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Premium guest entertainment 
at a price you’ll love. 
DISH is the only national pay-TV provider to have Netflix built-in to a hotel 
entertainment platform. See how EVOLVE provides seamless integration so 
guests can access all their favorite content on in-room TVs.

Technology designed with
hospitality in mind.

Service and support made easy.
Remote monitoring can identify and 
solve complications on behalf of your 
staff. Minimize tech visits and the 
need to enter the guest’s room.

Customize your guest 
interactions.
Incorporate hotel branding and 
integrate with your property 
management system to offer a 
personalized customer experience 
from arrival to checkout.

Use any TV over any network.
EVOLVE offers a smart, HD TV 
experience without the need to 
upgrade to commercial-grade TVs.

Integrate apps for even 
more services.
EVOLVE is an open, flexible platform 
that allows custom development. 
Integrate apps like checkout 
assistance, room service, and more.

Hassle-Free Hospitality Solutions
Our entertainment solutions are future-
proofed, affordable, and compatible 
with your existing infrastructure. 

Netflix streaming membership required.

®

now integrated with evolve

This is what peace of mind looks like.

Nationwide Provider
Maintain a consistent guest 
experience across your portfolio 
of properties with one nationwide 
provider and one solution.

dish.com/evolve  |  888-422-4734

Chromecast built-in for 
seamless casting.
Let your guests cast their content 
without the extra equipment.

Android TV, Google Play, Chromecast built-in, and 
YouTube are trademarks of Google Inc.

See how DISH Business can 
improve your guest entertainment.

Watch GLOW now on
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We make the difference 
for hospitality professionals.
An appealing take on the clean and current. 

The Modern™ Collection is a selection of five compact lavatory 
faucets that feature a minimal footprint and confident, 
contemporary design. European-inspired, streamlined looks 
match the popular aesthetic in urban markets. Learn more at 
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LETTER FROM THE CHAIRWOMAN
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Industry Partner

AHOA IS AN ASSOCIATION 
where hoteliers work 

together to lift each other 

up. When we succeed in 

our businesses, we suc-

ceed as an association 

and as an industry. In my first six months 

as AAHOA Chairwoman, I saw how our 

Board of Directors, our Ambassadors, 

our members, and our professional staff 

all came together to make substantial 

progress in key areas that will continue 

to build up our association. When we 

work together, there is nothing that we 

cannot accomplish.

The launch of MyAAHOA.com this sum-

mer is a game changer for our association 

and our nearly 19,000 members. As AAHOA 

continues to listen to member feedback 

about how we can serve America’s hote-

liers, we are tailoring our online tools to 

help hotel owners get the most out of their 

membership. Through this new online 

portal, hoteliers can manage all aspects 

of their membership, access hundreds of 

exclusive webinars and educational con-

tent through the AAHOA HOTEL OWNERS 

ACADEMY™, register for events, and 

share property information securely and 

confidentially. This last feature can play 

a critical role in helping our association 

work with lawmakers, brands, and ven-

dors. As more AAHOA Members enter their 

property information, it helps us paint a 

more complete picture of our membership 

and our footprint not only in the hospi-

tality industry but also in the American 

economy.

I am proud of the hard work and level 

of engagement I’ve seen from our Regional 

Directors and Ambassadors. They are 

encouraging more hoteliers to attend 

AAHOA events, and it is inspiring to see 

the innovative drive behind some of these 

events such as the recent tri-state Town 

Hall in Memphis, TN.

AAHOA’s young professionals and 

women hoteliers are building a lot of 

momentum for their events and bring-

ing hotel owners and prospective owners 

into AAHOA’s orbit. I am also pleased by 

the turnout at the 2019 Legislative Action 

Summit. More than 200 AAHOA Members 

traveled to Washington, D.C., to advocate 

for our industry and met with more than 

200 senators, representatives, and profes-

sional staff.

Member engagement also continues to 

be a driving force in promoting AAHOA as 

a leading voice in the fight against human 

trafficking. Thanks to our team’s hard 

work, more hoteliers and their employ-

ees are completing AAHOA’s Human 

Trafficking Awareness Training. Emails, 

text messages, and robo calls imploring 

people to take the training are effective, 

but hotelier-to-hotelier appeals from those 

who not only complete the training them-

selves but also train all their employees is 

remarkably impactful in pushing others to 

do the same.

AAHOA and the American Hotel and 

Lodging Association are holding joint 

anti-trafficking events across the country 

to raise awareness of the issue and train 

hoteliers. Governors, first ladies, attorneys 

general, U.S. senators and representatives, 

and other elected officials are partnering 

with our associations in this fight, and 

we are demonstrating that our industry 

is part of the solution when it comes to 

ending trafficking in our communities. 

AAHOA partner Businesses Ending Slavery 

and Trafficking (BEST) is conducting train-

ings at these events, and we are seeing very 

positive media coverage of our efforts to 

elevate this issue and hoteliers’ commit-

ment to combating human trafficking.

We are achieving great things as an 

association, and I look forward to the next 

six months and all that we will accom-

plish together.� ■

JAGRUTI PANWALA 
AAHOA Chairwoman (2019-2020)

AAHOA works with 
you to win with you

A
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LETTER FROM THE INTERIM PRESIDENT & CEO

1
November Regionals
Join AAHOA at one of its last four 
Regional Conferences & Trade Shows 
this month.
•	 North Central (Cincinnati, OH), 

November 4
•	 Florida (Orlando, FL), November 6
•	 Arkansas (Benton, AK), November 12
•	 Central Midwest (Norman, OK), 

November 19

2
HX: The Hotel Experience 
Powered by AAHOA
It ’s finally here! Join us in NYC this 
month, November 10-11, for HX. 
With brand-new AAHOA-curated 
educational sessions, incredible 
networking opportunities, and an 
expo featuring hundreds of exhibitors, 
you won’t want to miss it. Use promo 
code AAHOA19 to attend!

3
Learn More About Hospitality 
Design at BDNY 
Learn how to implement the latest 
design practices and trends by joining 
us at Boutique Design New York 
(BDNY), held concurrently with HX: The 
Hotel Experience Powered by AAHOA, 
November 10-11. BDNY connects the 
most influential design minds in the 
hospitality industry.

4
Make a Pledge to Complete Human 
Trafficking Awareness Training  
in 2019
There’s only a few months left to 
take action and complete this critical 
training. Just 30 minutes of online 
training can help you and your staff 
identify the signs of human trafficking 
– helping to save lives and protect 
your business. Join us in the fight and 
pledge to complete this invaluable 
training before the year is over.

5
Join Us at the Expedia Partner 
Conference: explore ’19
Travel’s brightest minds are gathering 
this month, November 13-14, in 
Las Vegas. Featuring 52+ speakers, 
three legendary parties, and insider 
travel trends, explore ’19 is bringing 
together leaders in travel to share, 
network, and discuss how to deliver a 
better and safer customer experience.

