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RIGHT AT
HOME.

(INBED.)

With the mattress industry’s top two
brands, your guests already choose us for
their homes. So doesn't it make sense to
choose us for your hotel rooms?

TEMPUR+SEALY
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Don't have Tempur Sealy
mattressesin your hotel?
Find arep near you.
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ENTERTAINMENT WITH DIRECTV

Whether you're a small or large hotel, want a simple or sophisticated entertainment solution, DIRECTV offers a
wide range of solutions for every type of customer.

Take advantage of equipment subsidies on our most popular HD entertainment systems when you get the best
in entertainment for your hotel.

AVAIL EWITH DIRECTV ENTERTAINMENT SYSTEMS

2023 NFL SUNDAY TICKET! :
- HBO s Er=r™ ADD
PACKAGE JIWnmE

Sl EEE AS A SECOND PREMIUM

' $
R everpass room per month 2
Offer ends 1/7/24. 99 per mo.

ASK HOW

Call us at 1.855.656.3504 or visit us at RiRECTV
entertainmentforhospitality.com HOSPITALITY 2

Offers end 12/31/2023. New or renewing approved H&I customers only. 3- or 5-year programming agreement required. Credit card required (except MA & PA). Early Cancellation Fee may apply.

Availability of DIRECTV service may vary by location. In certain markets, programming/pricing may vary. Hardware and programming available separately. Receipt of DIRECTV programming subject to terms of the DIRECTV Terms of Service for Hospitality
Establishments and the DIRECTV Terms of Service for Institutions; copy provided with new customer information packet. Taxes not included. DIRECTV programming, hardware, pricing, terms and conditions subject to change at any time. 12023 NFL SUNDAY TICKET
OFFER: Offer ends 1/7/24. 2023 NFL SUNDAY TICKET is available to new NFL SUNDAY TICKET Hospitality and Institutions properties for $99. Other conditions apply. Subscription will automatically renew each season at the then-prevailing rate unless
customer calls 1.888.388.4249 to cancel prior to start of season. Subscription cannot be canceled (in part or in whole) after the start of the season and subscription fees cannot be refunded. Commercial locations require an appropriate
licensee agreement. Offer excludes mobile home parks, universities, barracks, and senior living facilities. NFL, the NFL Shield design and the NFL SUNDAY TICKET name and logo are registered trademarks of the NFL and its affiliates. t1B0® AND CINEMAX®
PACKAGE OFFER FOR NEW HBO AND CINEMAX CUSTOMERS: Offer ends 12/31/23. Only available to new customers that have not received or subscribed to DIRECTV for 12 months prior to activation. Monthly rate s (§2.25/room/mo.) and requires a 3- or 5-year
programming agreement. Customer must also subscribe to SELECT™ ($6.50/room/mo.) or above (with DRE or COM). University accounts excluded. HBO® AND CINEMAX® PACKAGE OFFER FOR RENEWING HBO AND CINEMAX CUSTOMERS: Available to
existing DIRECTV subscribers with a 3- or 5-year programming agreement. Monthly charge is ($2.75/room/mo.). University accounts excluded. HBO AND CINEMAX PACKAGE: Monthly charge is (§2.75/room/mo.). IN THE EVENT YOU FAIL TO MAINTAIN YOUR
PROGRAMMING AGREEMENT, YOU AGREE THAT DIRECTV MAY CHARGE YOU AN EARLY CANCELLATION FEE. CANCELLATION FEES ARE BASED ON PROGRAMMING PACKAGE SELECTION AND COMMITMENT PERIOD. In certain markets, programming/
pricing may vary. Offers void where prohibited or restricted. Hardware and programming available separately. Taxes not included. DIRECTV programming, hardware, pricing, terms and conditions subject to change at any time. ©2023 Home Box Office Inc. Al rights
reserved. HBO* and related channels and service marks are the property of Home Box Office, Inc. "SHOWTIME OFFER: Subject to change and may be discontinued at any time. The SHOWTIME programming offer (§0.99/room/mo.) is available only as a 2nd
Premium add-on. Offer available to qualifying new o existing Hospitality accounts with a 3- or 5-year programming agreement and must not have received SHOWTIME programming from DIRECTV or any other distributor at a greater retail value (i.e. $1.99 or more)

from DIRECTV or any other distributor during the 24 months preceding the date of activation of the SHOWTIME Package. Customer must also subscribe to FAMILY"™ (§3.50 room/mo.) or above (with DRE or COM). After the applicable promotional period (3- or 5-years)
ends, then-prevailing rate for SHOWTIME applies unless canceled or changed by customer calling 1.888.388.4249 prior to end of the promotional period. Offer may not be combined with any other SHOWTIME offer. SHOWTIME and related marks are trademarks of

Showtime Networks Inc., a Paramount Company. ©2023 DIRECTV. DIRECTV and all other DIRECTV marks are trademarks of DIRECTV, LLC. All other marks are the property of their respective owners.
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CHASE

Payment processing that's simple, secure and
trusted by over 10,000 AAHOA Members

We've been AAHOA's preferred partner for more than 25 years. As the number-one merchant acquirer in the U.S./
processing $2.15 trillion globally? and backed by financial powerhouse JPMorgan Chase (named World's Best Bank 2020),

our strategic payments experts, solutions engineers and fraud specialists are here to help you.

With Chase you'll benefit from: e
- A dedicated lodging team % AAAOA
+ Preferred group rates CLUB BLUE

i INDUSTRY PARTHRER F
{ i

+ 24/7/365 customer support STER

+ In-person, online and on-the-go payment options

Call 1-800-727-1872 or email
Team_AAHOA@chase.com today to learn more.

"Nilson ranking March 2023
2JPMorgan Chase Q4 2022 Earnings Presentation

SEuromoney, September 2020
Businesses are required to complete an application and agree to terms and conditions at the time of enrollment. All businesses are subject to credit approval. Merchant services are provided by

Paymentech, LLC (“Chase”), a subsidiary of JPMorgan Chase Bank, N.A. ©2023 JPMorgan Chase & Co. All rights reserved.
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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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[ Things

{0 KNow apuaatos

leaders will convene on The Hill in

\ 2023 FALL NATIONAL ADVOCACY CONFERENCE
EXPERIENCE FOUR REGIONAL The AAHOA 2023 Fall National Advocacy Conference
EVENTS IN FOUR CITIES is taking place this month. This industry affects every
This month, don't miss out on the chance to be a part single congressional district and every state in the
of the AAHOA Regional Conferences & Trade Shows. nation, so it’s imperative AAHOA has a seat at the table
You'll experience top-tier education and much more in o key issues facing hospitality. The %
Houston, TX; Columbia, SC; Cherry Hill, NJ; and Detroit, federal advocacy efforts in the past * k
MI. Mark your calendar and join us for an October filled yearhave put a focus on developing . A .
with regional experiences you won't want relationships with elected officials
to miss. AAHOA.com/Regionals AMBOA and AAHOA Members directly. AAHOA /ﬂ\

; JI nr.|.5|l|,: Washington, October 24-25, to do AIOA
{ FHENLE . N
4 1;:5: ;J‘-n-;-s just that and advocate on behalfof = = = & = AL
? America's hotel owners. ADVOCACY CONFERENCE
SWING INTO ACTION AT THE
SOUTHEAST TEXAS CHARITY GOLF ADVOCATING FOR FAIR FRANCHISING: DISCUSSING
TOURNAMENT THE DRIVE BEHIND NEW JERSEY ASSEMBLY BILL 1958
Join AAHOA Southeast Texas Regional AAHOA Chairman Bharat Patel and President & CEO Laura Lee Blake sat down
Director Ailesh Mulji and local Ambassadors for an in-depth discussion on the association’s fair franchising advocacy
at the Tour 18 Golf Course in Humble, TX, work, with a specific focus on New Jersey Assembly

where they have replicas of some of the
greatest 18 PGA Tour holes. When you join
AAHOA at the Southeast Texas Charity Golf
Tournament, you’ll have the opportunity to
walk'in‘the footsteps of professional golf-
ers, network with fellow hoteliers, and raise
money for local charities. Register today:
AAHOA.com/Golf

Bill 1958. From testifying in front of the New Jersey
Assembly Judiciary Committee in Trenton, NJ, to pro=
posing amendments to this legislation, AAHOA’s dedi-
cation to fair franchising has taken center stage. Want
more information on why AAHOA supports NJ AB1958
and the association's next steps? Scan the QR code and
watch the interview.

REGISTRATION IS NOW OPEN: HEROWNERSHIP CONFERENCE & RETREAT
Join us for a transformative journey at the AAHOA 2023 HerOwnership
Conference & Retreat, November 2-3, at the Beeman Hotel in Dallas,
TX! The second annual HerOwnership Conference & Retreat is a
celebration of the incredible achievements of women in the

hospitality industry. It's a gathering of trailblazers, innovators, / \
and leaders who have paved the way for success and want to |
share their experiences with YOU. Register now: OWNERSHIP

AAHOA.com/Conference | LT j
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LETTER FROM THE CHAIRMAN

BHARAT PATEL, CHO, CHIA
AAHOA CHAIRMAN (2023-2024)

Uniting for impact:
your involvement matters

AA

We're

cultivating
alliances,
fostering
connections, and
strengthening our
resolve so, when
challenges arise,
we're fortified by
a network that
amplifies our
influence.”

T’S MY PRIVILEGE TO SHARE WITH YOU THE REMARKABLE PROGRESS WE’VE MADE
in shaping our future and championing our shared interests.
Our commitment to AAHOA’s federal, state, and local priorities, especially the
crusade for fair franchising, continues to be the cornerstone of our advocacy efforts.
Together, we're driving transformative change, while ensuring fairness, transparency, and
prosperity for all members. The strides we’ve taken resonate far beyond our industry,
showcasing the power of unity and determination.

I’m also elated to highlight the strong bonds we’ve nurtured with India, as exemplified
by the distinguished visit from Prime Minister Modi. This momentous occasion not only
underscores our global reach but also solidifies our role as leaders, bridging cultures and
fostering connections that enrich our collective journey.

Looking ahead, our Fall National Advocacy Conference (FNAC) beckons. This pivotal event
offers a unique platform for our leaders to converge in the heart of Washington, D.C., to
engage directly with lawmakers, shape policies, and amplify our voices. It’s an opportunity
to be at the forefront of change - a chance to advocate for ourindustry with a united front.

| want to emphasize the paramount importance of our AAHOA PAC donations. Your
contributions fuel our advocacy engine, empowering us to make a resounding impact
on policy decisions that shape our industry’s future. Your support ensures we aren’t just
passive observers but active architects of change.

As the saying goes, “You’re either at the table or on the menu,” and the truth in this
adage resonates deeply in our pursuit. The time to build relationships is not when we
need something - it’s when we don’t. We’re cultivating alliances, fostering connections,
and strengthening our resolve so, when challenges arise, we’re fortified by a network that
amplifies our influence.

I implore every one of you to be an integral part of our advocacy journey. Whether
you’re a seasoned advocate or a newcomer, your involvement matters. Engage with us,
contribute your insights, and be a driving force that shapes the trajectory of our industry.

In closing, | extend my heartfelt gratitude to each member of our esteemed association.
Your dedication, passion, and unwavering support are the driving forces that propel us
forward. Together, let us continue to make history by advocating for a brighter future and
forging a legacy that will endure for generations to come. |
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LETTER FROM THE PRESIDENT & CEO

LAURA LEE BLAKE, ESQ.
AAHOA PRESIDENT & CEO

AA

As we continue
to navigate the
intricate tapestry
of advocacy,

| urge every
AAHOA Member
to actively
engage with

our initiatives,
lend your
perspectives, and
join us in making
a lasting impact.”

. truth.

@ 2-MINUTE READING TIME

The fight for franchisees

ARGE HOTEL FRANCHISORS AND
their lobbying association, what we'll
refer to as "Big Lodging," are falsely
claiming that a groundbreaking bill in
New Jersey known as Assembly Bill
1958 (NJ franchise bill/legislation) will weaken
brand standards, restrict loyalty programs, trig-
ger costly litigation, and undermine crucial ven-
dor partnerships.

Specifically, in recent weeks, opponents (Big

. Lodging) of the NJ franchise legislation have pub-
. lished a September LODGING magazine article

and social media postings that contain miscon-
strued statements and false narratives to prop
up their claims that problems exist with the NJ
franchise bill.

Their claims could not be further from the

Indeed, hotel franchising business will be

: strengthened by the reforms in this NJ franchise

legislation, as explained in a detailed article on
page 12 of this issue.

THE SUSTAINABILITY OF FRANCHISING
The truthis corporate hotel franchisors and their

i allies are opposed because this legislation would
create greater fairness and transparency for the

hotel owner franchisees who are running the
day-to-day operations.

Atatime when the corporate franchisors’ total
revenues have been increasing by hundreds of
millions of dollars on an annual basis, while
many hotel-owner franchisees are struggling

. with greatly diminished yearly returns, itis time
. toask pointed questions about the grossly unfair

policies and practices beingimplemented by the
franchisors.

If this trend continues, the sustainability of
franchising is at risk in the hotel industry.

THE CHANGING TIDES

: Speaking with our AAHOA Members across the
i country, there is a much greater interest than |

have ever before seenin converting their flagged
hotels to independent ones.

Thisis largely because of the ease of using OTAs
to supply the guest reservations. However, this
change would also provide true freedom from

10 |OCTOBER 2023 | TODAYSHOTELIER.COM

paying greatly marked-up prices on products,
only so the vendors can then kick back tens of
millions of dollarsin undisclosed fees to the fran-
chisors. It would mean freedom from the fran-
chisors selling $1 billion in guest loyalty points
to Amex and other banks (as happened during
COVID) but leaving franchisees holding the bag
because they are not reasonably compensated
when guests redeem the loyalty points for a free
night stay. This would also mean freedom from
arbitrary and undisclosed fees on items that do
not improve guest experiences or the value of
the brand.

These high concerns of unfairness and lack
of transparency are being noticed at the top
levels.

