-9131

Spectrum»
ENTERPRISE

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

oconnor
'—."—i‘:‘__

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

it R Temam

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

P& professional

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

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

By rensic

Prem Sales
Deepak Panchmia:
(806) 745-6651

®

Primrose Schools
Blair Burdette: (404) 423-4247

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

Rinnai
Rinnai
Dipesh Parekh: (800) 621-9419

E‘ SURFERCQULIEST™
SurferQuest
Kathryn Konig: (814) 342-3120

ara ray.
Tara Energy

Ashar Jafri: (713) 890-2222

N-X ik
- L 9% od
L ad

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

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

kg

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

@

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

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

1. Chairman Biran Patel and
Past Chair Jagruti Panwala
opened the 2020 AAHOA Virtual
Convention & Trade Show by
welcoming all attendees to the
historic event.

2. President & CEO Cecil P.
Staton made his first official
appearance at AAHOA’s 2020
virtual convention.

3. Industry titan Harris Rosen,
who founded the Rosen College
of Hospitality Management at
the University of Central Florida
(UCF) that opened in 2004,
shared his wealth of knowledge
and experience with AAHOA
Members on how they can
best recover from the effects
of the COVID-19 pandemic
and make guests feel safe and
welcomed once again. “Make
sure the guest experience is a
very positive one and that they
understand how much we care
for them,” Rosen said.

4. Horst Schulze, one of the
founding members of The
Ritz Carlton Hotel Company,
sat down for a one-on-one
interview with Noble
Investment Group CEO Mit Shah
to share his take on the current
state of the industry. Schulze
said standards of excellence for
guest service and satisfaction
are more important now than
ever before.

5. Vice Chair Vinay Patel and his
wife, Tina, joined thousands of
hotel owners each day in tuning
into the virtual convention.

6. Former Florida Regional
Director Bharat Patel was voted
in as Secretary in AAHOA's first
virtual election.
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Philanthropy was
the big winner at
the 2020 AAHOA
Charlotte Charity
Golf Tournament,
held at the

Golf Club at
Ballantyne.
AAHOA raised
more than
$67,000 to benefit
11 charities,
including the
USO of North
Carolina and the
Jamie Kimble
Foundation for
Courage.

LAW GROUP

RESPONSIVE o RELIABLE o RESILIENT

LAWYERS FIGHTING FOR HOTELIERS |(

* Real Estate Transactions L
* Employment Litigation

® Corporate Restructuring

* Wills, Trusts & Estate Planning
 Contract Review & Drafting

* Franchise Negotiations

Ask us a question
Questions@DPALawGroup.com

CALL TODAY FOR A FREE INITIAL CONSULTATION 619-940-6623
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"i - 100% WATERPROOF -

PREFERRED VALUE MANUFACTURER OF HOSPITALITY |
FLOORING FOR DVER 33 YEARS

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

OUR WEBSITE: WWW.KINSLEYCARPETS.COM

- HIGH VALUE -

GUEST ROOM CARPET

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

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

AAHOA MEMBERS RECEIVE AN EXCLUSIVE DISCOLNT! ALLIED MEMBER

ASIAN AMERICAN HOTEL OWNERS ASSOCIATION

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

Warranty -

Easy

: L Financing _§

5000+ HOTELS-MOTELS WORLD-WIDE TRUST

MATRIX COMMUNICATION & SECURITY
SOLUTIONS FOR EFFICIENT FUNCTIONING

« Hospitality IP Phone

System
« Time-Attendance and %
Access Control ) '

« HD IP Security-Camera
) Call: 1-(800)-283-0539
M AT 1 Fax: (888) 717-7472

System
sales@matrixhotelpbx.com
TELECOM | SECURITY sales me}trlxhotel bx.com

OUR SAFES HAVE B| :
HILTON DAYTONABEACH, FL  HYATT MCCORMICK PLACE ~ MARRIOTT BUFFALO, NY

D IN THESE HOTELS.