Define your design

RACHEL HUMPHREY 
AAHOA Interim President & CEO

D
ESIGN IS AN INTEGRAL 
part of the guest expe-

rience at a hotel. From 

the ornate Tiffany 

stained-glass windows, 

palm-filled lobbies, and 

bronze statues found at historic hotels to 

the sleek minimalist lobbies of more recent 

builds, design shapes guest perceptions of 

a hotel and can set the tone for their stay.

Yet, for many years, stringent brand 

standards did not afford select- and lim-

ited-service hotels opportunities to incor-

porate original design into their properties. 

Rather than being able to reflect local 

color or the owner’s originality or creative 

preference in their properties, hoteliers 

adhered to uniform designs that rendered 

each hotel largely indistinguishable from 

others under the same flag or even within 

the same segment.

Fortunately, times, guest preferences, 

and, ultimately, standards are chang-

ing. We are in the midst of a veritable 

brand explosion, and many of the new 

hotels fall into the select- and limited-

service segment. As hotel companies face 

a larger variety of concepts at competing 

hotels, design is key to differentiating and 

defining a hotel.

Because more select-service brands are 

looking to create a boutique experience, 

they are focusing on design choices that 

elevate uniqueness and localization. When 

guests are immersed in the unique cul-

tural offerings of cities like New York or 

Miami, they don’t want the experience to 

end when they walk through their hotel’s 

lobby doors. If a guest is planning to spend 

their days touring Los Angeles, and a prop-

erty’s vibe is more quiet suburban evening 

than Hollywood Nights, they may choose 

a competing hotel whose design comple-

ments the city’s atmosphere.

Additionally, with more select-service 

hotels beginning to occupy urban spaces, 

site-specific design quickly jumps from 

a luxury to a necessity as hotels seek to 

attract savvy guests looking for an accom-

modating price. Hoteliers are also seeking 

out nontraditional spaces for development 

to capitalize on government incentives, 

such as historic preservation tax credits 

that encourage the revitalization of historic 

buildings in older communities. This can 

present exceptional design opportunities 

for hoteliers looking to capture the history 

of their property’s building and location.

AAHOA is committed to bringing design-

ers and hoteliers together to give prop-

erties modern aesthetics that contribute 

to unforgettable guest experiences. In 

recent years, AAHOA’s Officers spoke about 

hotel design at conferences such as BDNY, 

BDwest, and HX: The Hotel Experience. 

Today’s Hotelier dedicates an annual issue 

to industry design trends, and the AAHOA 

HOTEL OWNERS ACADEMY™ developed 

a revenue management and optimization 

webinar on how to convert to a boutique 

hotel on a budget.

This November 10-11, AAHOA and 

Emerald Expositions are joining forces 

to reimagine HX: The Hotel Experience 

Powered by AAHOA. The conference is 

co-located with the BDNY conference 

at the Jacob Javits Convention Center in 

New York City, NY.

Nowhere else is the axiom that compe-

tition breeds innovation more apparent 

than in hotel design as hotels look to dis-

tinguish themselves to attract new guests 

and keep past guests coming back. This 

is an exciting time for our industry, and, 

as the select- and limited-service hotels 

continue to break free from the rigid design 

standards of the past, we can look forward 

to a more vibrant (and unique) future.� ■
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GOVERNMENT AFFAIRS  4-MINUTE READING TIME

AAHOA and others 
fight for hoteliers 
on The Hill
by PETER CLERKIN

“IF YOU TAKE ONE THING AWAY FROM 
this event, make sure that you make 

advocacy a part of your ongoing busi-

ness plan,” said AAHOA President & CEO 

Rachel Humphrey as she welcomed more 

than 400 hoteliers and hospitality pro-

fessionals to the 2019 Legislative Action 

Summit in Washington, D.C.

The two-day summit, now in its 

fifth year, is a joint venture of AAHOA 

and the American Hotel and Lodging 

Association. On the first day, attendees 

received issue briefings from industry 

experts and political insiders and heard 

panel discussions featuring lawmakers. 

On the following day, they visited with 

their elected officials and staffers on 

Capitol Hill.

In their remarks to summit attendees, 

AAHOA Chairwoman Jagruti Panwala 

and AHLA Vice Chair Jon Bortz both 

stressed the importance of industry 

unity when it comes to advocacy.

“It is so important that our industry 

speak with one voice when we advocate 

on issues that affect the entire hospital-

ity industry. When hoteliers, brands, and 

industry partners are united, we have 

the greatest impact,” Panwala said.

Rep. Bradley Byrne (R-AL) addressed 

the summit’s general session on the 

first day and remarked on the impact 

that small businesses, such as hotels, 

have on local economies as well as leg-

islation like the Save Local Business 

Act, which would codify the historical 

joint employer standard and bring clar-

ity to industries that rely on the fran-

chise business model. Reps. Ami Bera 

(D-CA) and Ralph Norman (R-SC), both 

AAHOA Members, participated in a panel 

discussion that touched on a wide array 

of topics, including the efficacy of the 

Tax Cuts and Jobs Act, the hospitality 

industry’s one million-employee labor 

shortage, and finding bipartisanship in 

a divided Congress.

The AAHOA and AHLA Government 

Affairs teams briefed attendees on three 

key issues before Congress that affect 

the hospitality industry: Brand USA 

reauthorization, strengthening con-

sumer protections in online booking, 

and empowering localities to shut down 

illegal hotels.

Brand USA, a public-private partner-

ship that promotes the entire United 

States as a destination to international 

travelers, requires reauthorization 

before its funding stream redirects to 

a general fund in 2020. The program is 

funded at no cost to taxpayers by fees 

collected from international travelers to 

the U.S. and matched dollar per dollar by 

hundreds of businesses in the travel and 

tourism industry. The program’s suc-

cessful 25:1 ROI helps generate billions 

of dollars in international tourism for 

the U.S. For many AAHOA Members with 

properties in less-populated areas that 

are close to historic sites, national parks, 

or landmarks, this program is vital to 

promoting these locations as travel 

destinations. Hoteliers met with key 

co-sponsors of the bill as well as staff-

ers in the office of Rep. Frank Pallone, the 

chairman of the Energy and Commerce 

Committee that will ultimately refer the 

legislation to the House for a full vote. 

The bipartisan legislation is expected 

to pass, but hoteliers made clear the 

urgency of reauthorizing it by 2020.

Hoteliers also pressed for congressio-

nal action on the Stop Online Booking 

Scams Act, a bill that would make it easier 

for the Federal Trade Commission to pre-

vent third-party online hotel reservation 

websites not affiliated with a hotel from 

advertising listings if they are deceptive 

or otherwise misleading to consumers.

The week prior to LAS, Rep. Ed Case 

(D-HI) introduced the Protecting Local 

Authority and Neighborhoods (PLAN) 

Act, which would amend Section 230 

of the Communications Decency Act 

to stop short-term rental (STR) plat-

forms from profiting when they know-

ingly facilitate transactions for listings 

deemed illegal by local governments. 

Currently, STRs are claiming they are 

immune from local laws because they 

are protected by Section 230, a provi-

sion originally designed to protect blog-

gers and platform hosts from liability 

for objectionable third-party-generated 

content. The legislation would clarify 

that Section 230 does not shield Big 

Tech STRs from complying with state 

and local laws. Rep. Case briefed LAS 

attendees on the bill and thanked them 

for their support.