This is why the NJ franchise bill continues
to move forward - because elected officials
are hearing the truth about the adverse fran-
chise practices being forced onto hoteliers. The
Federal Trade Commission has been seeking
information on how to restructure the Franchise
Rule and propose new merger guidelines. A
recent North Dakota arbitration ruling was
levied against Choice Hotels for breaching its
franchise agreement by falsely promising it was
obtaining volume discounts on vendor products
when it never once asked for such discounts,
and by using marketing funds to pay key money
for the expansion of the franchise, instead of
benefitting the franchisees who paid marketing
fees for marketing purposes.

Thus, rather than falsely asserting that there
are “problems” with the NJ franchise bill, we call
on our opponents, Big Lodging, to come to the
table and collaborate on ways to strengthen the
franchise system with fair terms and increased
disclosures.

MAKING A LASTING IMPACT
As we continue to navigate the intricate tapes-
try of advocacy, | urge every AAHOA Member to
actively engage with our initiatives, lend your
perspectives, and join us in making a lasting
impact.

Together, we are an unwavering force that
drives change and shapes the future of our indus-
try. And truth must guide the way. |
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THE ADVANCED
ENTERTAINMENT PLATFORM

| YOUR YOUR CUSTOMIZED WELDQME MESSAGE
I LOGO SET THE TONE FOR YOUR GUEST'S STAY

pin=~ ‘ niRss

CHANNEL GUIDE i O DEMAND P

| NETFLIX RHALLII

ENJOY FREE

Example Home Screen pictured for illustrative purposes only. Netflix subscription/login required. Set-top box and custom antimicrobial remote.

The Advanced Entertainment Platform’ (AEP) combines DIRECTV® linear satellite and broadband
over-the-top content for an enhanced entertainment experience for your guests, residents or patients.

Live TV On Demand content from over Add your own
LIVE LS Easrie, el e TS ] > | 45 programmers plus App-based I promotional channels

— hit shows and more content from SHOWTIME; Hallmark, and share information with your
Saltbox TV and more at customers with local and over-the-air
no additional cost content insertion features

Customizable Home Screen =) Remotely manageable | e |8 Customiz_able Prgperty
| includes a logo, welcome _) No PMS integration required —o Information App included
~~  message, background image I EAICIEx!Ta cost
and more

Offer ends 12/31/23. New or renewing approved H&I customers only. 5-year programming agreement req'd. Credit card required (except MA & PA). Early Cancellation Fee may apply.

Scan or call Alvi Satellites 1.855.999.8115 to learn more

°ADVANCED ENTERTAINMENT PLATFORM (AEP): Professional install. req'd. Req's one receiver per TV, each sold separately. Add'l monthly fee of $1.99 per room per month applies. Each TV must have available HDMI port. Req'd programming:
ENTERTAINMENT or above. 4K programming w/AEP req's compatible TV and ENTERTAINMENT, XTRA or ULTIMATE." Req's broadband intemet access w/ recommended speed of 25Mbps per 100 receivers. Intemet access not included. Compatibility:
COM2000 w/ COM51 card or COM3000. Other system limits and requirements may apply. ADVANCED ENTERTAINMENT PLATFORM (AEP) OFFER: Offer ends 12/31/23. Offer is available to new or renewing Hospitality and Institutions customers with a
5-year programming agreement. Customers subject to a current programming agreement may terminate such agreement without penalties if customer agrees to a new 5-year programming agreement with this offer. Offer is eligible for one (1) HD COM
System (includes 23 channels) per property & one (1) AEP set top box per room at no additional cost, OR one (1) HD COM System (includes 23 channels) with NTSC-16 per property & one (1) AEP set top box per room at no additional cost. Properties must
subscribe to ENTERTAINMENT ($9.25/room/mo.) or above. ENTERTAINMENT promotional bundle price includes ENTERTAINMENT (§7.50/room/mo.), local channels (§1.10/room/mo.) and technology fee (50.65/room/mo.). Bundled rate will be listed as two
separate line items on customer bill. Additional charge of $1.99/room/mo. in all units for AEP. 50-room minimum is req'd per property. To access DIRECTV HD programming, HD equipment req'd. IN THE EVENT YOU FAIL TO MAINTAIN YOUR

SUBSCRIPTION TO THE REQUIRED PROGRAMMING PACKAGES YOU AGREE TO PAY AN EARLY CANCELLATION FEE EQUAL TO $15,000 PRORATED BY THE NUMBER OF MONTHS YOU PAID FOR THE REQUIRED PROGRAMMING PACKAGES
DURING THE COMMITMENT PERIOD. Payment is due within thirty (30) days of receipt of a notice of failure to complete the commitment period. INSTALLATION: Custom installation charges apply, and installation fee is based on property
size. Applicable use tax adjustment may apply on retail value of installation. Availability of DIRECTV service may vary by location. In certain markets, programming/pricing may vary. Make and model of system at DIRECTV's sole discretion. Offers void where
prohibited or restricted. Hardware and programming available separately. Receipt of DIRECTV programming subject to terms of the DIRECTV Terms of Service for Hospitality Establishments and the DIRECTV Terms of Service for Institutions; copy provided with
new customer information packet. Taxes not included. DIRECTV programming, hardware, pricing, terms and conditions subject to change at any time. SHOWTIME and related marks are trademarks of Showtime Networks Inc., a Paramount Company.
Individual programs, devices and marks are the property of their respective owners. All Rights Reserved. ©2023 DIRECTV, LLC. DIRECTV is a trademark of DIRECTV, LLC. All other marks are the property of their respective owners.
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THE C-SUITE

Getting the Facts
Right About New Jersey’s

Fair Franchisip

Watch: 4 Pillars
of Franchise
Advocacy

Watch the Four Pillars of Franchise
Advocacy video, where AAHOA Chairman
Bharat Patel explains how each pillar
guides our advocacy work toward fair-
ness in franchising. These four Pillars of
Franchise Advocacy represent the pri-
mary issues for which AAHOA advocates
on behalf of its member Franchisees.

OF FRANCHISE
ADVOCACY
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ORGENERATIONS, THEFRAN-
chising model has helped
thousands of AAHOA hote-
lier members achieve the
American Dream of running
their own business.

Franchisees get the chance to run
their hotel businesses with the financial
resources and recognizable brand name
of afranchisor. But, for too long, corporate
franchisors have taken advantage of the
hardworking people on the front lines of
their businesses.

That is why AAHOA is at the forefront of
advocating for legislation in New Jersey,
Assembly Bill 1958, that will ensure greater
fairness in the franchising system for our
hotel owner members. The New Jersey
Assembly passed the bill in May handily by
41-28-2. It now awaits action by the New
Jersey Senate before it can become law.

This legislation is in line with our Four
CorePillars of Franchise Advocacy to reform
rulesinvolving mandated vendors, rebates,
loyalty programs, and new fees. But, the
groundbreaking nature of this bill is why
allies of corporate franchisors, and their
lobbying association - or what we refer to
as “BigLodging” - are spreading disinforma-
tion to uphold a one-sided and frequently
rigged system.

Contrary to the four “problems” identi-
fied by Big Lodging in a recent September
LODGING magazine article, we want to set
the record straight with the facts about
exactly what this NJ franchise bill will
accomplish.

by LAURA LEE BLAKE, ESQ.

FAGT #I:

NJ FRANCHISE BILL WILL NOT
WEAKEN BRAND STANDARDS.

IT WILL ALLOW COMPETITIVE
PRICING, BUT A FRANCHISOR
WILL HAVE DISAPPROVAL RIGHTS
FOR NEW SUPPLIERS.

Big Lodging is falsely asserting that the
NJ franchise bill will weaken brand stan-
dards. But significantly, in their published
articles, they have failed to cite to a specific
provision of the NJ franchise bill that will
weaken brand standards. And for good
reason: There are none.

While the original 2021 franchise bill
had provisions that might indirectly have
impacted standards, what Big Lodging
failed to disclose is that last year the
AAHOA Board of Directors voted unani-
mously to recommend amendments to
the NJ franchise bill to eliminate provisions
impacting brand standards. AAHOA lead-
ers then worked closely with the NJ fran-
chise bill’s sponsor, NJ Assemblyman Raj
Mukherji, to make and adopt widespread
amendments regarding same.

The amended NJ franchise bill specifi-
cally provides in A1958, section 2(b), that
to promote competitive pricing, a hotel
owner will be allowed to purchase goods
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of “comparable quality” that are available
from sources other than those designated
by the franchisor. Moreover, it still provides
“a reasonable right of the franchisor to
disapprove a supplier.” (See, NJ bill sec-
tion 2(b).)

Consequently, no brand standards will
be weakened or impacted. In fact, hotel
owners will be able to obtain competitive
pricing on products and services with cor-
responding savings that can be used to
increase employees’ wages and decrease
room rates.

The claims pushed by Big Lodging and
others that these changes would prevent
franchisors from requiring compliance
with brand standards are false. The truth
is transparency will only strengthen brand
integrity.

FAGT #2:

NJ BILL WILL NOT RESTRICT
LOYALTY POINTS. RATHER,
FRANCHISORS WILL BE REQUIRED
TO FAIRLY COMPENSATE
FRANCHISEES WHEN POINTS ARE
SOLD AND REDEEMED.

Big Lodging falsely claims that the New
Jersey bill ultimately will eliminate loyalty-
point programsin the state. Nothing could
be further from the truth. Again, they failed
to cite any specific provision of the NJ fran-
chise bill that will restrict loyalty points
because none exist.

Instead, the NJ franchise bill will require
franchisors to compensate franchisees for
the sale of loyalty points at either the low-
est publicly advertised room rate or value
of points sold when a guest redeems these
points. It also will prevent franchisors from
imposing fees on hotel owners for failing
to enroll a minimum number of guests
in a loyalty program. The truth is loyalty
point programs will only be subject to rules
ensure hotel owners are fairly compen-
sated. (See, NJ bill sections 2(f), (g).)

Given there are no restrictions what-
soever on the loyalty points themselves
or the guests who want to use them,
any assertions otherwise are false and

misleading. continued on page 48

@ 6-MINUTE READING TIME

AAEOA.

ASIAN AMERICAN HOTEL OWNERS ASSOCIATION

Debunking
New Jersey Legislation

The following outlines and counters popular misconceptions*
regarding the provisions found in New Jersey Bill A1958.

PROBLEM 1

Weakening brand standards
(No bill section cited in support of false problem)

N3J franchise bill will not weaken brand standards;

TRUTH it will allow competitive pricing, but a franchisor

will have disapproval rights for new suppliers
(See NJ bill section 2(b))

PROBLEM 2

Restricting loyalty points
(No bill section cited in support of false problem)

N3J bill will not restrict loyalty points; rather,
TRUTH franchisors will be required to fairly compensate

franchisees when points are sold and redeemed
(See NJ bill section 2(f), (9))

PROBLEM 3

Triggering costly litigation
(No bill section cited in support of false problem)

Costly litigation will not arise unless a franchisor

fails or refuses to comply with the new law
(See entirety of NJ bill)

PROBLEM 4

Undermining crucial vendor partnerships
(No bill section cited in support of false problem)

N3J bill will not undermine vendor relationships;
instead, it will require all vendor fees and

kickbacks to be fully disclosed
(See NJ bill section 2(a))

*Reference: LODGING Magazine, September 2023,
“The Fight for Franchising”

TODAYSHOTELIFR.COM | OCTOBER 2023 | 13


http://TODAYSHOTELIER.COM

Examining AAHOA's current
advocacy priorities, including
access to capital, labor
shortage, swipe fees, and more

by NICK FORTUNA

ITHAPRESIDENTIAL EL

to Neal A. Patel, managing partner of the
Washington-based lobbying firm Patel
Partners.

State and federal advocacy have been
atop priority for AAHOA Chairman Bharat
Patel and Laura Lee Blake, the associa-
tion’s president and CEO. From hosting
Capitol Hill fly-ins each spring and fall,
to having members of Congress attend
AAHOA regional meetings and town halls,
to hosting back-of-the-house tours with

elected officials, AAHOA is utilizing its
strongest asset - its membership - to
advocate for itself, Neal Patel said

“Our industry affects every si
gressional district and every
nation, soit’simperative AA
atthetable on keyissue
try,” said Patel, AAHO

cacy efforts have foct
relationships with e


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

connecting them with members, Patel
said. The struggles and powerful success
tories of members are the hospitality
stry’s most effective marketing tool,
with its proven record of creating
bs, bringing in tourism dollars, and bol-
i al economies.

A Members share their per-
ss stories, they give the
d a name. In time, the
embers form with elected

officials can have a real impact on the
entire industry.

LIMITS AND LABOR

siness Administration
ws many hoteliers to

@ 7.5-MINUTE READING TIME

enter the industry, and AAHOA wa
to continue serving that function. Th
why AAHOA is advocating for an increa
in the maximum loan amount for the SB
rogram, Patel said.

amount for an SBA 7(a)
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On the

Among the legislative pro-
posals AAHOA is tracking is the
National Human Trafficking Hotline
Enhancement Act, H.R. 2601, spon-
sored by Reps. Laurel M. Lee (R-Fla.)
and Kathy Castor (D-Fla.).

The bill would require entities
contract with the National Human
Trafficking Hotline to cooperate with
state and local law enforcement when
receiving tips through the hotline.

AAHOA has endorsed the bill as part
of its broader effort against human
trafficking. AAHOA Members rou-
tinely coordinate with law enforce-
ment agencies and social services to
ensure hotels and motels are safe for
everyone.

Lee said the hotline has provided
more than 15,000 tips to law enforce-
ment since its inception in 2007, and
until recently, its operator, Polaris,
had cooperated with law enforce-
ment to fight human trafficking. But,
in a recent policy change, Polaris
decided not to communicate tips to
law enforcement officials unless vic-
tims self-report.

“For the hotline to operate effec-
tively, there cannot be a divide
between their efforts and those
of law enforcement,” Lee said in a
statement.

In April, Lee said 36 state attorneys
general had contacted House and
Senate leadership to express outrage
that the hotline wasn’t automatically
sharing tips with law enforcement.
Her bill would amend a section of the
Trafficking Victims Protection Act of
2000 to address the issue.
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AA

When AAHOA Members
share their personal
and business stories,
they give the industry
aface and a name. In
time, the relationships
members form with
elected officials can
have a real impact on
the entire industry.”