HILTON EAST BRUNSWICK,N)  CHICAGO.IL MARRIOTT LOSANGELES, CA
HILTON HARTFORD, CT HYATTRESORT&SPAGUAM  y1aRRiOTT RIVERSIDE, CA
HLTON TORONTO, ON HYATT ROSEMONT, IL MARRIOTT NORTH
HYATT VINEYARD CREEK, CA  CHARLESTON, SC
800-545-4947

FIND THE LATEST AT

WWW.TODAYSHOTELIER.COM

Uhank Vo

to the advertisers

who helped make this

publication possible.

BATHTUBS RESTORED

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

quality workmanship and materials. Coast to Coast.

(R

— | UNIQUE"®
REFINISHERS, INC.

Nationwide 1-800-332-0048
Atlanta 770-945-0072

www.uniquerefinishers.com Resistant
We specialize in fiberglass Bathtub & Jacuzzi Repairs Bottoms
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CLASSIFIEDS

FRANCHISE
LITIGATION

negotiating franchise agreements
and liquidated damages settlements.

PUS)A

PATEL & ASSOCIATES

Mahesh I. Patel

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

Fax: 972-231-0104

Email: mpatel@patellaw.net

~ —

FIITITALITY 888-457-1465
™ HOTEL COUNTERTOPS
COMMUKITY SPAGES

..,..
.‘b*

&

VANITLES
L
—
g— -

PCG

Wills/Ti
ills/Trusts & Patel Consulting Group

Asset Protection

Consulting services
in protecting your assets
for future generations.

* Mahesh Patel ¢
mpatel @patelcg.com
* Kush Patel ¢
kpatel @patelcg.com
(972) 643-1813

n
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G & S GIAMBRONE AND SALTZMAN, LLC
ATTORNEYS AT LAW

Knowledge. Diligence. Experience.

¢ Liquidated Damage Settlements
Senior Franchise Exceutive * Dispute Resolution
¢ Franchise Agreement Negotiations
 Franchise Registration

G&S

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

Former Fortune 500 Hotel Attorneys

Richard Saltzman, Esq.
Jaclyn Saltzman, Esq.
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“WE RELY
ON|FRIEDRICH
TO PROVIDE
THE PERFECT

b1/ Roshan Patel

pp Robert Patel . 't DIRECTOR OF DEVELOPMENT
PRESIDENT & CEO L1 \ X

LEISURE HOSPITALITY, MANAGEMENT INC.

“The Friedrich PTAC is dependable and as we've continually upgraded our portfolio of
properties, we trust and believe in the Friedrich brand. While we continue to create the
best guest experience possible, we rely on Friedrich to provide the perfect comfort.”

LET FRIEDRICH BE PART OF YOUR SUCCESS

Contact your AAHOA Account Manager,

EMAIL aahoa@friedrich.com | lodgingsupport@friedrich.com
CALL 1-800-399-PTAC

®

FRIEDRICH
\leiOA 1883

SILVER MEMBER
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http://aahoa.friedrich.com

SC ID FINANCIAL
FOUNDATION.

As the global I\Qtel industry recovers from the COVID-19 pandemic, it can be challenging
to get back on solid ground and regain profitability. With unwavering dedication to helping
hospitality rebuild, APF is here to help you do that with a range of flexible financial
solutions, including bri\dge financing and CAPEX loans up to 100% of PIP financing. As
the recognized hospitality \industry direct-lending specialists sifice 2011, we aren’t going
anywhere — and we want to ensure that you don't elther Contact one of our finance
specialists today to discuss your optlons

>X<ACCESSPO|NT

FINANCIAL

Thé*“Name to Know in Hotel Finance 4

www.ac‘éesspointfinancial.com
One RaviniaDrive | 9th Floor | Atlanta, GA 30346 | 404-382-9599


http://www.accesspointfinancial.com
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