“This year’s Legislative Action Summit 

was very successful. Our members met 

with over 200 members of Congress and 

professional staff and, as small busi-

ness owners, made the case for policies 

that have a direct impact on their and 

their employees’ livelihoods,” Rachel 

Humphrey said. “It was great to see so 

many AAHOA Members embracing advo-

cacy as part of their business plan and 

showing up to Washington to make their 

voices heard.”� ■
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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. ©2019 AT&T Intellectual Property. All Rights Reserved. AT&T, Globe logo, DIRECTV, and 
all other DIRECTV marks contained herein are trademarks of AT&T Intellectual Property and/or AT&T affiliated companies. All other marks are the property of their respective owners.
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THE C-SUITE

GLENN HAMER, 
president and CEO, 

Arizona Chamber of Commerce and Industry

KIM SABOW, 
president and CEO, 

Arizona Lodging and Tourism Association
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 3.5-MINUTE READING TIME

by KIM SABOW and GLENN HAMER

E HAIL FROM 
a state where 

fall marks a 

time when we 

emerge from a sort 

of summer hiberna-

tion and start to enjoy all that the Desert 

Southwest has to offer. Soon, we’ll be 

hosting mega events like the Fiesta 

Bowl, the Waste Management Phoenix 

Open – the world’s best-attended golf 

tournament – and Cactus League Spring 

Training, all while much of the country 

is in the grips of a winter chill.

With all of these events, outstanding 

weather, and world-class resorts and 

restaurants to enjoy comes an influx of 

visitors from all over the globe, including 

from Mexico and Canada, Arizona’s top-

two sources of foreign tourists.

As a border state, Arizona’s relation-

ship with Mexico is especially strong, 

something our family ties, interdepen-

dent economy, and interconnected cul-

ture demonstrate. But Canada’s ties with 

Arizona are deep, too. In fact, Canada 

is Arizona’s No. 1 source of foreign 

investment. During the winter months, 

Canadian license plates dot our roads as 

visitors escape the deep freeze.

To tourism professionals, this isn’t 

surprising. Canada and Mexico are likely 

your state’s top sources of foreign visi-

tors, too.

Our bonds with Mexico and Canada 

have grown even stronger over the 

past 25 years, thanks to the North 

America Free Trade Agreement, which 

has transformed our three-country 

region into the world’s most competi-

tive trading bloc.

Thanks to that accord, U.S. manu-

facturers can reach more customers, 

and consumers have more choices 

on store shelves at better prices. For 

example, it’s  because of free trade 

that our grocery store produce sec-

tions are still full of a wide variety of 

fresh fruits and vegetables even during 

cold-weather months.

But despite NAFTA’s positive contri-

butions to the economies of all three 

countries, it’s outdated. The agreement 

went into effect long before the days of 

e-commerce, or advancements in just-

in-time manufacturing, or the growth of 

the express shipping industry.

It’s time for a trade agreement built 

for today’s economy, which is why we 

and our colleagues across the business 

and tourism community are so strongly 

supportive of the United States-Mexico-

Canada Agreement, or USMCA.

The modernized USMCA will make for 

a healthier U.S. economy and a healthier 

travel environment. According to U.S. 

Travel estimates, adoption of USMCA 

would raise $1.7 billion in travel-

generated economic output and create 

15,000 jobs.

The executive branches in the three 

countries have all signed on to the new 

agreement, but only Mexico’s Congress 

has completed its work on the deal. 

We’re calling on the U.S. Congress to 

work swiftly to adopt USMCA in this 

country; we can’t afford not to.

According to the same U.S. Travel 

estimates, a dismantling of the cur-

rent free-trade framework would lead 

to three million fewer visitors from 

Canada and Mexico by 2022, $5 billion 

less in travel-generated output for 

the U.S. economy, and 30,000 fewer 

American jobs.

Higher tariffs on consumer goods in 

Canada and Mexico would mean higher 

prices and a contraction in business 

and leisure travel budgets. Every U.S. 

state would feel the pinch, but espe-

cially border states like ours that are 

so dependent on cross-border travel. 

Nearly 3.6 million people from Mexico 

alone choose Arizona as a travel desti-

nation each year, spending more than 

$7 million a day eating in our restau-

rants, staying at our hotels, and shop-

ping in our stores.

Now is the time for Congress to act 

on USMCA. There is too much at stake 

for the travel industry and for the entire 

economy to wait any longer.� ■

Kim Sabow is president and CEO of the 
Arizona Lodging and Tourism Association. 
Glenn Hamer is the president and CEO 
of the Arizona Chamber of Commerce 
and Industry.

NEIGHBORS 
ACROSS 
BORDERS
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COMMON GROUND

The PLAN 
Act: Holding 
all parties 

accountable
by PETER CLERKIN

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

Rep. Ralph Norman (R-SC)
First Elected: 2017
“The PLAN Act takes much-needed 

action to protect lodging businesses. For 

online platforms to use an antiquated 

aspect of the law to make large profits 

and avoid paying taxes is simply not 

right. This legislation will take important steps to prevent 

these abuses from continuing. I am happy to support this bill 

and thank my colleague from Hawaii for taking the lead on 

this important issue.”

Rep. Ed Case (D-HI)
First Elected: 2002
“This is a narrow, targeted change to 

the statute to ensure short-term rental 

companies and internet platforms comply 

with state and local planning, zoning, 

rental, labor, and tax laws and end their 

abusive stretching of CDA 230’s original intent.”

 2-MINUTE READING TIME
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THE ISSUE
Illegal Hotels
From housing shortages and skyrocketing rents to public safety con-

cerns, short-term rentals (STRs) are creating significant headaches 

for neighborhoods across America. Cities and states are responding 

by passing laws to curb illegal hotels and hold to account the STR 

platforms that advertise them. But STRs are mounting aggressive 

legal challenges to avoid liability for profiting from illegal rentals on 

their platforms. They claim that Section 230 of the Communications 

Decency Act (CDA) pre-empts local laws and thus protects them 

from any legal responsibility. This section is meant to shield internet 

hosts, such as bloggers, from liability for objectionable third-party 

content posted to their platform.

COMMON GROUND
H.R. 4232, the Protecting Local Authority and 

Neighborhoods (PLAN) Act is a measure that would 

amend Section 230 of the CDA to clarify that the statute 

does not shield internet platforms from liability for 

facilitating the booking of illegal rentals. The legisla-

tion confirms that internet platforms that knowingly 

market illegal rentals can indeed be held liable under 

state and local laws. This would empower cities and 

states to regulate STRs in their communities and bring 

an end to the string of abusive litigation by STRs, such 

as AirBnb, HomeAway, VRBO, and others seeking to 

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

1.844.456.3627    g6hospitality.com/franchising    franchisesales@g6hospitality.com 

FRANCHISE WITH US TODAY.