AAHOA is asking for the maximum loan
amount to reflect today’s market rates, so
it’s advocating for loans to be capped at
closer to $10 million or $15 million, Patel
said.

The persistent labor shortage is another
key advocacy issue forthe association. Asthe
effects of the pandemic subside, theindustry
continues to face a shortfall of more than
a million workers, Patel said. In response,
AAHOA is taking a multipronged approach.

AAHOA has come out in support of
the Essential Workers for Economic
Advancement Act, H.R. 3734, sponsored
by Rep. Lloyd Smucker (R-PA). The bill aims
to fill jobs through a new classification of

ALEX SG/SHUTTERSTOCK.COM

visa -the H-2C nonimmigrant visa program
for seasonal workers, Patel said.

“AAHOA engaged early with
Representative Smucker’s office and made
the legislation a hallmark of our advocacy
efforts earlier this year, and the bill gained
enough support to be introduced in a
bipartisan manner,” Patel said.

The legislation, also supported by Rep.
Henry Cuellar (D-TX), creates a pathway for
workers to come to the United States on
three-year visas that could subsequently
be renewed for an additional six years.

The program s intended for small busi-
nesses in industries with comparatively
low sales per employee, and it would be
available for nonagricultural jobs with
lower education thresholds that have been
unfilled for extended periods of time.

In June, the National Restaurant
Association (NRA) called for passage of the
bill, saying 79% of restaurant operators cur-
rently have job openings that are hard tofill.

The special visasinitially would be made
available to only 65,000 new workers, and
after the first year, the number of workers
would range from 45,000 to 85,000 annually,
depending on market need.

According to the NRA, almost 40% of
restaurant operators cite recruiting and
retaining workers as their top challenge,
a sentiment many hotel operators would
echo. While endorsing the bill in July,
AAHOA noted employment in the leisure
and hospitality industry remained below
its February 2020 level by 369,000 jobs,
according to federal data. Meanwhile,
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there were more than 100,000 job vacan-
cies posted on Indeed.

The bill hasn’t made it out of committee
yet. The Biden administration already had
expanded the temporary nonagricultural
worker H-2B visa program to include an
additional 64,000 workers in fiscal-year
2023. That’s in addition to the 66,000 H-2B
visas that are normally available each year.

Even with the proposed H-2C visas, the
total number of available visas wouldn’t
do much to address the national dearth
of workers.

AAHOA also is taking a more active role
in the Critical Labor Coalition, formed to
find solutions to the labor shortage. The
group includes trade associations, nonprof-
its, corporations, and individual business
owners, and it advocates for policy changes
toremovethe barriers keeping many people
from working.

In July, Patel represented AAHOA as the
Critical Labor Coalition provided Capitol
Hill staffers with an update on the worker
shortage and its effects on small busi-
nesses. During his presentation, Patel
urged passage of the Essential Workers
for Economic Advancement Act.

FIGHTING FOR FAIR FEES
AAHOA is advocating on a host of issues,
including fair franchising, online travel
agencies, protecting 1031 exchanges,
increasing per-diem rates, and combatting
human trafficking. This yearin Washington,
AAHOA has sought out like-minded groups
to amplify its voice, Patel said.

Asan example, Patel pointed to AAHOA’s
decision in July to join the Merchants
Payments Coalition (MPC), which is dedi-
cated to combatting excessive swipe fees
from credit and debit cards. At the average
swipe-fee rate of 2.24%, hotel operators
inthe U.S. would lose approximately $3.1
billion in annual revenue if every hotel
room were paid for by card.

Credit- and debit-card swipe fees
have more than doubled during the past
decadeto arecord $160.7 billion last year,
according to the MPC. The fees are most
merchants’ highest operating cost after
labor, and they drive up prices by more
than $1,000 a year for the average family,
the coalition said.

“AAHOA Members know the impact of
these rising fees on their businesses and
their customers, and we’re glad to have
them by our side,” said Doug Kantor, a
member of the MPC’s executive commit-
tee and general counsel for the National
Association of Convenience Stores.

“Along with our existing member
associations, adding hotels helps show
Congress the wide range of industries that
are affected by swipe fees and the need
to take action to bring competition to the
broken swipe-fee market,” Kantor added.

AVISIT FROMAVIP

AAHOA strives to build relationships
with elected officials in Washington, and
a special moment came in June, when
the White House welcomed Indian Prime
Minister Narendra Modi for a four-day

state visit. AAHOA’s leadership was
invited by the White House to attend the
welcoming ceremony on the White House
lawn, Patel said.

Later in the day, AAHOA’s leadership
was at Capitol Hill to hear Modi’s address
to a joint meeting of Congress. Patel
pointed out that in May, Chairman Patel
and President & CEO Blake had written
letters to congressional leaders on behalf
of AAHOA, encouraging them to extend
Modi an invitation.

“And they listened,” Neal Patel said.
“AAHOA’s presence is being felt in
Washington and at home.” |
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y
ALLNCY
Groups
that invest
heavily in
advocacy
often

get their
money’s
worth

by PETER SOHN
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N WASHINGTON, REPRESENTING
big business is a huge business in
and of itself.

Last year, the top 10 spenders on
federal lobbying paid out $326.6
million to influence lawmakers on

Capitol Hill, according to an analysis by Roll
Call. That total represented an increase of
17% from 2021, which is no surprise given
that 2022 was a midterm election year.
The National Association of Realtors
spent $81.5 million on lobbying in 2022,
almost twice as much as in 2021, to wrest
the top spot from the U.S. Chamber of
Commerce, which spent $79.4 million.

Rounding out the top 10 were business
interests representing some of the coun-
try’s biggest industries: PARMA ($28.3 mil-
lion), the American Hospital Association
($22.1 million), American Medical
Association ($20.5 million), Business
Roundtable ($20.4 million), American
Chemistry Council ($19.8 million), Amazon
($19.7 million), Meta Platforms ($19.2 mil-
lion), and AARP ($15.9 million).
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Washington-based lobbyist Andrew
Schwab, who has extensive experience in
health care, said it’s no wonder health-care
organizations consistently rank among the
top spenders. Total health-care expendi-
tures grew 2.7% to $4.3 trillionin 2021 and
accounted for 18.3% of U.S. gross domes-
tic product, according to the Centers for
Medicare & Medicaid Services.

DEEP IMPACT

With so much money at stake every year,
even relatively small policy changes can
have a major impact on entire industries
over time. As the nation’s largest health-
care payer, the federal government is a
“vital customer” for most companies
involved in providing health care, so it’s
“critical that those businesses share their
views about how policy is developed and
implemented,” Schwab said.

“If you’re an industry facing any form
ofi government regulation, advocat-
ing your views to policymakers and
regulators is critical,” said Schwab, who
recently launched a Washington consult-
ing firm. Prior to that, he established the

government-affairs office at Oak Street
Health, a publicly traded network of pri-
mary-care health centers that was recently
purchased by CVS Health.

Schwab said that while small-business
owners like hoteliers might find it daunting
to advocate for policyissues, it’s “quintes-
sentially American” to petition the govern-
ment for a redress of grievances, as stated
in the First Amendment. Besides, elected
officials and regulators want to hear from
the people who employ their constituents
and drive local economies, Schwab said.

“Most public servants welcome the
opportunity to learn about the intricate
services, business operations, and com-
munity benefits various sectors provide
so they can make the most-informed deci-
sions possible when determining policy,”
Schwab said. “It’s incumbent upon those
who operate those businesses to share
their views with policymakers.”

NOTCHING VICTORIES
The AARP serves as a prime example of
what an association with an engaged

@8.5-MINUTE READING TIME
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membership can achieve. Backin 2005, the
advocacy group for Americans ages 50 and
older spent a whopping $36.3 million on
lobbying. Why so much in a year without
federal elections?

Thatwas theyear President George
W. Bush outlined a plan to privatize
Social Security, and preserving
safety-net programs like Social
Security and Medicare are

the AARP’s top priority. With
more than 38 million mem-

bers, the association is the
largest nonprofit group in
the country and, as such,
has played a major role
in some memorable
political brawls.

Just last summer,
the AARP celebrated
awinwhen President

JoeBidensigned the

Inflation Reduction

Act, empowering

AA

Medicare to negotiate prices for certain
drugs, capping out-of-pocket costs for
Medicare Part D beneficiaries, and impos-
ing tax penalties on drugmakers that
increase prices beyond the rate of inflation.

The battle over negotiated drug prices
illustrates how opposing sides of a policy
discussion can spend millions of dollars on
lobbying and end up with a draw or a split
decision. The AARP and other patients’
groups wanted Medicare to be able to
negotiate prices on all drugs, beginning
right away, while PhMRA, which represents
branded drugmakers, wanted to prevent
the government from negotiating prices
atall.

In the end, lawmakers reached a com-
promise, and lobbyists on both sides got
paid. The Inflation Reduction Act allows
Medicare to negotiate prices for 10 drugs
beginning in 2026 and up to 140 by 2033.

Would either the AARP or PhMRA have
been better off not spending so much on
lobbying, given that they each got half a

Most public servants welcome

the opportunity to learn about
the intricate services, business
operations, and community
benefits various sectors provide
so they can make the most-
informed decisions possible
when determining policy.”
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loaf? It’s hard to say, butin the high-stakes
world of federal lobbying, unilateral disar-
mament represents an unacceptable risk.

In time, groups such as the AARP have
chalked up many victories. The associa-
tion pushed for President Bush’s 2003 bill
creating Medicare Part D, which added
prescription-drug coverage to Medicare,
and worked with President Barack Obama
to close gaps in Part D coverage.

The AARP also supported passage of the
Affordable Care Act and the Family Medical
Leave Act, the rollout of the National Do
Not Call Registry, authorization of over-
the-counter hearing aids, extending
Medicare coverage to telemedicine, pro-
tecting cost-of-living adjustments to Social
Security benefits and extending workplace
retirement-savings programs to part-time
employees.

PART OF THE PROCESS
Even the most-skilled lobbyists sometimes
fail to deliver for their clients, however,
so Schwab said it’s important for AAHOA
Members to stay engaged with law-
makers. He said hoteliers should
remember an old adage that
remains popular on Capitol Hill:
If you’re not at the table, you’re
on the menu.

“When a critical mass of orga-
nized interest groups comes
together - whether everyday
Americans or industry leaders
led by their trade associations
and in-house advocacy leads
- it really can make a tremen-
dousdifference,” Schwab said.
“Professional, intentional, and
organized advocacy is impor-

tant in any sector when it
comes to what government
policies end up looking like
when passed.
- “If you have a stake in that
fight, you’re going to want
your voice heard,” he added.
Each year in Washington,
lobbyists win and lose major
| political battles on behalf of
their clients. Here are three
important examples:

COMG/SHUTTERSTOCK.COM
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CONSUMER

PRIVACY
of personal data on millions of American
Reuters made big news consumers.

CORPORATE
POLITICAL
DISCLOSURE

in 2021 when it reported In Virginia, for example, the company

In 2013, the Securities and Amazon had killed or increased its political donations tenfold
Exchange Commission removed undermined privacy pro- during afour-year period before convincing

an item from its regulatory tectionsin morethanthree legislators to pass an industry-friendly pri-

agenda that would have required dozen bills across 25 states during the vacy billin 2021 that Amazon itself drafted,
businesses to disclose their political span of several years. The e-commerce according to Reuters, which reviewed the
donations to shareholders. behemoth has amassed a valuable trove company’s internal communications. W

Koch Industries, the Chamber of
Commerce, the Construction Industry
Round Table, and other business interests

lobbied the SEC to scrap the rule, winning H#1 MOb"e Payment PrOVider
out over government watchdog groups, for Vending and Laund ry

academics, investors, and other groups
favoring transparency.

Eliminate
Quarters
_ with PayRange!

negotiating a tax-reform bill No one likes quarters, from the guest to the

that would become President f desk leader i bil
Donald Trump’s signature legislative ront des .PayRonge, dleader in mobile

achievement. Among the key provisions payments, is trusted by hundreds of hotels
was a reduction in the corporate tax rate

to 21% from 35%, a major victory for
businesses. laundry and vending.

More than 4,600 lobbyists were engaged
on the tax components of the legislation,
according to Public Citizen, a nonprofit
watchdog group.

Just in the three months leading up to
the bill’s passage, the National Association
of Realtors spent $22.2 million on lobbying,
while the Business Roundtable, made up of
CEOs from leading companies, spent $17.3 The PayRange App is Trusted by Over 6 Million Users
million, and the Chamber of Commerce
spent $16.8 million, according to the visa || @9
Associated Press. @& Appstore | P> Google Play AUEEI | DISCOVER

For the realtors, the biggest issue was
making sure homeowners wouldn’t have
to pay capital-gains taxes when selling a
primary residence, and the final bill pre- Order at shop.payrange.com

served that exclusion.

TAX CUTS

for payments on self-serve guest
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by CARTER DAVIS

ACH  YEAR,

AAHOA hon-

ors a select few

who go above

and beyond in

their service to

the hospitality industry. This

year, winners were announced

at the general session of the

2023 AAHOA Convention &

Trade Show in Los Angeles,

CA. The annual AAHOA Awards

Program recognizes the best

of the best, and what follows

isjust a glimpse at what makes

these winners so special as we

explore why they’re so passion-

ate about belonging to AAHOA.

AAHOA is proud to have dedi-

cated and innovative leaders

who light the path for future
generations.

Get to know AAHOA’s
2023 award winners

Mahesh Ratanji

AAHOA Award of Excellence

HOW LONG HAVE YOU BEEN AN AAHOA MEMBER AND
WHY DID YOU JOIN?

I've been an AAHOA member for 10 years. AAHOA is a well established
platform with countless benefits, and it’s a great organization

with a strong representation of hoteliers.

HOW HAS AAHOA MEMBERSHIP SHAPED
YOUR PROFESSIONAL CAREER?