©2019 All rights reserved. G6 Hospitality Franchising LLC. 4001 International Parkway, Carrollton, Texas 75007. This advertisement is not an offer to sell a franchise. An offer can be 
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HAT HAPPENS WHEN A 
guest walks into a hotel? 

The first glance around has 

a lasting effect – that critical 

first impression. Even before 

that, however, expectations 

are set well before a guest 

walks in the door due to recommenda-

tions from a guest’s family and friends, 

says consulting firm Gensler’s Hospitality 

Experience Index.1

“The best hotels know that designing for 

today’s everything/everywhere customer 

doesn’t mean being everything to every-

one. But it does require a new approach 

to understanding what guests want that 

goes far beyond business vs. leisure or 

millennial vs. boomer,” the index says.

DESIGN IS ABOUT 
REIMAGINING
Don’t just view design as an aesthetic or 

practical experience. Look at design from 

an emotional perspective, in a psychologi-

cal way, says Rebecca McBride, director 

of design and branding for Auric Road.2 

The property management company owns 

Hotel Joaquin in Laguna Beach and two 

others with more coming. Hotel Joaquin 

won Hospitality Design magazine’s Lifestyle 

Hotel award during its 15th annual cer-

emony this year.

“Making a room ‘pretty’ doesn’t really 

connect to people on a deeper level,” 

McBride says. “We approach our hotels 

as more of an inn, with staff who are 

innkeepers, and we meet people on their 

journeys and set a tone for them.”

The company doesn’t build from the 

ground up. “What makes a property as 

authentic as possible is reviving some-

thing that’s always been there, reimag-

ining it because it’s already grounded 

in the community,” McBride says. “That 

sense of community helps make Airbnb 

so popular.”

Design should “gently nudge guests out 

of their comfort zone,” she says. For Auric 

Road, that means doing the unexpected, 

“trying to dial things back to celebrate a 

more analogue lifestyle: no in-room TVs, 

record players with individually curated 

record collections, and no push-button 

coffee machines.”

by STEPHANIE STEPHENS

“Make the room 
amazing, then go 

beyond.”
— GENSLER’S HOSPITALITY 

EXPERIENCE INDEX

 6-MINUTE READING TIME

What the data says about the 
importance of hotel design
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DESIGN TELLS A STORY
Though home sharing is looming over the hotel industry, the 

platform still has some competition from hoteliers.

“Business people traveling for pleasure want something 

completely different. Our guests will remember their hotel 

room in 20 years,” says Steve Segner, entrepreneur owner 

of the luxury, multi-awarded El Portal Sedona Hotel in 

Northern Arizona.

“Each room here tells a story,” he says. The hotel might have 

been built in 1910 in Arizona Territory and is furnished with 

period pieces. “It feels like you’ve stepped back in time or 

that you’re in a museum discovering a time you never knew.”

Hotel owners should be brave but thoughtful, Segner says, 

“to break out of the mold and add flavor from the area, if noth-

ing else, just in the lobby. Guests really want that.”

USE SUBTLE CLUES
Acclaimed, in-demand designer Sean Knibb of Knibb Design 

in Venice, CA, makes welcoming spaces at hotels like The Line 

in Austin – a finalist for that Hospitality Design Magazine 

lifestyle award – and in The Line in Los Angeles.

Try to offer up just what a guest’s sensibilities desire. 

“It’s an environment where they live and sleep for 1.5 days,” 

Knibb says.

He categorizes hotels three specific ways. “Hotels should 

convey a sense of place, and resonate for people trying to find 

peace and solace, to gather themselves and their thoughts,” 

Knibb says. “A city hotel should try to capture energy with a 

party- or revelry-focused atmosphere. Or maybe it should say, 

‘I just want to be rich,’ and have a luxury rich feel.”

For him, hotels are not just hotels. “Hotels can be places to 

centralize your business affairs, a jumping-off point to have 

those engagements,” he says. “They can also say something 

about the neighborhood, with artifacts, imagery, paintings 

Designing the guest experience: What the data says about the importance of hotel design
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“Hotels can be places to centralize your business affairs, a 
jumping-off point to have those engagements. They can also 

say something about the neighborhood, with artifacts, imagery, 
painting or photography, even while referencing nature, materiality, 

purity, and a sense of authenticity.”
— SEAN KNIBB, KNIBB DESIGN
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or photography, even while referencing nature, materiality, 

purity, and a sense of authenticity.”

Knibb uses “subtle clues” to suggest a hotel room not too 

far removed from the average person. Maybe bring in those 

historical elements of what may remind people of their own 

home, “maybe something referencing antiquities, or some-

thing from everyday life like a soap dish or memento found 

in the kitchen, that play with old sensibilities,” Knibb says.

THE NOMENCLATURE OF NATURE
Biophilic design fills the human need to connect with nature 

in our mostly non-natural or “built environment.” As the sus-

tainability consulting firm Terrapin Bright Green of New York 

City explains in “14 Patterns of Biophilic Design,” it “can reduce 

stress, enhance creativity and clarity of thought, improve our 

well-being, and expedite healing; as the world population con-

tinues to urbanize, these qualities are ever more important.”3

The idea is “to create spaces that are inspirational, restor-

ative, and healthy, as well as integrative with the functionality 

of the place and the [urban] ecosystem to which it is applied.” 

Bottom line: “Biophilic design must nurture a love of place.”

In another research project, Terrapin partnered with inter-

national designer of carpet tile Interface.4 Titled “Biophilic 

Design in Hospitality,” the 2017 report shares that a water 

view adds an 18-percent increase in average daily rate, and 

that hotel guests had a 36-percent-higher dwell rate in hotel 

lobbies with biophilic elements. They increase room value 

and they drive more time in key incremental revenue-driving 

areas such as hotel bars and restaurants in addition to lobbies.

816.796.3900 n watcomfg.com
Useful. Innovation.

Patent www.watcomfg.com/patents 
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Designing the guest experience: What the data says about the importance of hotel design

For inspiration, see 1Hotel Central Park, with 200+ rooms 

and suites, and two doors composed of 16,000 twigs, and 

the 27-story Oasia Hotel Downtown, Singapore, with a living 

green tower.5

The October issue of the International Journal of Hospitality 

Management showed biophilic designs elicited stronger positive 

emotional and behavioral responses than the standard design. 

In addition, customers perceived hotels that had biophilic 

designs as being superior in quality.6

CO-WORK AND COLLABORATE
As the publication Commercial Interior Design reported in 

February 2019, laidback luxury usually means creating a “home 

away from home” feeling that may involve a “strong and indi-

vidual narrative,” carefully curated and culturally engaged.7

Guests are experienced and informed, and they know what 

they want – a distinctive experience accomplished through 

design and tailored services, says the report. Personalize the 

hotel experience for guests and make it meaningful: more 

flexibility, technology-oriented concepts, and even experi-

mental interiors.

Not everyone wants to be totally “laid back” with their 

technology. The architecture and design firm Álvarez-Díaz 

& Villalón of San Juan, Puerto Rico, and Miami says lots of 

amenities won’t go too far with poor Wi-Fi. Look for more 

personalization in smart tech design to control not only light-

ing, temperature, and audiovisual systems from a guest’s 

smartphone. Soon, tech may invite guests to choose bedding, 

toiletry items, and in-room refrigerator items pre-arrival.8

The Eaton hotels in Washington, D.C., and Hong Kong have 

Eaton House, with “private, shared, and communal work-

spaces for brainstorming and collaborating” for guests and 

non-guests, the latter paying tiered membership fees “to come 

meet kindred spirits.”9

Finally, to hit the design mark, Gensler suggests, “Make the 

room amazing, then go beyond.”� ■
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FEATURE

T ONE FIVE-STAR PROPERTY IN SAN FRANCISCO, THE 
request is that a team arrive the night of Thanksgiving 

to install an elaborate holiday display. It’s much to 

the delight of patrons still up and has been known 

to bring applause.

“People love the process of seeing it happen, of it all com-

ing to life,” said Laura Burns Lambert, a sensory designer for 

Ambius, which offers interior landscape design for hospital-

ity, retail, offices, health care, and other spaces nationwide.

Truth is, no matter the size of the property, expectations still 

run high for some extra “wow” at the holidays. Over the years, 

however, a few unspoken rules have emerged, not the least 

of which is sidestepping the religious aspects of Christmas 

to create a more inclusive experience. There might still be an 

element of Santa or decorated trees, but nativity scenes, angels, 

and, in some cases, even the colors red and green can be out.

The good news is that creativity in designing a holiday 

display or winter wonderland can help hotels differentiate 

themselves during the season. Lambert and Janice Nath, 

Ambius interior design consultant, compiled a look book of 

holiday ideas for 2019. Inside are fresh and unexpected color 

palettes. There’s also inspired use of branches, birch, florals, 

and greenery to highlight the season, as well as scents like 

peppermint, cinnamon, gingerbread, mulled spices, and pine 

to create a sensory experience.

‘EVERYTHING YOU LOVE’ IN ONE LOCATION
Across the country, the prospect and process of decorating for 

the holidays can bring challenges. Properties of all kinds work 

hard to balance guest expectations, current trends, costs, and 

time, all the while delivering something unique.

Some properties, however, take on the challenge of outdoing 

themselves year after year – and in grand style.

At The Coeur d’Alene Resort in Idaho, for example, 

what started as a few lights out front in 1986 

has grown into an ever-expanding display of 

lights, features, music, and more. Not only is 

there a performance by Santa, there’s also 

a souped-up sleigh complete with flaming 

afterburners, and a floating Christmas 

tree with lights set to Christmas music.

Tree and Santa aside, however, it’s still 

not considered a Christmas event.

“We have always referred to this fun family tradition as 

our annual Holiday Light Show,” said Cally King, marketing 

and public relations manager for the resort. “We want to be 

inclusive of diverse beliefs and traditions across the country.” 

Besides, King said, the display is up from Thanksgiving to 

New Year’s Eve, so it encompasses those holidays in addition 

to Christmas.

“The show has continued to earn accolades year after year, 

and the reason is simple: It’s the best way to experience every-

thing you love about the holidays in one location,” King said. 

“The show is always held to a high standard, in which we are 

proud to deliver a fun and quality presentation year after year.”

In addition to the holiday lights and displays, which are 

custom built in Portland, OR, the property offers Journey to the 

North Pole cruises on the lake and special packages. But the 

“extra” isn’t just relegated to the holiday season. Decorations 

at other times of year include fresh blooms in the spring, 

signature tango-red geraniums in the summer, and softer 

oranges in the fall.

At the Hilton Americas-Houston, meanwhile, holiday dis-

plays have gone up since the hotel first opened.

“However, three years ago, we made a commitment that 

we were going to have some of the best holiday decora-

tions in Houston,” General Manager Jacques 

D’Rovencourt said. “We think we have 

accomplished that goal.”

In true Texas style of going big, the 

hotel has a larger-than-life sculpted 

chocolate rodeo display in the lobby 

for the Houston Livestock Show 

and Rodeo.

At the holidays, then, the sweet-

ness continues. In 2018, Hilton 

Americas-Houston pastry chef 

Mahesh Weerasinghe and pastry sous 

chef Glenna Artripe worked with the hotel’s 

culinary and property operations teams to create a 

life-sized Santa’s Gingerbread Sweet Shop. It was made entirely 

of gingerbread and chocolate, but that’s not all – it was sur-

rounded by full-color, hand-painted children made of choco-

late, chocolate deer, a chocolate Christmas tree, and more. 

All in all, the hotel’s ‘Tis the Season display encompassed 

2.5 tons – and 7.6 million calories – of sugary confections. 

by FIONA SOLTES

ALEX MASTER/SHUTTERSTOCK.COM
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That translates to 800 pounds of gingerbread, 990 eggs, 650 

pounds of butter, 850 pounds of sugar, 300 pounds of royal 

icing, 1,000 pounds of dark chocolate, 725 pounds of white 

chocolate, and 1,850 person hours.

“You either do a great job with it or you don’t,” D’Rovencourt 

said. “They remember when it’s done well, and they come 

back looking forward to it.”

Even with all the seasonal cheer, D’Rovencourt said, “It’s not 

a Christmas event, per se. We want everyone to feel included 

and thoughtfully and purposely called it ‘holiday.’”

CHOOSE IT AND OWN IT
For some, holiday displays are far from extravagant, though 

no less meaningful. They might be as simple as bright 

poinsettias or as gentle as twinkling lights. Regardless of 

the size of the property, trees are still a popular choice 

for the  holidays,  though not necessarily in traditional 

Christmas-y ways. In some cases, the designers said, even 

using the word “Christmas” can be considered a faux pas. 

That’s not to say that there aren’t still properties that include 

religious themes; it may just need to be a more conscious 

decision, either way.

Lambert remembers one client who wanted a tree with 

lights but no decorations; it was an attempt to be sensitive, 

but it ended up missing the mark: “They got negative replies, 

with people asking, ‘Why did you put an undecorated tree 

up in the lobby?’”

Overall, when it comes to festive decorations, she contin-

ued, it’s best to go all in on the design choice and then own it.

DIY OR HIRE A PRO?
One last note when it comes to design: For those considering 

whether to hand off the process to a professional, know that 

working with a designer means planning far ahead; Lambert 

and Nath say most properties will book as early as January 

or February for the following holiday season, allowing time 

for a true collaborative process.

In terms of other “holiday” displays, both designers have 

had clients highlighting Hanukkah – more as cultural tradi-

tion than religious one, perhaps – plus Kwanzaa, Halloween, 

Chinese New Year, as well as the fall and spring seasons.

The end of the year, however, still tends to take the cake... 

or, maybe, the gingerbread.� ■

HOW TO CELEBRATE THE HOLIDAYS WHILE 
INCLUDING GUESTS FROM ALL WALKS OF LIFE

What to consider when 
designing for the holidays

	Focus on cultural traditions 
rather than religious ones
	Think outside of the 
red-and-green box
	Utilize seasonal scents
	Plan ahead

SCHAB/SHUTTERSTOCK.COM
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T
HE GUEST EXPECTATIONS ARE IN: ROOFTOP GAR-
dens are a must and they have to do more than 

look pretty.