AAHOA membership provides me and my com-
pany with the tools, knowledge, and insight nec-
essary for success in the hospitality industry.
It has allowed me to network with many other
AAHOA Members and learn about the opportuni-
ties and challenges in the industry. AAHOA has
endless connections to financial institutions, ven-
dors, franchises, and more that are invaluable in
the hospitality business sector.

WHAT ADVICE CAN YOU GIVE TO \
HOTELIERS WHO HAVEN’T YET JOINED
AAHOA?

Join AAHOA! Being an AAHOA Member will bring a
wealth of knowledge and broaden your horizons
in hospitality, which only benefits you and
your business.
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@ 6-MINUTE READING TIME

Chandrakant
(Chan) Patel

Cecil B. Day Community
Service Award

HOW LONG HAVE YOU BEEN AN AAHOA MEMBER

AND WHY DID YOU JOIN?

| joined AAHOA in 1989. HP Rama is a friend of mine and | wanted to
support him in promoting this new organization.

b P g s A \¥ ‘a il ¢ B » _J CAN YOU TALK A LITTLE BIT ABOUT YOUR

aarngsd 5&*\ R HISTORY OF COMMUNITY SERVICE?
' = - "B “ i Internationally, I've donated to Cath Labs in India near Surat for heart
catheterization, which has saved many lives. | also sponsor free heart
stress tests for members of our community in the Dallas-Fort Worth
area, and 300 members of our community took advantage of this event.

WHAT ADVICE CAN YOU GIVE TO HOTELIERS

WHO HAVEN’T YET JOINED AAHOA?

Economically, the fee paid to join AAHOA is recovered multiple times
over through the benefits AAHOA offers. And, the more members in
AAHOA, the stronger is its collective voice.

The Metric Hotel

IAHA Independent Hotel
of the Year Award

Answers provided by Sumit Vanmali

HOW WOULD YOU DESCRIBE THE METRIC HOTEL?

The Metricis an affordable luxury boutique hotelin the Downtown
Los Angeles market made for modern travelers. We run on a tech-
driven, limited-staff model that focuses on guest satisfaction by /
providing a clean and consistent guest experience. \

WHAT’S UNIQUE ABOUT THE METRIC HOTEL?

The Metricis a design-focused hotel with a guest experience unlike
a traditional property and guests love that. Check-in is quick and
easy via mobile or kiosk, rooms are spotless, and the casual expe-
rience makes us feel more like a hotel/short-term rental hybrid.

WHAT SPECIFIC CHALLENGES DO INDEPENDENT T H E

PROPERTIES FACE IN TODAY’S MARKET?

Two of the biggest challenges independent properties face today are

competing for direct bookings vs. OTA’s large marketing budgets and incor-

porating a tech stack thatis on par with branded chainsin the marketplace. M E T R I c
Thisis especially true for revenue/yield management-related software, which

is critical in today’s dynamically priced room distribution model.
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Harold Daniels
Outreach Award for Philanthropy

HOW LONG HAVE YOU BEEN AN AAHOA MEMBER AND WHY
DID YOU JOIN?

I’ve been an AAHOA Member for many years, and | joined because they
keep the hotels going and help hotels.

CAN YOU TALKALITTLE BITABOUT YOUR PHILANTHROPIC
EFFORTS AND WHY YOU FEEL IT’S SUCH AN IMPORTANT
UNDERTAKING?

I have been living the dream for more than 40 years. I love helping those
in need and have been doing this from the time | was 10 years old. There
is a need to help those who need help.

WHAT ADVICE CAN YOU GIVE TO HOTELIERS WHO HAVEN’T
YET JOINED AAHOA?

Hoteliers must join to support AAHOA because numbers have power.
Today, with cities, counties, and state governments stepping on hotels’
rights, someone has to be a watchdog, and there is strength in numbers.

Nimisha Patel
Outstanding Woman
Hotelier of the Year Award

HOW LONG HAVE YOU BEEN AN AAHOA MEMBER

AND WHY DID YOU JOIN?

I've been with AAHOA, as a member, since 2004. | joined because it
was an organization in our industry to be a part of for connections,
information, and knowledge.

HOW HAVE YOU SEEN AAHOA WORKING TO HELP EVEN
THE PLAYING FIELD REGARDING WOMEN

IN THE INDUSTRY?

While a member, | had the opportunity to take a leadership role as a
Director. In doing so, | saw the initiatives the organization was taking
to level the playing field for all women and men. During my time, |
was able to get many women more involved in pertinent issues that
affect our lives personally and professionally. AAHOA has always
supported that.

HOW HAS AAHOA MEMBERSHIP SHAPED YOUR
PROFESSIONAL CAREER?

The continued growth | see in AAHOA is a reason why all members
of the hospitality industry should join. It is a great network of
professionals and knowledge that give you support.
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Rickesh (Ricky) Patel

Outstanding Young Professional
Hotelier of the Year Award

HOW LONG HAVE YOU BEEN AN AAHOA MEMBER AND WHY DID YOU JOIN?
I’ve been an AAHOA member since 2017 and joined after attending AAHOA events with my
father. | was shocked to learn that AAHOA was so large, which led me to become a lifetime
member in 2019.

HOW HAS AAHOA MEMBERSHIP SHAPED YOUR

PROFESSIONAL CAREER THUS FAR?

AAHOA has been very beneficial for my professional career. AAHOA events such as con-
ventions, Town Halls, webinars, and regionals provided me with resources, vendors, and
contacts that accelerated my hotel career further. | was also able to utilize the education
AAHOA offers by taking their CHO and CHIA courses.

WHAT ADVICE CAN YOU GIVE TO HOTELIERS

WHO HAVEN’T YET JOINED AAHOA?

Joining AAHOA provides hoteliers with an abundance of resources, advocacy, and education.
Theresources and connections AAHOA brings to their members is unmatched. | encourage
all hoteliers to be a part of AAHOA and to get involved.

Danny Gaekwad

Political Forum Award for Advocacy

HOW LONG HAVE YOU BEEN AN AAHOA MEMBER

AND WHY DID YOU JOIN?

I’'ve proudly been an AAHOA Member since almost the inception of the associa-
tion, and it has allowed me to meet the great leaders of hospitality and make
some amazing friends along the way.

WHY ARE YOU SO PASSIONATE ABOUT ADVOCACY, AND DO YOU
THINK IT’S SOMETHING THAT NEEDS GREATER ATTENTION
ACROSS THE INDUSTRY?

There is no progress without it, and we need to focus 200% more on advocacy
because our world’s largest hotel owner association definitely has the money and
relationships to reach the highest level and fight for our industry. If we don’t
focus on advocacy then other organizations will continually be heard over:

WHAT ADVICE CAN YOU GIVE TO HOTELIERS
WHO HAVEN’T YET JOINED AAHOA?

AAHOA has deep relationships with city, state, and national leaders in
politics and hospitality and there’s a good chance AAHOA can help
solve your problems. The AAHOA PAC can help you get involved
in your community and develop relationships with your leaders.
Developing relationships takes years and years butit’s worth every
penny and ounce of sweat you putin. Being on the world’s largest
hotel owner group team, you aren’t alone in your fight! |
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RFYRVN ADVOCACY IN ACTION

Four key advocacy
issues in AAHOA's
sights

by NEAL A. PATEL

u0dl;
Orici

AHOA IS COMING OUT OF THE
COVID-19 pandemic roaring
on the advocacy front. You’re
seeing a new commitment
from Chairman Bharat
Pateland President & CEO
Laura Lee Blake toward state and federal
advocacy. From hosting two annual Capitol
Hill fly-ins (one in the spring and another
in the fall) to having members of Congress
attend AAHOA Regionals and Town Halls
to hosting back-of-the-house tours with
elected officials, AAHOA is utilizing its
strongest asset - its membership - to
advocate for itself. This industry affects
every single congressional district and
every statein the nation, soit’simperative
AAHOA has a seat at the table on key issues
facing the industry. T
efforts in
4}y, focusio
) ? with electe
' Members directly.
Here are four key arez
AAHOA is focusing its adv.
efforts in the near- and long-term
future.

ALBERTO ANDREI ROSU/SHUTTERSTOCK.COM

1

MONEY MATTERS

On the legislative front, access to capital
remains one of the strongest issues we
are pursuing for AAHOA Members. Why is
that? Simply put, our members face the
same issue with it every day, no matter
the geography or brand of the hotel. The
Small Business Association (SBA) program
allows many hoteliers to enter the industry.
We want to see it continue serving in that
role. That’s why AAHOA is advocating for
an increase in the maximum loan amount
for the SBA 7(a) program. Currently, the
maximum amount for an SBA 7 (a) loan is
$5 million. That amount was set 13 years
ago. As many AAHOA Members can attest,
thatamount of money had a much stronger
purchasing powerin 2010 than it does today.
We are seeking bipartisan support to have
that maximum loan amount reflect what
today’s market rates dictate, whichiis closer
to $10-15 million.

WHERE ARE THE WORKERS?

Anotherissue theindustry is facing involves
the labor shortage. As the effects of the pan-
demic subside, the industry continues to suf-
fer from a worker shortage north of 1 million
j involved on multiple
islatively,

workers. AAHOA engaged ear h Rep.
Smucker’s office and made the legiyllation'
a hallmark of our advocacy efforts earlier
this year. The bill gained enough support
to be introduced in a bipartisan manner.
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3 66

This industry
TEAMWORK TIME affects every single

None of this is to say that matters surrounding

fairfranchising, OTAs, fighting for an increase COﬂgF@SSlOﬂal district
in per diem rates, protecting 1031 exchanges, and every State m

or combatting human trafficking are any less ] ).
important. AAHOA is advocating for those the nation, so it’s

as well. This year in Washington, AAHOA has |m perative AAH OA

focused on joining forces with like-minded

groups to amplify its voice. For example, has a seat at the
AAHOA joined the Merchants Payments table on key iSSU@S

Coalition in an effort to provide an industry , ] 3
presence to combat increases in swipe fees faci & the ind UStry.
from credit cards. (For more info on this part-

nership, see the feature article on p14). AAHOA

also is taking a more active role within the

Critical Labor Coalition to bring the viewpoint

of hotel owners to the forefront.

4

IT’S WHO YOU KNOW

Another aspect AAHOA focuses on isits inter-
actions with elected officials in Washington.
During the official state visit of Indian Prime
Minister Narendra Modi in June, AAHOA
leadership was invited by the White House
to attend the welcoming ceremony on the
White House South Lawn. Later in the day,
AAHOA leadership was in attendance on
Capitol Hill during Prime Minister Modi’s joint
meeting with Congress as guests of Members
of Congress. Of note, in May, Chairman Patel
and President & CEO Blake wrote to congres-
sional leaders encouraging them to extend
the opportunity to the Prime Minister. And
they listened. AAHOA’s presence is being felt
in Washington and at home. |

Neal A. Patel is the managing partner of Patel
Partners, a government relations firm located on
Capitol Hill, and he can be reached at
neal@patelpartnersdc.com.
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INDEPENDENT HOTELIERS

Partnering
with purpose

The collective power of advocacy

by VIJAL SUTHAR

NDEPENDENT HOTELIERS FRE-

quently question the value of engag-

ing with advocacy groups, debating

whether their involvement can

yield significant impact or if it’s a

worthwhile endeavor. Historically,
political advocacy in the hospitality indus-
try predominantly aligned with branded
hotels or franchisees, requiring substantial
investments of time and money to influ-
ence policy agendas. Despite this, the
influence of advocacy extends beyond
these groups and resonates throughout
the entire hospitality industry.

The interconnected nature of poli-
cies and regulations means changes in
one sector can widely affect
every aspect of the industry.
Independent hoteliers’ par-
ticipation in advocacy groups
can amplify their collective
voice, fostering a more inclu-
sive and diverse represen-
tation of the industry’s
concerns. While the
immediate impact might
appear limited, cumula-
tive efforts can shape a

4
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more favorable business environment,
level the competitive playing field, and
advance shared goals.

GAME-CHANGER

The recent pandemic unleashed a tumul-
tuous wave of challenges upon hoteliers
nationwide. Among these difficulties, rising
expenses, workforce shortages, elevated
interest rates, reduced property insurance
options, and escalating minimum wages
stand out. These concerns resonate not
only within the realm of branded hotels but
also deeply affect independent hoteliers.

Recognizing the imperative to safeguard
one’s livelihood, advocating is an essential
course of action.

Advocacy addresses imbalances
between independent properties and
larger hotel chains, the latter of which
often have more resources and influ-
ence. But, independent hoteliers need to
understand that standing united, starting
at local political level, and voicing con-
cerns collectively gives a stronger voice
in shaping policies and regulations that
directly affect the businesses. It’s vital to
understand change starts at the grassroots
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level. It’s crucial to stay active in the local
community and engage with local district
representatives to make - and keep - them
aware of the issues. Independent hoteliers
may lack the resources and support net-
works that larger hotel chains enjoy, but
there’s always a way to connect locally,
one independent hotelier at a time.

UNITE AND FIGHT
Asrecounted in numerous places through-
outthisissue of Today’s Hotelier, AAHOA has
undertaken assignificant endeavor to foster
greater advocacy engagement in recent
years, establishing a platform that unites
not just branded hoteliers, but also inde-
pendent ones into a cohesive community.
Recognizing the pivotal role played by inde-
pendent hoteliersinthe U.S. market, AAHOA
has championed this collective effort.
Anoteworthyillustration of theirimpact
lies in certain California cities grappling
with the proposition of raising the mini-
mum wage for hospitality workers to $25
per hour. While this might have a relatively
smaller impact on larger brand hotels, it
could have profoundly affected small
independent and limited-service hotels.
Through the efforts of AAHOA Members,
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who rallied together at numerous city
council meetings and hearings, the pro-
posed ordinance was not enacted, but
rather held for further industry evalua-
tion, considering the voiced concerns.
This stands as a testament to how inde-
pendent hoteliers can wield influence by
participating in advocacy. Collectively,
they can shape decisions concerning taxa-
tion, zoning, labor laws, and other regula-
tory aspects that directly influence their
businesses.