Your guests expect a stay at your hotel to dazzle 

them, from the bed they sleep in to the food they 

eat. It’s a social media world and your hotel will thrive based 

on what your guests deem Instagram-worthy, which is why 

innovative hoteliers are catching wind of the endless pos-

sibilities a rooftop space.

Space is a commodity, especially in dense areas like 

New York City. The restaurant and bar trend seemed to fill 

the need most hotels wanted, but the public’s desires have 

shifted. Now, it’s not just the city views that make guests book 

with you. It’s where the food they eat comes from, the special 

opportunity you provide, and the way your hotel is making an 

impact on the environment.

That’s where creating a hotel rooftop garden comes in.

PROFITS IN BLOOM
Growing a garden not only provides an opportunity to give your 

guests a unique experience, but it also gives you a chance to 

use your space to every advantage it can, including creating 

a sustainable source of produce and herbs, eco-friendly sur-

roundings, and opportunities for the community to benefit – all 

while cutting costs and increasing profits.

You have the space, but are you using it to your hotel’s 

best advantage? A few of these rooftop garden trends will 

let you know.

“GROW YOUR OWN” GARDEN
Farm-to-table is a constantly evolving trendsetter. If you have 

rooftop space available, this investment is a must for any hotel 

looking to give its guests a dining experience unlike any other.

Overall prices and shipment costs can be high for vari-

ous foods and herbs your chefs use in their dishes, but this 

trend allows you to take the middleman out of the equation, 

save big, and make your hospitality style more eco-friendly. 

Farm-to-table dining ensures food is local and fresh, allowing 

guests to know where their food is coming from, while cutting 

costs for the hotel, too.

Many hotels are shifting dramatically in this area, like Nita 

Lake Lodge in Whistler, Canada, which emphasizes its roof-

top garden efforts ensure the best quality of food for guests 

by “using locally sourced ingredients in our dining outlets 

whenever possible.”

A better dining experience is not the only perk, though.

Culinary teams have easy access to these ingredients, while 

other parts of your garden can offer a unique dining experience 

or even an escape for your guests. The serene environment of a 

rooftop garden gives your hotel plenty of creative opportunity 

to offer your guests a new experience.

BEE APIARY
“Save the bees!” is now a common theme in most industries 

today, but knowing that bees pollinate most of the food we eat 

isn’t necessarily enough to make you want to start a beehive 

on your hotel roof.

LATEST TRENDS IN ROOFTOP 
GARDENS, FOUNTAINS, 
AND FARM-TO-TABLE

by TAYLOR DAVIS

 10-MINUTE READING TIME
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You might be thinking, “Wouldn’t bees be a turn-off 

for guests?” Not according to some trendsetters in the industry 

who are seeing multiple returns from creating bee apiaries 

in their rooftop garden.

Fairmont Waterfront in Vancouver, Canada, has turned 

its bee apiary into a thriving part of its business. Their 

2,100-square-foot rooftop garden is home to the “Bee and 

Bee,” a pollinator hotel – a collection of beehives – which gives 

them easy access to local honey that’s a delicious addition to 

their culinary creations.

“Our chefs find creative new ways to infuse honey into our 

dishes, including chocolate, pastries, salad dressings, and 

signature cocktails,” said Kristyna Vogel, manager of market-

ing and public relations for the Fairmont Waterfront Hotel.

The bees produce approximately 200 pounds of honey 

on-site, and 2,000 pounds including off-site hives annually, 

while also providing a unique experience for guests to view 

the bees in action. The bee apiary opened up new avenues 

for partnerships to not only create signature honey-infused 

cocktails and beers, but also host beekeeping workshops, sell 

jars of honey, host bee-inspired art installations and events, 

offer special guest packages, and build an experience for the 

community unlike any other.

ECO-FRIENDLY MATERIALS
Not all materials are made the same, and with the “support 

local” trend that’s blossoming, your rooftop garden is the 

perfect opportunity to make a statement that you’re invested 

in your community’s health in more ways than one.

Eco-friendly materials can be easily sourced from local 

areas, giving your clients a local experience. The Fairmont 

Waterfront in Vancouver has made strides in the bee apiary 

department, but they also went eco-friendly with their materi-

als, creating their “Bee and Bee” from purely local venues. The 

Growing a garden, growing your profits
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wood for the structure, fire bricks, logs, burlap, branches, and 

plants were all donated, collected, or sourced from locations 

around the city, while the bumblebee nests were woven using 

scavenged ivy, wool, and leaves.

Other ways to kick it up a notch in the going green arena 

may be small shifts into things like composting and avoid-

ing pesticides in your rooftop garden. Investing in plants 

that are bee-friendly and those that purify the air or absorb 

pollution can also go a long way in establishing your hotel’s 

green reputation, attracting more guests who are interested 

in leaving less of a footprint during their stay.

WATER RECYCLING FOUNTAINS
Water waste is a habit most of us don’t know we have, and 

it’s costing us more than we realize. Water crises have been 

identified as the third-most-impactful global risk by the 2016 

World Economic Forum Global Risk Report.

What if you could reuse the water you already have access to 

for more? It would not only cut down on water usage but also 

make the water you do use go the extra mile. Reusing water can 

be easy once a filtration system is in place, and it allows you 

to use both natural rainfall and previously used hotel water 

for other purposes, such as watering your rooftop garden.

Greywater recycling is a system that treats and reuses 

the water from machines like dishwashers and showers 

to irrigate the hotel’s plant life. Thanks to the wonders of 

the sky, rainwater can also be collected, filtered, and fed 

back into the property, cutting water costs. These treat-

ment options have systems that ensure the water is clean 

and usable for non-drinking purposes, such as laundry, 

garden, and toilets.

Options for a stellar rooftop garden
	Fresh fruits, vegetables, and herbs
	Bee apiary
	Guest relaxation zones
	Kids’ play areas
	Health and wellness spots
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Low-risk cost-saving initiatives like this increase efficiency, 

giving you more bang for your buck, while creating a big 

impact on your profits and the world. Plus, with the desire 

for eco-friendly additions, this also gives your guests more 

reasons to stay with you.

VERTICAL GARDENING
While growing a rooftop garden of any kind may seem like a 

good idea, space can be a huge problem to overcome. Hotels 

are now using vertical gardening, taking advantage of sunny 

wall space to grow fruits, vegetables, herbs, or flowers.

While most are crafted with easy shelving on the wall or 

hanging plants, some trendsetters utilize “living walls” to hang 

plants, cool the building, and purify percolating water (such 

as greywater) to water the plants and recycle for other uses.

A living wall in your garden can be developed with a hydro-

ponic growing system that does everything mentioned above 

and gives the wall an aesthetically pleasing landscape. Vertical 

gardening may be exactly what you need to spruce up a small 

space, while still benefiting from the herbs and vegetables 

you grow there.

ROBOGARDENING
Technology is everywhere, so it’s no wonder that innova-

tors have discovered new ways to bring gardening into the 

21st century by using those high-tech tools to make garden-

ing much easier.