BROADENING HORIZONS

AAHOA’s initiatives extend to Small
Business Administration loan policies, a
critical program forindependent hoteliers
to secure financing for purchasing hos-
pitality assets. Particularly amid recent
inflation and property valuation fluctua-
tions, accessing financing has become
an increasingly challenging facet of hotel
acquisition. These efforts aren’t merely
impactful for branded hotels, but they hold
particular significance for independent
hoteliers, underscoring AAHOA’s com-
mitment to representing and advocating
for the diverse interests of the hospitality
industry.

@ 3-MINUTE READING TIME

It’s plausible to consider that a signifi-
cant portion of the U.S. hospitality market
is indeed occupied by independent hote-
liers. This assumption grows in possibility
as more owners seek complete autonomy
over their hotels and its management,
moving away from franchise’s strict con-
trol. Ownersincreasingly want to prioritize
maintaining the individuality and control
of their hotels which often mirror the
culture and ethos of their surroundings,
offering guests an authentic and personal-
ized experience that setsthem apart from
standardized chain hotels.

Participating in platforms like AAHOA
for political advocacy is crucial for inde-
pendent hoteliers. Such efforts impact
the entire industry, shaping policies that
influence taxes, labor laws, and regula-
tions. While immediate effects might
seem small, collective advocacy yields
lasting results and benefiting all hotels.
Independent hoteliers can assert their
unique perspectives and address issues
that directly impact their businesses. They
stand to reap not only the benefits of their
voices being acknowledged but also play a
pivotal rolein cultivating a cohesive com-
munity within the hospitality industry. By
asserting their concerns, they can con-
tribute to a more equitable environment
where the need to “level” the playing field
becomes less imperative. |

Vijal Suthar is an independent
hotelier specializing in
boutique hospitality assets
throughout Central and
Southern California. An
AAHOA Ambassador, she
actively participates in advocacy for hoteliers
across the nation. She is currently

associate for GRP Capital, offering

pursuing an executive MBA from
Harvard while working as a West Coast
4

competitive commercial real estate

loan products through a chain of

banking and non-banking
networks.
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Slaying the
supply-chain
dragon

by MIKE GRAY

.

to th
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USINESS IS BACK,AND PEOPLE ARE

traveling again. According to the

WTTC, the U.S. travel and tourism

sectoris forecast to exceed the 2019

peak this year. That’s great news.

But, for franchisees hoping to open
new hotelsin 2023 or planning a technology refresh,
their doors may remain closed due to lingering sup-
ply chainissues. Even when a hotelis shiny and new
oritsrooms and public areas had a sizeable facelift,
there won’t be occupants without Wi-Fiand a strong
network infrastructure.

For anyone who spends time working with the
brands, management companies, or operators, it’s
common to hear the same stories again and again.
Franchisees are struggling because the supply chain
is broken. As soon as developers break ground,
operators begin ordering all FF&E, capital goods,
and infrastructure components, rather than stag-
gering them across the construction plan. This can
be a bigdrain on the bottom line with no guarantee
of speeding the delivery process.


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

ve been willing to ris
lays though detrimenta

have accepted partial orders to get a few
floors connected. But, neither piecemeal
nor non-existent Wi-Fi will cut it. If guests
don’t have consistent, lightning-fast con-
nectivity wherever they roam, they’ll leave
and never come back.

THE INVENTORY MYTH
One of the biggest myths today is that
network inventory isn’t readily available.
FALSE. Operators can order and receive the
necessary networking equipment, includ-
ing wireless access points, LAN switches,
WLAN controllers, and bandwidth-man-
agement gateways, immediately from a
single source provider - along with all the
peripheral technologies that create con-
nected guest and employee experiences,
such as in-room entertainment (e.g., TV
casting), cloud telephony/VOIP solutions,
safety/panic buttons, mobile guest apps,
in-room voice assistants, and more. The
right provider will simplify the purchasing
process, reduce supply chain complexi-
ties, streamline operations, and solidify
the buyer/seller relationship.

Here are five benefits of working with
a single source for upgrading or planning
for new properties:

ALWAYS-AVAILABLE INVENTORY
One of the most important things a tech-
nology partner can provide today is avail-
able inventory. Hoteliers need assurances
equipment is readily accessible to cover
any contingencies or emergencies that may
arise, such asasudden surge in occupancy
or an existing conference group bringing
event technologies that need to connect
with the hotel’s network. With individual
and group business rapidly returning, a
52-week lead time to wait for networking
equipment is simply not acceptable. In
addition, hoteliers may be able to negoti-
ate better pricing for available inventory
based on the volume of solutions pur-
chased for their hotel or enterprise.

o,

SERVICE ACCQ
When dealing with n
oftenis a lack of a
challenging to determine
sible for managing issues as the
When working with a single sou
buck stops there. One person is accou
able for ensuring proper communication,
product delivery, and resolving issues
promptly. This reduces the time and effort
spenttroubleshootingissues and ensures
equipment arrives on time and is always
up and running.

PRODUCT QUALITY

AND CONSISTENCY

When inventory comes from one com-
pany, it’s easy to know exactly what will
be delivered, how it works, and that it will
connect with other on-premises peripheral
solutions. Product consistency is crucial,
especially when replacement equipment
is needed, giving customers peace of mind
that the same devices arriving now be the
same devices arriving in the future. This
cuts down on labor costs as on-site main-
tenance and IT teams never need retrain-
ing when deploying additional inventory.
A single-source provider may also offer
integrated solutions that work together
seamlessly, reducing the need for manual
dataentry and other labor-intensive tasks.

IMPROVED COMMUNICATION
Human error exists, especially when mul-
tiple sources are involved. Working with
a single provider reduces the risk of mis-
communication between vendors, the
hotel, MSP, etc. It’s a much simpler pro-
cessto track equipment and follow proce-
dures when working with one technology
provider.

@ 3-MINUTE READING TIME

the-scenes network

aprovider responsible for ]

nical support ensures issues
promptly, as teams are trained colle
on the same solutions. :

When looking for a technology pa
it’simportant to come prepared and knos
the right questions to ask to help make
smart buying decisions. Here are a few
examples:

« What solutions do you offer, and how will
those solutions help my hotel overcome
specific business challenges?

« Do you have established and open APlIs
for easy connectivity to other in-demand
solutions on the market?

« Whatis your support model?

« How do you ensure data security and
guest privacy?

« What s your pricing model?

Don’t let supply chain challenges stop a
property opening or push back a planned
upgrade. Partner with a technology pro-
vider with available inventory that can sim-
plify their procurement process, reduce
supply chain complexities, and streamline
their operations. |

Mike Gray is the global vice
president of strategic
partnerships, with Nomadix,
an AAHOA Allied Member
company, where he focuses on
building deeper relationships
and specialized programs for hospitality
brands, management companies, and
ownership groups around the globe.
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AUNDRY MANAGEMENT IS

one of the most important

services you find in a hotel.

Ensuringbed linen and towels

are clean, crisp, qualitative,

and available are key to guest
satisfaction and critical to a hotel’s good
reputation.

Global hospitality figures from STR show
that hotel occupancy rates in 2022 were
above 65%, and average revenue per room
isincreasingas the industry recovers from
the pandemic. However, if hotels run low
on freshly laundered linen and are unable
to make up the rooms, they cannot accept
new guests. As rooms represent 65% of a
hotel’s revenue, efficient laundry manage-
ment is vital to profitability.

Astheindustry becomes more and more
competitive, here are five significant chal-
lenges hotels face when managing linen
flows and ensuring they have enough
inventories:

:) 1. Inaccuracy in linen assortment
planning and allocation

. Increasein linen purchases and
associated linen-management
costs

. Decrease in housekeeping
service quality

. Loss of room sales

. Decline in customer
satisfaction

On average, hotels lose approximately
20-30% of linen - at a cost of upwards
$50,000 - a year, due to general wear
and tear, thefts (attractive linen is always
tempting for staff and guests to take as a
memento), and poor control systems when
sending/receiving linen to/from laundry
plants.

MAKE IT COUNT

Linen management is a time-consum-
ing and labor-intensive task requiring
repeated manual counting, often lead-
ing to errors. Housekeeping must follow
regular inventories of linen, which means
physically counting the stock of linen in
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ime for
change

Revolutionizing

laundry

operations for
profitability and
superior guest

satisfaction

by FABRICE MORINI

the operation cycle and in all locations
- linen rooms, laundry, floor pantries,
room-attendant carts, guestrooms. This
entire procedure must be completed in
a day and as often as possible, as linen is
continuously in use.

Implementing an efficient laundry-man-
agement system can address these chal-
lenges and yield several benefits. Bearing
in mind that from farm to factory to store, a
cotton T-shirt requires 3,000 liters of water
and very high energy to grow, produce,
and transport (according to figures from
YarnsandFibers News Bureau), by mini-
mizing linen waste, extending the life of
linen, and purchasing the right number of
linen items, hotels can reduce their envi-
ronmental impact.

Embracing RFID technology and cloud-
based software solutions has led to a sig-
nificant digital transformation in laundry
and linen inventory management.

An advanced linen tracking system
offers game-changing solutions, enabling

hotels to achieve cost savings, streamlined
inventory management, enhanced guest
satisfaction, increased productivity, and
a more sustainable operation.

DETAIL ORIENTED

As a broad overview, each linen item is
embedded with a small and discreet RFID
tag. The taglooks like a care label but con-
tains a unique identifier that gets scanned
ateach step of the laundry cycle to generate
a wealth of valuable data for the house-
keeper and the commercial laundry. This
is an elegant and invisible solution that
simplifies the linen management process
and doesn’t disrupt the experience of the
customer.
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As rooms

represent 65% of

a hotel’s revenue,
efficient laundry
management is vitab
to profitability.”

Furthermore, it greatly improves
work efficiency. RFID technology offers
a tremendous time-saving advantage,
enabling fast and contactless reading,
making linen counting and inventory
management more efficient and accu-
rate. Rather than an employee having to
hand-count linen items one by one, sev-
eral hundred linen tags can be scanned in
afewseconds,in laundry carts, or directly
on the shelves.

Thetracking capability of this tiny device
offers textile services professionals the
ability to not only track the linen as it
moves through the laundry cycle - ensur-
ing it gets returned to linen shelves in a

timely manner - but also track the num-
ber of washes to evaluate the linen qual-
ity. Analysis of tag data allows hotels to
know when a linen asset falls below quality
standards (i.e, the beyond-50-wash-cycle
mark), allowing for an automated selective
inventory re-stocking.

The tag data managed by cloud-based
software enables linen professionals to
know the exact location, condition, and
availability of their textile inventory at all
times, whether onsite or not.

This technology represents a game-
changing solution for the hospitality
industry’s linen-management woes. By
mitigating inaccuraciesin planning, reduc-
ing linen purchases and associated costs,

.5-MINUTE READING TIME

improving housekeeping services, pre-
venting lost room sales, and enhancing
customer satisfaction, RFID empowers
businesses to achieve unprecedented
operational efficiency and profitability.ll

Fabrice Morini is a seasoned
vice president at HID, leading
the charge for the HID’s
Textile Services business unit
worldwide. With a remarkable
" career spanning over two
decades, he is a driving force in technical sales
and direct and channel-related business
development. Fabrice's expertise lies in
RFID systems integration and inventory
management applications, with a strong focus
on the hospitality sector's laundry business
processes. As a visionary in the industry,
he continues to transform businesses with
cutting-edge solutions, revolutionizing the
way we approach efficiency and innovation.

TODAYSHOTELIER.COM | OCTOBER 2023 | 33



http://TODAYSHOTELIER.COM

Building

Leveraging
positive reviews for
effective marketing
campaigns

by STEPHANIE LEGER

N THE FAST-PACED WORLD OF MODERN BUSI-

ness, guest reviews hold immense power. Positive

reviews can be acompany’s greatest asset, shaping

the perceptions of potential guests and influencing

their purchasing decisions. However, to leverage

the full potential of positive reviews, hotels must
adopt a strategic and authentic approach that avoids
coming across as a sales pitch. In this article, we’ll cover
10 ways for hotels to effectively utilize positive reviews
in their marketing efforts to build trust, enhance brand
reputation, and drive sales.

SHOWCASE AUTHENTICITY

Positive reviews serve as a testament to the quality of
a product or service. By showcasing authentic reviews,
hotels can establish trust with potential guests. Rather
than through overly polished marketing materials, reviews
allow the genuine voices of satisfied guests to speak for
themselves. Incorporate real guest testimonials and sto-
ries into marketing campaigns to humanize the brand
and demonstrate the tangible benefits guests can expect.
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IDENTIFY KEY MESSAGES

Before integrating positive reviews into marketing materials,
it’s essential to identify the key messages that resonate with
the target audience. Understanding the needs and preferences
of potential guests will help hotels select the most
relevant reviews that highlight their unique selling
propositions. Whether it’s outstanding guest ser-
vice, unique experiences, or innovative amenities,
aligning reviews with core messages reinforces the
brand’s strengths.

ADELART/SHUTTERSTOCK.COM
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DIVERSIFY CONTENT PLATFORMS

To reach a broader audience, hotels should distrib-

ute different positive reviews across various content

platforms. Beyond the company website, utilize
social media, email newsletters, and third-party review sites.
Integrating positive reviews into diverse channels exposes the
brand to potential guests at different stages of the buying journey,
increasing the likelihood of conversion. Also, using a variety of
different reviews across various platforms is a smart approach
for avoiding the cookie-cutterimage and creating a more dynamic
and authentic presence.

VIDEO TESTIMONIALS

Video testimonials add an extra layer of authen-
ticity and engagement. They allow satisfied
guests to share their experiences in a more per-
sonal and captivating manner. Video content
has become increasingly popular across digital
platforms, making it a powerful tool for increas-
ing brand visibility and credibility. Ensure the videos are well-
produced but still retain a natural and unscripted feel to preserve
their authenticity.

LEVERAGE INFLUENCERS

Collaborating with influencers who genuinely enjoy

the brand or service amenities can be a game-

changer. These influencers can share their posi-

tive experiences with their audience, providing an
organic and relatable way to introduce the brand to new potential
guests. Partner with influencers whose values align with the brand
to ensure credibility and authenticity.

HIGHLIGHT PROBLEM-

SOLVING REVIEWS

While glowing reviews are valuable, those that
highlight problem-solving capabilities can be
equally powerful. Demonstrating how the prop-
erty addresses and resolves issues raised by
guests shows a commitment to guest satisfaction. It also provides
an opportunity to showcase excellent guest service, which can be
a significant selling point for potential guests.

CREATE ENGAGING CONTENT

To maximize the impact of positive reviews, create

engaging content around them. For instance, con-

sider crafting storytelling campaigns that weave

guests’ experiences with the brand’s mission and

values. Engaging content not only captures the audi-
ence’s attention but also encourages them to share it with others,
amplifying the brand’s reach.

@4-MINUTE READING TIME

RESPOND TO REVIEWS

Engagement with guests shouldn’t be limited to

positive reviews alone. Responding to reviews,

both positive and negative, demonstrates that
the hotel values guest feedback and is actively listening.
Acknowledge and appreciate positive feedback while address-
ing concerns raised in negative reviews professionally and
empathetically.

RUN SOCIAL MEDIA CAMPAIGNS

Social mediais anideal platform for sharing posi-
tive reviews organically. Create branded graph-
ics featuring snippets of reviews and share them
across social media channels. Encourage guests to
share their experiences using a branded hashtag,
turning satisfied guests into brand advocates.

MONITOR AND

ANALYZE RESULTS

Finally, measure the impact of incor-

porating positive reviews into market-

ing efforts. Monitor key metrics such

as website traffic, conversion rates,
and social media engagement to assess the success of the
campaigns. Use this data to refine strategies and make future
marketing efforts even more effective.

Positive reviews can be leveraged for marketing efforts, but
it must be approached with authenticity and a focus on the
guest. By showcasing genuine testimonials, identifying key
messages, and diversifying content platforms, hotels can build
trust, enhance their brand reputation, and ultimately drive
sales. By implementing these strategies, hotels can harness
the power of guest advocacy and let satisfied guests become
their most persuasive marketing asset. |

Stephanie Leger is chief excellence officer of First
Rate Hospitality, a hospitality training consultancy.
Stephanie has trained more than 20,000 hospitality
employees in hotel and restaurant operations
worldwide, providing countless reviews of
operational evaluations. She has nearly 20 years of
experience in the hotel industry globally, working with brands such as
Ritz-Carlton, Mandarin Oriental, Forbes Travel Guide Inspector, AAA,
and others. Stephanie is also the co-host of the popular WTF “Walk
The Floors” hospitality training podcast. For more information, please
visit firstratehospitality.com.

TODAYSHOTELIER.COM | OCTOBER 2023 | 35



http://firstratehospitality.com
http://TODAYSHOTELIER.COM

y

BACK OF THE HOUSE

Winning

formula

Effectively assessing and
strengthening your in-house
maintenance team

by DAN CLAPPER

This articleis FFICIENT, RELIABLE MAINTENANCE ENGI-
2) companion neers are a critical element of success in the
to an article hospitality industry. Guest experience and

. . productivity depend on a team of trained engi-

pUb“Shed !n the neers who can dependably keep equipment in

May 2023 issue, working order, make repairs as necessary, and

which discusses quickly respond to urgent situations.

the need for Recruiting, training, and retaining talented engineers,

the adequate howevgr, |s. a chr?nlc cha.llen.ge acr.oss the skilled traées

- industries, including hospitality maintenance. An ongoing
training of hotel : : -

. shortage of experienced engineers, an aging skilled-trades

mal nte.na nce workforce, and a historically tight labor market are some of

engineers. the main factors contributing to today’s hospitality main-

tenance workforce crisis.

PROPER PREP

Effective training for maintenance engineers has beenidenti-
fied as a key strategy for meeting this continuing challenge.
As in other industries that depend heavily on skilled labor,
hospitality organizations increasingly recognize the value
of thorough training.

ALEXEY GODZENKO/SHUTTERSTOCK.COM
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With in-house maintenance training, organizations can
quickly prepare new engineers for the job and elevate
service by continually upskilling experienced engineers.
Ultimately, effective training can help companies streamline
operations, enhance performance and productivity, ensure
continuity, and ultimately boost guest satisfaction - and
profitability.

Real-world, measurable benefits of effective training
include:

Increased efficiency and performance: Well-
trained engineers can accomplish their tasks
faster and more accurately.

Improved bottom line: Effective training can
allow you to contain capital costs and reduce
outsourcing expenses. Employees will be able
to diagnose issues correctly the first time and
will be better able to make repairs instead of
opting for replacing equipment.

Improved guest satisfaction: With cross-
trained and continuously upskilled engineers,
your team can respond to service calls faster,
decrease callbacks, and keep guests happy.

Higher employee morale and engagement:
Creating career pathways improves employee
engagement and reduces turnover.

A competitive edge: Younger generations are
increasingly interested in career laddering and
formalized in-house training programs that
enable growth.

©0 &6 00

Implementing in-house maintenance training that deliv-
ers those results has traditionally been its own challenge.
But, new innovative, immersive digital training platforms
offer an easier path to effective training than ever before,
with flexible features such as learning management, cus-
tomized learning paths, and cross-training opportunities.

@3-MINUTE READING TIME

FILL THE GAPS

One of the most important features hospitality managers
and leaders should look for in a digital training solution is
the ability to accurately assess and measure their teams’
technical skills and progress. Effective skills assessments
provide organizations with clear, objective insights that
benefit engineers, guests, and the bottom line.

Too often, gaps in knowledge, skills, or training only
become apparent on the job. Learning the shortcomings
of your training program this way will likely result in guest
dissatisfaction, inefficiency, and reduced productivity.

When managers can measure the knowledge and techni-
cal skills of new engineers before they start, or assess the
strengths and weaknesses of existing engineers, they can cre-
ateandimplement theright training path for those employees.

Engineers underperforming on a particular kind of service
call can refresh their knowledge and reinforce fundamental
skills with focused training, for example. Or, supervisors
can intentionally craft and design professional develop-
ment pathways, creating opportunities not only to upskill
employees but to help them advance their careers within
the company. Professional advancement is highly valued
among young workers, and development pathways can
play a pivotal role in effective recruiting by establishing a
company as an employer of choice.

Because different employees bring different skill sets to
the table, the most efficient training allows managers to
customize pathways for each learner. With curated learning
paths, technicians learn the right skills, in the right order, and
managers can identify skill gaps on their team and address
them before they result in a callback.

The unique flexibility, accessibility, and transparency of
digital training are transforming how employers in the hos-
pitality industry recruit, ramp, and retain skilled talent. W

Dan Clapper is commercial HVAC and facilities
maintenance market director for Interplay
Learning, the leading provider of online and VR
training for the essential skilled trades. He has
more than 25 years of experience in HVAC service
and installation, wholesale sales and distribution,
and manufacturer training.
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On the

Determining whether conventional financing
is right for today’s interest-rate environment

HESE DAYS, THERE’S A
smorgasbord of financing
options available to com-
mercial real estate and
hotel owners, develop-
ers, and sponsors. These
include bridge and permanent debt via
securitized loans and CMBS conduits,
bank loans, credit unions and life insur-
ance financing, SBA loans, and much
more. Selecting the right financing largely
depends on the type and risk profile of
the asset being financed. The proliferation
of options can be overwhelming and the
nuances easily misunderstood. This confu-
sion often leads to financing types being
incorrectly categorized or defined. One
example is the concept of conventional
financing. Let’s take a closer look.

WHAT IS CONVENTIONAL
FINANCING?

There’samisnomer among borrowers that
conventional financing is the best type
of financing, but most don’t know what
conventional financing is. They’ve heard
horror stories about CMBS financing’s
tough servicing standards and inflexible

servicers. Consequently, they automatically
assume they should choose the opposite of
CMBS financing - or what they perceive is
conventional financing.

Why else do borrowers think they want
non-CMBS - or what they call “conven-
tional” - financing? Two words: interest
rates. There’s overarching, wishful thinking
among owners that current high interest
rates are not sustainable, and there will be
an opportunity to refinance sooner at lower
levels. Knowing that many balance sheet
lenders, such as banks, credit unions, and
life insurance companies don’t impose the
same defeasance oryield management pre-
payment penalties that a CMBS loan includes,
borrowers conclude that anything outside
CMBS is considered conventional financing
and what they need.

Conventional financing, however, isn’t a
stand-alone product. Essentially, any loan
type not administered by the Small Business
Administration (SBA) or through another gov-
ernment program is considered conventional
financing. Loans from a bank, credit union,
or life insurance company, as well as CMBS
loans, are all conventional financing. In fact,
even within the SBA 504 product, the bank

by RUSHI SHAH

portion of the loan is considered con-
ventional financing.

Misclassifying financing types can
have serious consequences, because
borrowers may overlook viable, strate-
gicoptionsthat are a better fit for their
asset and business plan. Borrowers
assume they should limit their scope to
what they think is conventional financ-
ing - typically a bank, credit union, or
life-insurance loan. This issue doesn’t
occur quite as often with more sophis-
ticated borrowers with financing and
accounting infrastructure who under-
stand the benefits of non-recourse
CMBS financing.
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To get a better picture,
it’s important to look
more closely at the pre-
payment penalties and
other trade-offs for four
of the more-common

types of financing.

LIFE INSURANCE FINANCING

Life insurance companies typically offer
a pre-defined, step-down pre-payment
structure. For example, for a five-year
life insurance company loan on a hotel,
the pre-payment penalty could be 5% in
year one, 4% in year two, and so forth.
Unfortunately, most life insurance compa-
nies don’t provide cash out above the cur-
rent loan for their borrowers. Furthermore,
leverage s limited to 55% loan-to-value for
hotels, 65% for multifamily, and 60% for
other commercial real estate. These lower
leverage lifeinsurance company loans can
be called conventional loans.

CREDIT UNIONS

Credit unions can be a strategic capital
source because they frequently have little
or no pre-payment penalties. However, this
is because most credit unions only offer full
recourse loans. Leverage is another trade
off with this type of conventional financing,
as credit unions tend to top out at 55% to
60% loan-to-value for hotels.

CREDIT UNION SYNDICATION
ORGANIZATION (CUSO)

Essentially, CUSOs are brokers trying
to syndicate a loan with different credit
unions. Although CUSOs can offer attrac-
tive terms, they also come with one- to
two-point upfront fees and additional risk
of execution. After taking the application,
the CUSO still must go out to their member
credit unions to get them to participate.
If the CUSO fails to find willing partici-
pants, the borrower will lose both time
and money. Many borrowers are willing
to pay the points as tax for this type of
conventional financing if it means more
flexible pre-payment terms.

BANK LOANS

In an environment where interest rates
are elevated and bank lenders are turning
more conservative, some capital providers
such as CUSOs or a bank syndication lender
become more attractive. Conventional
loans provided by banks often come
with the burden of a fixed-rate swap. An
interest-rate swapis a hedging instrument
that banks use to fix the interest rate to
the borrower on a floating-rate loan. The
swap instrument can be a win-win for the
lender and the borrower. The lender gets to
originate a floating-rate loan oniits balance
sheet, which allows it to have a constant
spread over an index, and the borrower
enjoys the protection of a fixed-rate loan.
The good news is the bank and borrower
are insulated from interest rate risk. The
bad news is the swap instrument comes
with a potential borrower pre-payment
penalty. This penalty could be in the form
of yield management or a swap breakage
fee. It’s not surprising that smaller regional
banks are pushing for loans with interest
rate swaps to minimize risk.

@ 5-MINUTE READING TIME

HOW TO NAVIGATE

TODAY’S MARKET

The current rate environment is creating
challenges for all financing providers.
Today’s borrowers are ultra-sensitive
about committing to longer term loans
with high pre-payment penalties. This is
turning out to be a hard exercise for bor-
rowers and mortgage bankers who are
looking for loans that are conventional in
nature with lower pre-payment burdens.
Higherinterestrates are pushing the entire
capital markets to adjust and adapt to fit
the needs of commercial real estate and
hotel owners. This is the time to call on
a seasoned intermediary that has estab-
lished networks and track record to secure
the best financing for your asset, wallet,
and business plan. |

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

Learn more about
some of your AAHOA
Ambassadors

This is a continuation of a

series first published in the by EVELYN HOOVER
August 2023 issue. To get to
know more about some other
AAHOA Ambassadors,
be sure to read that
article.

HIS MONTH, WE DELVE AGAIN INTO THE EXPERI-
ences, challenges, and aspirations of AAHOA
Ambassadors who are committed to serving the asso-
ciation and industry as a whole. Roshan Patel, South
Carolina Regional Ambassador; G.J. Zala, Greater Los Angeles
Area Regional Ambassador; Rashmi Devnani, South Pacific
Regional Ambassador; and Harshad (Harry) Patel,
South Central Texas Regional Ambassador, share
their journeys, insights, and aspirations as they
navigate the unique challenges and opportu-
nities within their respective regions. From
advocating on Capitol Hill to addressing local
issues, their perspectives provide valuable
insightsinto the vital work carried out by
AAHOA Ambassadors.

| TODAYSHOTELIER.COM
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Roshan Patel,
South Carolina
Regional Ambassador

HOW DID YOU DECIDE TO BECOME AN AAHOA
AMBASSADOR, AND HOW LONG HAVE YOU SERVED
AS AN AMBASSADOR?

| became an Ambassador for the South Carolina Region after
AAHOACON21 in Dallas, TX.

WHAT WAS YOUR FIRST EVENT WITH AAHOA? WHAT
DO YOU REMEMBER?

My first event was a Town Hall meeting in San Antonio, Texas.
Thatwas almost 10 years ago. | also remember Pratik Patel was
AAHOA Chairman during that time, and he’s from San Antonio.

WHAT’S THE SINGLE BIGGEST CHALLENGE
HOTELIERS FACE IN YOUR REGION?

In South Carolina, hoteliers are trying to navigate property taxes
and property insurance. Larger insurance companies recently
changed a lot of rules and regulations. Small hoteliers have to
decide to make higher payments and stay or find other options.

YOUR ROLE AS AN AAHOA AMBASSADOR DEMANDS
ALOT OF TIME, TALENT, AND RESOURCES. WHY DO
YOU INVEST SO MUCH IN AAHOA AND SERVING THE
MEMBERS IN YOUR REGION?