Devices are being constructed right now to not only help 

with the small stuff, like watering and weeding, but also to 

take all the heavy lifting out of gardening. Planting, main-

taining, warding off pesky critters – they’re all taken care 

of thanks to robogardening devices that require Wi-Fi or an 

app on your phone. Apps can even tell you what to plant in 

a given area and reorder seeds for you throughout the year.

Some setups take only an hour. So, if you’re ready to make 

that “grow your own” garden a reality, there are plenty of tech 

gadgets to take the stress out of it.

Robogardening is on the rise and you can easily add it to 

your rooftop expansion project to limit overall investment 

while getting maximum results.

ZONES
Despite a rooftop usually being a smaller space, the concept 

of specific zones for different needs is quite ingenious. Your 

guests have the space near the corner to engage in a serene, 

relaxation space for quiet activities like meditation, while 

another area is a designated kids’ play area and a lush garden 

seating area for adults.

Think about how this zoning trend opens up new benefits 

to designing the perfect space. Your relaxation zone inside 

the rooftop garden can be the perfect refuge for employees 

to de-stress, step away from the hustle, and enjoy nature. 

The Journal of Positive Psychology proved that just five minutes 

in nature can increase positive emotions, which maximizes 

customer experiences and employee satisfaction.

This zoned areas can also open up new possibilities for 

events, such as hosting a yoga class, like The Ritz-Carlton 

Georgetown in Washington, D.C. Their outdoor garden known 

as “The Yard,” is actually a ground-floor installation and a 

perfect example of how to transform a concrete jungle into a 

shaded oasis for the community, while offering new opportu-

nities for clients who are looking to rent out a space.

“We saw great potential in transforming the space known 

today as The Yard,” General Manager Marcus A. Loevenforst 

said. “The tiered gardens and large patios shaded by lush 

foliage provide a blank canvas for clients with unlimited 

possibilities – a rare option for those looking for venues in 

Washington, D.C.”

EXPANDING INTO PROFIT
Rooftop gardens may not have been a thing in the past, but 

there’s no mistaking the appeal to older and younger genera-

tions alike. The craving for better-tasting food, memorable 

events, eco-friendly environments, and easier access to lush 

greenery in the face of an overwhelmingly stressful world, 

while straddling the dwindling space epidemic, is certainly 

a challenge.

Fortunately, hotels that rise to the occasion are the ones 

that prosper, and your rooftop garden can be the beginning 

of a whole new world of profitable possibilities.

You have the space, but are you using it to your hotel’s best 

advantage?� ■
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FINANCE

T
UNE INTO THE NEWS 
these days and you’re 

sure to find talking 

heads from around the 

world calling for an eco-

nomic downturn. It’s 

natural to jump to this conclusion given 

the amount of time that has elapsed 

since the last recession and the length 

of this economic recovery. There are also 

increasing structural signals, such as 

an inverted Yield Curve, lack of infla-

tion, overheated valuations for various 

asset classes including hotels, too much 

liquidity chasing deals, and lax lend-

ing, that typically indicate significant 

friction in the market. In the past, sig-

nals like these would have ignited fear 

of economic Armageddon. But today’s 

market is different and the forecast less 

ominous. Let’s explore why.

AN INVERTED YIELD CURVE – 
WHAT IT TELLS US
The Yield Curve is a graph that depicts 

the relationship between interest 

rates over a time horizon. It answers 

the question of what interest rate is 

the market willing to yield for bor-

rowing money locked for a certain 

period of time. Historically, the Yield 

Curve has been a symbol of the price 

of money. Typically in normal mar-

kets, the rate to borrow for a short 

term is lower than the rate to borrow 

money for a longer term. This concept 

is very intuitive and results in a posi-

tively sloped Yield Curve where borrow-

ing money for one month is at a lower 

rate than borrowing money for 10 years. 

During the past several months, how-

ever, the Yield Curve has flipped to a 

negative slope. In this environment, the 

rate an investor can yield for investing 

in short-term debt is higher than that 

of investing in long-term bonds. This 

phenomenon is known as an inverted 

Yield Curve.

The talking heads, market pundits, 

and economists always view the inverted 

Yield Curve as a sign of an impending 

recession. This has been a formal signal 

since the initial charting of the Yield 

Curve. If we look back, 100 percent of the 

time, an inverted Yield Curve has been 

a leading indicator of a major economic 

slowdown. To understand why this may 

not be the case today, we have to look 

at the birth of our country’s Federal 

Reserve Bank (the Fed).

WHAT IS THE FED?
Commissioned by Congress and 

President Woodrow Wilson in the after-

math of the Panic of 1907, the Fed was 

designed to be a fail-safe mechanism 

of our government. It was created as 

a monetary institution to govern and 

regulate the money supply and demand 

of the United States’ economy and the 

U.S. dollar. One of the major tenets of the 

Fed was that its job is to control the cost 

and velocity of the money as it relates 

to the U.S. dollar by managing economic 

growth and inflation. It accomplishes 

this by deciding at what interest rates 

the U.S. dollar can be borrowed or lent. 

Because it regulates the most important 

currency in the world, structurally, the 

Fed is designed to be a nonpartisan and 

objective force.

Are we facing 
an economic 
downturn?

Are today’s market signals 
being driven by the same 

factors as the last recession? 
What’s different this time?

by RUSHI SHAH
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Rushi Shah is principal 
and CEO of the commercial 
mortgage and real estate 
investment banking firm 
and AAHOA Club Blue 
Member Mag Mile Capital. 

As a leader in hospitality financing, Shah 
specializes in structuring and placing 
high-leverage, non-recourse bridge and 
permanent debt with cash out for full – and 
limited-service hotels nationwide. Since 
joining the firm’s predecessor, Aries 
Capital, in 2015, Shah has structured and 
closed hundreds of millions in financing for 
all property types. Shah has held previous 
positions at Northern Trust and has an 
MBA from the University of Chicago’s Booth 
School of Business.

None of the former presidents have 

ever directly or indirectly tried to influ-

ence what the Fed does to the interest 

rates policy. Instead, the president’s 

role has typically ended at appointing 

the board’s chairman. This objectiv-

ity and independence has historically 

resulted in highly predictable interest-

rate markets. The markets review the 

Fed’s transcripts, identify signals, and 

extrapolate those signals into long-term 

interest rates. But things aren’t as simple 

today. Let’s look at why.

ANALYZING THE YIELD CURVE
The short-term portion of the Yield Curve 

is usually anchored by the Fed’s tangible 

and public actions. The medium-term 

and longer-term portions of the Yield 

Curve, however, are shaped by the 

signals and guidance provided by the 

Fed’s chairman and board after each 

of their meetings. Long-term inter-

est rates are nothing but a forecast by 

futures traders and market participants 

of where they believe short-term inter-

est rates will be over a longer horizon.  