AAHOA offers a big platform for our industry, but so many
people don’t really know about that. As an Ambassador, I’'m
passionate about helping other hoteliers in my region know
how they can use AAHOA’s resources, events, and education
to improve their business.

@ 5-MINUTE READING TIME

G.J. Zala,
Greater Los Angeles Area
Regional Ambassador

WHAT ASPECT OF AAHOA’S WORK

GETS YOU MOST EXCITED?

Advocacy is No. 1 for me. | enjoy advocating on behalf of
the industry to the members of Congress, local elected offi-
cials, and state leaders. This past summer, | got to represent
AAHOA’s 20,000 hotelier members as a guestin D.C. for Indian
Prime Minister Narendra Modi’s historic state visit.

WHEN DID YOU OWN YOUR FIRST HOTEL?

CAN YOU SHARE THE STORY?

I started my first hotel in July 1998. It was a 100-room full-
service Best Western. At the time, | didn’t have any hotel
experience, but | had confidence. | putin a lot of hours and
learned a lot about running a hotel business.

WHAT’S THE SINGLE BIGGEST CHALLENGE
HOTELIERS FACE IN YOUR REGION?

The unhoused situation in the Los Angeles area is a huge
problem for the community and hotel businesses. People
experiencing homelessness sometimes come to the hotel
lobby, make a mess, and don’t want to leave, so | call the
police but they don’t arrive right away.

WHERE WERE YOU BORN?

WHERE DID YOU GROW UP?

I grew up in India and arrived in the U.S. when | was 24 years
old. lalways wanted to be in business and saw hospitality as
the best business to get into, not just for the income, but to
help hotel guests have a great stay.

— —
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Rashmi Devnani,
South Pacific Regional
Ambassador

YOUR ROLE AS AN AAHOA AMBASSADOR DEMANDS
ALOT OF TIME, TALENT, AND RESOURCES. WHY DO
YOU INVEST SO MUCH IN AAHOA AND SERVING THE
MEMBERS IN YOUR REGION?

As an Ambassador, it’s an honor to work with fellow hoteliers
and other members and fight for a common cause. It’s also

’ :‘,
Introducing W
IdealLay- ===
¥ Only lav drain to include replaceable R

grid strainer and internal stopper.
® No more clogs! Removable grid strainer
keeps jewelry and hair out of drain.
¥ Internal stopper holds water overnight.
® Also available without
internal stopper for
public restrooms, etc.
¥ One-piece tube drops in
for easy installation.

Always a stepfL[ED]

816.796.3900 = watcomfg.com

Patent www.watcomfg.com/patents
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important to bridge the gap between the
industry and elected officials. | hope more
and more hotel owners continue to thrive
in the region.

WHAT’S THE SINGLE BIGGEST
CHALLENGE HOTELIERS FACE IN
YOUR REGION?

Lawsuits are a challenge for many hoteliers
in the South Pacific region. Another oneis
the cost of running a hotel business - the
cost increases every year. But, hey, if you
want to be the rainbow, you have to put
up with the rain, right?

WHAT ADVICE WOULD YOU

GIVE THE NEXT GENERATION
ABOUT GETTING INVOLVED IN
HOSPITALITY AND AAHOA?

| encourage the next generation to join
AAHOA and be a part of this amazing indus-
try. The younger generation has so much
toteach the older generation; together, we
can create amore rewarding and beneficial
hotel industry for everyone.

WHEN DID YOU OWN YOUR FIRST
HOTEL? CAN YOU SHARE THE
STORY?

| became a part of the hotel industry in
2005, where | started as a manager and,
after a few years, continued to grow in
the business. It was exciting. We faced
challenges but also made sure to have
fun along the way. This industry is truly
rewarding and a great platform to learn
and grow tremendously.
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Harshad (Harry) Patel,
South Central Texas
Regional Ambassador

HOW DID YOU DECIDE TO BECOME
AN AAHOA AMBASSADOR, AND
HOW LONG HAVE YOU SERVED AS
AN AMBASSADOR?

I’'ve been a part of AAHOA for the past 15
years. | moved to Austin about seven years
ago, and several people approached me at
thetime and encouraged meto becomean

Ambassador. | became an Ambassador five 11
years ago. It’s rewarding to serve members EEE
and do my part to take AAHOA to the next L L

level. HOSPITALITY FURNITURE INC.

WHAT WAS YOUR FIRST EVENT
WITH AAHOA? WHAT DO YOU
REMEMBER?

I remember attending a Town Hall meeting.
It was helpful to people in attendance, and
there were several Regional Directors and
Officers also in attendance who showed
their support atthe local and national lev-
els. That’s one of the reasons | wanted to
getinvolved.

WHAT ASPECT OF AAHOA’S WORK s
GETS YOU MOST EXCITED? Furnish your

All the work and initiatives that AAHOA is

focused on gets me excited - education, property from On/y
community, and national and local advo-
cacy. Every year, | learn something new.
Every year, | get new industry updates by
attending AAHOACON, Town Hall meetings,
and regional events.

per day,
per room,
O.AC.

WHAT DO YOU THINKAAHOA i

COULD BE DOING MORE OF TO MATRIX Hospitality Furniture is a 1-stop shop for custom-made hospitality furnishings.
SERVE THE MEMBERS IN YOUR We have a combined 200,000 sq. ft between our Saddle Brook, New Jersey USA and our
REGION? Toronto, Ontario Canada warehouse facilities. With highly skilled designers & craftsmen

and an expert fabrication team, MATRIX offers peace of mind to

| appreciate the work AAHOA has been owners of hospitality units with the promise of excellent product

doing regarding the 12 Points of Fair quality, short turn-around times and extremely competitive prices
Franchising. | know this is a hard topic; with 5 year Manufacture warranty on all Case goods and Soft goods!

everybody knows that, but the franchi-

sors continue to add fees that have never USA CANADA

been disclosed when you sign the contract. ©201.680.0515 ®©647.847.1299

There needs to be more fairness in fran- ® Info@matrix-furniture.com ® Info@matrix-furniture.com
chising. [ ] ® www.matrix-furniture.com ® www.matrix-furniture.com

@® 270 Market St., Saddle Brook, ® 1290 Martin Grove Road,
New Jersey, USA 07663 Toronto ON, Canada M9W 4X3
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AAHOA CLUB BLUE, PLATINUM, SILVER, AND BRONZE INDUSTRY PARTNERS

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 Industry Partners for their contributions to AAHOA and the industry at

HBG

large. When searching for a provider, consider doing business with the Industry Partners
AAHOA CLUB BLUE INDUSTRY PARTNERS

dish business
Home Box Office
Michelle Mahoney:

DISH Business

Always Designing
for People”

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

!!AVENDRA

Avendra
Mara Radis: (301) 825-0311

CHASE O
Chase
Faheem Khan: (972) 324-5510

(347) 610-1081

Lowss PRO

Lowe’s ProServices
Julie Patel: (210) 627-3830

Khalid Jivani: (510) 299-7935

Gauthier Murphy & Houghtaling
John W. Houghtaling, II:
(504) 456-8600

Anand Systems Inc

Y ] i AT L

Anand Systems Inc.
Bhavesh Vakil: (209) 627-5396

glll"hlaUupl}f

AAHOA PLATINUM INDUSTRY PARTNERS

@
wy

SONESTA
Sonesta

|PLATIMUM
Aswmsna @.w A STy
.l P o O
Amana PTAC PT_'*_A,E M AMERICA
Champion PTAC, LLC Extended Stay America
> Linda Trexler: (980) 345-1600

Chris Goreman:
(754) 224-9498

Curve Hospitality
Sargent Khan: (713) 819-7296

G6 Hospitality

Franchising, LLC

Mike McGeehan:
(972) 360-900

Byron Cortez: (800) 647-2982

ARS Global Emergency
Management
Piro Hernandez:

Guest Supply -
A Sysco Company
Justin Haggart:

Jordan Langlois:
(954) 254-3539

(732) 868-2331

(786) 575-2131

Wrumbﬂo!ﬁs
@ OE APPLIANCES

O'CINNOR

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

PROCELL

BY THE DURACELL COMPANY
Procell
Catherine Nelson:
(289) 838-4759

[[= Rkl

ai ]y

TV Asia
Pradeep Hegde:

(732) 650-1100 ext.26

WYNDHAM

Wyndham Hotels & Resorts
Klaudia Porebski:
(973) 753-8350

Best Western Hotels
& Resorts
Michelle Zajac:

Cyberweb Hotels
Bhavish Bhutta:
(813) 731-1960

GE Appliances
Rachel Atkinson:
(502) 656-8926

Red Roof Inn

(800) 847-2429
.J ,, PROTECTING WHAT'S VITAL"
bOOkl,t 780 Ecolab, Inc.
bookitn go Michael Pfister: Matt Hostetler:
Sarah Eley: (949) 329-8181 (317) 250-5189 (713) 576-7426
AAHOA SILVER INDUSTRY PARTNERS
Booking.com DIRECTV f#FERGUSON hihotels
Richie Yang: (702) 235-5488 HOSPITALITY Ferguson
Acculock, Inc. i . ~
DIRECTV, Inc. Eric Tucker: (434) 249-3785 hihotels by Hospitality
AccuLock, Inc. Jeff Fox: (310) 560-0323 International
Dan Brown: (866) 222-8562 eff Fox: (310) 560- . nternationa
: CIlA 5 Gary Gobin: (770) 270-9398
i comMERTILL
CIA Solutions !! Floor & Decor Commercial @
Ralph Thiergart: Delana Delgado: 7/
alvi (443) 220-3821 docvyt (877) 659-2478 Hospitality 1«
i i DocytInc. Hospitality1l
Alvi Satellites . P y
Prashant Ajmera: Sid Saxena: (844) 663-6298 Fortis Dhar Patel: (714) 473-9813
(678) 466-7868 c mm(u:uum:gmlu Fortis
oast to Coast Computer X -
Products, Inc. Raj Pannu: (972) 979-2296 IDeds
Kyle Kurtz: (800) 231-4553 A Sas COMPANY
EI GREENTREE
é HOSPITALITY IDeas
Elkay Interior Systems (EIS) Slzolle Emily Walsh: (952) 698-4317
Greg Gliniewicz: Greentree Hospitality Group
Nicole Lei: (702) 465-5753 i
L-HR-BENEFITS
INFINITIHR

@

EXPRESS

American Express

Merchant Services:
(630) 346-7549

COX
BUSIMESS™”
Cox Business

Hcareers

Hcareers
Doug Tutt: (605) 409-1304

O Entegra

Daniel Mormino:
(623) 455-6234

(800) 528-5200

E _...-.....\..

Bath Knot Hospitality

Alea Riley: (404) 269-3057

Dickson Furniture

Entegra
James Perry: (615)342-9575

HDSUPPLY

HD Supply Maintenance
Bree Lewis: (800) 233-6166

™
JACARUSO
Jacaruso Enterprises

Melanie Calcagno:
(210) 415-0522

Gavin Hsu: (347) 337-0691

HIBERK :
Berkshire Hathaway Direct
Insurance Company
Brandon Lockhart:

(833) 274-4270

Manufacturers [
Paul Mougel: (713) 747-0341 -
PROVIDER
ERC Provider
Sunshine Chapman:
(385) 330-7070
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AAHOA SILVER INDUSTRY PARTNERS (cont'd)

MSI

MSI Surfaces

Aolloggs

Kellogg's
Tina Griffin: (630) 335-3737 Anil Palasamudram:
(713) 570-7000

nilric 3 [==HHI
M3 Gi
Haley Wolf: (770) 531-3746 NewGen Advisory

NEWGEN
il

Dinesh Rama: (602) 648-2700
~»MassMutual

Mass Mutual
Candy Chan: (848) 228-1822

LLL]
=MATRIX
HOEFTALITY FURNITURE Bt
Matrix Hospitality
Furniture, Inc.
Dilpreet Deol: (647) 847-1299

@ NIMBLE ACCOUNTING

Nimble Accounting
Rahul Kumar: (866) 964-6253

& OC/N\

OCA Furniture
Fiona Shi: +86 18359625931

|
Onity
Onity, Inc
Kendall Simich: (503) 741-5698

TELEGOW ERLRTIONE

Matrix Telecom
Ashu S. Upa: (800) 283-0539

P&G professional’

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

AL Fnoncial

PHD Financial
Paul Darrow:
(888) 508-7558

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

Sata |
1 HOSPTALITY
—————

Serta Simmons
Hospitality Bedding
Andrea Hochworter:

(770) 353-0122

E

Bk i g

StayNCharge

Anthony Booth: (912) 399-3869

Jwnme

Showtime Networks, Inc.

Doug Markott:
(770) 698-6937

TettoSéX\ i

Tetto5G

Tony Lent: (248) 974-5428

PHILIPS

PPDS
Scott Adams: (678) 908-9294

Spectrum»
ENTERPRISE
Spectrum

Enterprise Solutions
Stephanie Pitts:
(212) 379-5826

UG

Universal Financial

Consultants
Vincent Munno:
(727) 669-0109

P Procure
Heospitality

Procure Hospitality
Jyotish Patel: (408) 674-5930

Stwin Bank of Texas.
State Bank of Texas
Melissa Butler:
(469) 200-8245

@(] IGITAL
"

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

‘_,.-"’
@ World Cinema

World Cinema, Inc.

Ella Ahmed: (713) 266-2686

stayAPT Suites
Franchise Sales:
(662) 607-1591

AAHOA BRONZE INDUSTRY PARTNERS

Dennys

Denny’s Corporation
Mark Levis:
(615) 603-8373

AADVANTAGE
LAUNDRY SYSTEMS

AAdvantage Laundry
Systems
Marcela Veloz:
(800) 880-2138

All4Lodging.com
All4Lodging DEXTER.
Naresh “ND” Bhakta: LAUNDRY
Dexter Laundry, Inc.

(626) 253-6355
Mackenize Flattery:

(641) 209-8115

Hotel Design Services
Samir Parikh:
(908) 222-9383

HVS
Daneen Godinet:
(214) 766-5394

“2" Primimose Schools

OoYO

OYO Rooms
& Technology, LLC
Stephen Jarrett:
(423) 426-3148

Primrose Schools
Blair Burdette:
(404) 423-4247

BomomLine
COMCRPTS

Bottom Line Concepts | Dm

Samir Patel: e
(301) 332-9077 DPA Attorneys at Law

Pooja Patel:
(760) 372-0007

Cetis

Cetis Inc.
Kevin Lesniewski:
(719) 638-8821

@BRANDS'

Focus Brands
Rani Bhatt:
(404) 978-4829

®

COBBLESTONE
HOTELS FOLIOT
Cobblestone Hotels,  FrRuiTAE
LLC FN<|>l|hot I;u;nlt:rl;e
. . ahesh Parekh:
Bgazr(‘))v‘g%‘fgggsze' (702) 278-7380
©)
HelloGM
X HelloGM
Dairy Queen Ngoc Thach:

Jennifer Rude: (605) 940-8824

(952) 830-0391

=

Hytera=

Hytera
Ty Estes: (213) 519-7465

PureHD

PureHD
Ryerson Ciesluk:
(978) 460-5560

Parth Hospitality
Aakruti Thakkar:
(803) 319-7365

isolved
o gaghy Mmoo
iSolved HCM
Lindsay Hunt:
(704) 440-4594

Pec!pBank 'ﬁpumhas"-.g

SBA

Queen Bee Purchasing
Robert Brown:
(972) 743-1254

OYAL

Peoples Bank
Ashley Jones:
(601) 867-6263

y#= ntertek
[ 7}
Intertek Cristal

Seth Martin:
(978) 614-0619

Jansen/Adjusters
International
David Moore:
(832) 496-6761

N
J

NAVINA

Navina Wealth
Shashin Vora:
(619) 855-7898

BABHET TRLICHS:
@) PHONESUITE

PhoneSuite
Angela Koslowski:

Royal Basket Trucks
Cindy Lapidakis:
(608) 358-1302

(303) 991-2649

Bl sams noserTALITY

D Sara Hospitality
Sangeeta Agarwal:
Pineapple Capital (678) 360-5117
Group
Dharmang M. Shah: . .
vittaazio

(850) 960-5500

Shree Ram Industries
Ankit Harbhajanka

UNIVERSAL

Green Group

Universal Green Group
Megha Thacker:
(214) 842-6721

'\_\_\_m“}
LY. T
USALEDs

Tarunkumar Patel:

(551) 998-4923

VISUAL
a MATRIX

Visual Matrix
Patty Jefferson:
(817) 881-5176

Verdant Energy
Management Solutions
Erika Webber:
(888) 440-0991

M | YOGUE
SERFTTRLITY
Vogue Hospitality
Bobby Sethi:
770-282-0418

BWAY

Pinnacle South, LLC
Stephanie Harrell: Subwa
(770) 227-3476 Ursula La‘r,m:

(800) 888-4848
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AAHOA EVENTS

[ % L
The Arkansas Regional Conference & Trade Show brought together 220+ hoteliers to the
heart of Little Rock, AR.

Rachel Stone, AAHOA Director of State Government Affairs
for the Western Region, celebrated the announcement of
Oregon Deputy Secretary of State Cheryl Myers attending
the Northwest Regional Conference by ringing the AAHOA

Lieutenant Governor Leslie Rutledge attended the Arkansas Regional Conference & Achievement Bell. This is a huge win for AAHOA Oregon
Trade Show and encouraged AAHOA Members to continually build relationships with Members as the association works to build great working
elected officials. relationships with elected officials.

] . 4
North Texas Regional Director Dhiren Masters hosted a Town Hall meeting, where the region gained new AAHOA Lifetime Members and raised
thousands in Political Action Committee funds.
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U.S. Representative Dr. Richard McCormick (GA-6) had a hands-on

experience with some of the daily tasks that hotel owners navigate e -

during a Back-of-the-House Tour at a member-owned hotelin AAHOA Chairman Bharat Patel (fourth from left) and Mid Atlantic Regional

Duluth, Georgia. Director Mahendra (MZ) Patel (sixth from left) welcomed AAHOA Members to
e a Town Hall meeting in Fords, NJ.

foliot
furniture

ALUES AND 1 KGINEER!
A FRLIGT Ul

i | | - B
[L-R] Manoj Patel, AAHOA Member; Chris Hardman, Georgia Hotel &
Lodging Association Director of Governmental Affairs & Membership;
Daniel New, AAHOA Director of State Government Affairs Eastern
Division; Meena Patel, AAHOA Member; Laura Lee Blake, AAHOA
President & CEO; and Kiran (Ken) Shah, Georgia Ambassador,
represented hoteliers at a committee meeting in Augusta, GA.

[L-R] Mahesh Parekh, Former AAHOA Board Member; Carol Wayman, Senior
Policy Adviser for Sen. Cortez Masto; Hector Lizaola, Regional Representative
for Sen. Cortez Masto; and Smeet Gandhi, local owner of Tal Palace Indian
Cuisine, gathered at Foliot Furniture to explore the connections between
government policy and hospitality innovation.

3 ¥

. N iyt N et AAHOA leaders and members teed off at the Northwest Region Charity Golf
AAHOA leaders proudly welcomed new members Moses Hall (first from Tournament, where the response was incredible. Every player and vendor
left) and Ebrahim Valliani (fifth from left) to the Upper Midwest Regional slot was quickly filled, and AAHOA Members raised close to $100,000 for
Conference & Trade Show. local charities.
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HEROWNERSHIP

2023

&
Wetreat

Be sure to make
plans to join AAHOA
in Dallas for the
second annual
HerOwnership
Conference &
Retreat
on November 2-3.

For more
information,
be sure to visit
AAHOA.com/
HerOwnership.
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Facts continued from page 13

FAGT #3:

COSTLY LITIGATION WILL NOT
ARISE UNLESS A FRANCHISOR
FAILS OR REFUSES TO COMPLY
WITH THE NEW LAW.

Big Lodging further asserts the NJ franchise
bill will trigger costly litigation. But, the
only reason litigation might arise will be if
afranchisor fails or refuses to comply with
the newly passed law. (See, NJ bill section

2(f), (g).)

FAGT #4:

NJ BILL WILL NOT UNDERMINE
VENDOR RELATIONSHIPS.
INSTEAD, IT WILL REQUIRE ALL
VENDOR FEES AND KICKBACKS TO
BE FULLY DISCLOSED.

Big Lodging alleges that the NJ franchise bill
will undermine crucial vendor partnerships.

The important truth is that this bill will
require franchisors to disclose the tens of
millions of dollars of fees (aka, kickbacks)
paid annually by vendors to franchisors
based on franchisees’ purchases. (See, NJ
bill section 2 (a).) But importantly, franchi-
sorswill not berestricted from negotiating
beneficial agreements with partners and
vendors.

AAHOA Members know full well that
unexpected costs can take the form of
undisclosed kickbacks and fees when they
have to pay more for prices from mandated
or qualified vendors. These fees are not
inconsequential.

By way of example, in the 2022 pub-
lished Franchise Disclosure Document
(FDD) of Choice Hotels International, Inc.
(Choice Hotels), it was disclosed in Item 8
that “Revenues attributable to franchisee
purchases were $86.9 million, or about
8.14% of our total revenues in 2021, which
includes revenues from Qualified Vendors
and choiceADVANTAGE, installation and
support fees.”

Significantly, Choice Hotels revealed it
receives nearly $90 million in fees paid by
Qualified Vendors attributable to franchisee
purchases and for related IT installation and
support fees - but there was no disclosure

Amended
New Jersey
Legislation

To view the most
recent version
of Assembly Bill 1958,
please scan the
QR code below.

concerning each of the Qualified Vendors
who paid these fees or the amounts paid
by each one.

Regrettably, these disclosures by Choice
Hotels are not unusual. Other hotel franchi-
sors also have stated in Item 8 that they
receive tens of millions in funds from ven-
dors from whom their franchisees pur-
chase products and services. But without
full disclosure, these untoward practices
will continue.

MAKING FRANCHISING FAIR
AAHOA is doing everything in our power
to bring this important legislation over
the finish line in New Jersey, where our
members own 45.4% of hotels. We believe
that this NJ franchise bill will help set a
nationwide standard for franchising that
is balanced and fair.

As we fight for passage of this impor-
tant bill in the New Jersey state Senate,
we encourage all our AAHOA Members to
joinusinsharingthe true facts of how this
bill will strengthen hotel franchising for the
long term and for the benefit of our future
generations. |
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CLASSIFIEDS

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

= 1UNIQUE"®
REFINISHERS, INC.

www.uniquerefinish

We specialize in fiberglass Bathtub & J acuzzi Repairs

Nationwide 1-800-332-0048
Resistant

Atlanta 770-945-0072
Bottoms

5 Years e
Warranty

Easy
_ Financing _§

5000+ HOTELS-MOTELS WORLD-WIDE TRUST

MATRIX COMMUNICATION & SECURITY
SOLUTIONS FOR EFFICIENT FUNCTIONING

- Hospitality IP Phone

System
« Time-Attendance and %

Access Control m

« HD IP Security-Camera
System
| DIV Call: 1-(800)-283-0539
| )A' Fax: (888) 717-7472
sales@matrixhotelpbx.com
TELECOM | SECURITY www.matrixhotelpbx.com

FORMERLY m

HOTEL VANITIES \'%E‘[I!ES

inTEEHE a

&

SINCE 1999,

GLOBAL LEADER

IN HOSPITALITY
PRODUCTS

Vanity Tops & Bases
Shower Surrounds & Pans

Granite & Quartz
Domestic & Import Options

888-457-7465
sales@VanitiesInt.com

PS)A

PATEL & ASSOCIATES

i TR A TR

Visit our website to download our Catalog
vanitiesinternational.com

FRANCHISE
LITIGATION

negotiating franchise agreements
and liquidated damages settlements.

Mahesh I. Patel

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

Fax: 972-231-0104

Email: mpatel@patellaw.net

hotelie

Thank you to the advertisers for
their support of AAHOA and this
publication.
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The only truck built to
protect your facility

Alvi Satellites ... 11
www.alvidirect.com

American Pride
[ e Inside Back Cover

ADVERTISERS INDEX

PayRange 21
shop.payrange.com

Pellerin Milnor COrp. ... I
www.milnor.com

www.americanpridebank.com

Chase Payment Solutions......
www.chase.com

DIRECTV Hospitality .......
www.entertainment

(PROTECTS FACILITY)

_,)) AIR CUSHION BUMPER |

Put adent in your
patch&repair spend

*Tubular steel base to maximize payload

©360° Non marking air cushion perimeter protection
e Safeguard walls and doors from costly damage

Hospitality Sleep Systems............... 50
www.hotelmattresses.com

Matrix Hospitality Furniture Inc.......43.
www.matrix-furniture.com
Matrix Telecom ..o 49
www.matrixhotelpbx.com
Patel & Associates.........ccn 49

www.patellaw.net

& R&B WIRE PRODUCTS, INC.
YOUR TRUSTED PARTNER SINGE 1945
. i

WWW.RBWIRE.COM
800-634-0555

YOUR #1 HOTEL MATTRESS
MANUFACTURER NATIONWIDE

Bundles
as low as

Bundle Includes

1. Mattress

2.Durabed Platform Base

3.FREE Mattress Armor
Bed Bug Encasements

~§ HOSPITALITY

Sleep Systems

b

107 E Rialto Avenue, San Bernardino, CA 92408

1.888.850.1044

www.hotelmattresses.com
WE ACCEPT: o wisa @@

Hotel Preferred
Model 3035

Hotel Deluxe
Model 2014

Hotel Fairmont
Model 3242

Memory Lux Hybrid
Model 3116
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R&B Wire Products.....coooccvvvvvveccccee. 50
www.rbwire.com

Red Roof Inn........ Outside Back Cover
www.redrooffranchising.com

Tempur Sealy ......... Inside Front Cover
www.tempursealyhospitality.com

Unique Refinishers ... 49
www.uniguerefinishers.com

Vanities International .............ccooo....... 49
www.vanitiesinternational.com

Watco
Manufacturing Company.......... 42

www.watcomfg.com
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American Pride Bank Board
Gains Two New Visionaries

Rajesh “Raj" Patel

2023 Board of Directors
American Pride Bank
and its holding company
American Bancorp, Inc.

Mukesh “Tommy" Patel

2023 Board of Directors
American Pride Bank
and its holding company
American Bancorp, Inc.

americanpridebank.com b @ 0
 AMERICAN FDIC =

4740 Log Cabin Dr. » Macon GA31204 » 478.784.1448

APB PRIDE 4511 Forsyth Rd. ® Macon GA31210  478.784.1450
B AN K 4007 Russell Pkwy. ® Warner Robins GA 31088 e 478.922.5010

1010 Pine Ridge Ct. ® Athens GA30606 ® 706.534.9689
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Built for style and efficiency.
HOMETOWNE
STUDIOS ., RuRoof

A brand new way to extended stay®

Built on Genuine Relationships.

~ : -’ /
. i E o Combining modern room aesthetics DDU

o
CONSISTENTLY with cost-effective development EXTENDED STAY SEGMENT
OUTSTANDING to set new standards CONTINUES TO BREAK RECORDS IN
R Ev PA R for improved operational efficiency. DEMAND & ADR
L ]
A4

To get in on a new way to extended stay contact Matthew Hostetler, Chief Development Officer,

mhostetler@redroof.com / redrooffranchising.com

o S~
Ewgwf now includes Peq”gaof '@d?aof THE"z}dCOLLECTION® gﬁoﬁeggygg

This is not an offer. No offer or sale of a franchise will be made except by a Franchise Disclosure Document first filed and registered with the applicable authorities. For New York: An offering can only be made by a prospectus filed first with the Depart-
ment of Law for the State of New York. Such filing does not constitute approval by the Department of Law. For Minnesota: #F-9524. HomeTowne Studios by Red Roof, 7815 Walton Pkwy New Albany, Ohio 43054. © 2023 HomeTowne Studios by Red Roof
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