    The way the future traders are operat-

ing this time around, however, is very 

different from how they have acted in 

the past. One can argue that social media 

is the catalyst for this change. By pub-

licly tweeting his expectations of the 

Fed, the president now has the ability 

to directly influence the Fed’s policy 

decision. The last time economic condi-

tions looked like this, technology such 

as Twitter wasn’t widely used and didn’t 

have the strength to move markets. This 

time around, when the president pub-

licly asks the Fed to lower rates, traders 

factor it into their forecast. This drives 

long-term interest rates lower, even 

without an actual economic slowdown.  

    While the Fed has often lowered rates 

to fight economic slowdown or to reduce 

inflation, it seldom reduces rates to help 

a trade war. The good news is lower rates 

in general help prolong our economic 

recovery. A fringe benefit of lower rates is 

they effectively neutralize the effects of 

tariffs by lowering the value of the dollar 

and making exports more attractive. This 

can then boost domestic manufacturing 

and consumption, creating a win-win for 

our country.

LACK OF INFLATION
One reason the Fed has been reluctant to 

lower interest rates is because of the lack 

of inflation in the economy. However, 

a tight labor market can result in wage 

inflation which eventually results in 

inflation. While we aren’t facing that 

issue today, the Fed appears to have put 

the cart before the horse. The market 

participants agree and that is the reason 

why they continue to bid the long-term 

interest rates lower. This action results 

in an inverted Yield Curve but isn’t nec-

essarily a strong sign of a recession.

OVERHEATED VALUATIONS
There are pockets within the U.S. where 

the market is most definitely overheated 

and asset values are much higher than 

the cash-flow numbers actually justify. 

This signal is a result of lower long-term 

rates for the reasons explored above, and 

because the U.S. is the country of choice 

for investment and stellar risk-adjusted 

returns by foreign and domestic capital.

EXCESS LIQUIDITY
After the last recession, the institutional 

capital markets, as well as households, 

increased their cash reserves. Media and 

market participants have eagerly waited 

for the next recession, prompting every-

one to use the time to hoard cash. This 

accumulation of liquidity or cash sitting 

on the sidelines in the form of private 

equity and debt funds, and other shadow 

banking participants, could potentially 

cause a self-correcting slowdown. In 

other words, any slowdown can correct 

itself by capital being deployed to exploit 

failed assets.

LAX LENDING MARKETS
Due to the amount of liquidity in the 

shadow banking system, one might think 

that the lending markets are lax. While 

capital is flowing freely, the metrics by 

which lenders gauge risk have evolved 

since the last recession. Today, lenders 

capture a much-more-accurate picture 

of the assets. This increased discipline 

is one more reason why we are enjoy-

ing a prolonged economic cycle this 

time around.

WHAT TO WATCH
If there is one signal to watch, it is the 

supply landscape. If the hotel industry 

continues to keep building just for the 

sake of building without a clear strategy, 

it will prove to be its own worst enemy. 

The demand has to grow in order for the 

supply to be able to absorb it. This simple 

mantra is what will keep this economic 

recovery sustainable.� ■

 7-MINUTE READING TIME

“If there is one signal to watch, it is the supply landscape. If the 
hotel industry continues to keep building just for the sake of building 

without a clear strategy, it will prove to be its own worst enemy.”
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Beware 
of hidden 
taxes this 
holiday 
season
by ALFREDO ORTIZ
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T
HANKSGIVING BRINGS GOOD 
food, great company, and the 

busiest travel days of the 

year. Whether you plan  to 

travel by car or plane for the 

holiday, or spend big on pres-

ents, the government has imposed excise 

taxes, or extra fees, that will leave you less 

than joyful this holiday season.

For those traveling by air, various taxes are 

applied to the base price of a ticket, which 

help maintain and operate airways and air-

ports, strengthen national security, fund 

environmental protections, and more.

It’s a bit complicated, so let’s break these 

taxes down further.

TRAVELING BY AIR AND CAR
For domestic flights, there is a general airline 

tax applied to the base fare, a flight segment 

tax, a September 11 fee, and a passenger facil-

ity charge, all of which depend on a specific 

itinerary. For international flights, these fees 

increase and additional taxes are added on. 

For example, on a domestic trip base fare of 

$100, taxes would increase the total cost by 

about 35 percent.

Planning to travel over state lines by car 

this holiday season? If so, beware of the vary-

ing gasoline taxes in different areas. While 

the federal government applies an even tax 

rate across the country, additional taxes are 

often tacked on by states and cities.

For example, in California, the state tax on 

gas is 14 cents per gallon, the state excise tax is 

47 cents per gallon, and the federal excise tax 

is 18 cents per gallon. In total, that’s almost a 

dollar more per gallon because of taxes.

HOSPITALITY TAXES
The hospitality industry is not exempt from 

these taxes. There is often a steep tax applied 

to hotel guest bills. As with the gas tax, this 

amount varies depending on location.

For example, the highest occupancy tax 

that hits hotel goers is seen in the District 

of Columbia, coming in at 14.95 percent. 

However, luckily for visitors to the Capital 

City, an additional sales tax does not apply. 

In Hawaii, it’s a different story. While the 

lodging tax is only 10.25 percent, an addi-

tional 4 percent sales tax is added to the bill, 

totaling 14.25 percent. For those thinking of 

jetting off to the warmth of the Aloha State 

for a winter vacation, be sure to factor in these 

additional costs.

PURCHASING CONSIDERATIONS
Keep in mind sales taxes that also differ by 

state as you begin to purchase gifts for your 

loved ones. For example, the sales tax for 

California is 7.25 percent. Colorado’s sales 

tax is the lowest at 2.9 percent. Some states 

don’t have any sales tax at all.

Last year, the National Retail Federation 

found that consumers were expecting to 

spend roughly $1,000 on items such as gifts 

and decorations. So, this tax can really add up.

All of these taxes – both hidden and 

known – can add a staggering amount to 

what appears to be a reasonable trip or 

gift. But knowing about them will give us 

one more thing to be thankful for this holi-

day season.� ■

Alfredo Ortiz is the president of the Job Creators 
Network.
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CITY SPOTLIGHT

F ALL THE DESTINA-
tions in the U.S. and 

across the world, 

there is arguably none 

more popular than 

New York City. The Big 

Apple welcomed 65.1 million visitors in 

2018, according to NYC & Company, the 

city’s tourism and marketing agency. 

It was also New York’s ninth straight 

year of tourism growth, the agency said 

in its 2018-19 report. Total direct visi-

tor spending for 2017 was $44.2 billion, 

which generated $12.1 billion in taxes 

and supported 391,400 jobs.by ASIF LAKHANI
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51.5M
domestic 
visitors

13.6M
international 

visitors

9th
straight year of 
tourism growth

88%
average 

occupancy rate
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For more than 20 years, we’ve specialized in helping you process payments without hidden 
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CITY SPOTLIGHT

Nationwide 
Services:  

■ Liquidated 
 Damage 
 Claims

■ New 
 Agreement
 Negotiations

■ Expert 
 Witness

■ Mortgage
 Assistance

 Faced With Termination Fees?
Franchise Negotiations.com has been negotiating 
liquidated damage claim settlements for the 
past 15 years. We can provide dozens of great 
references from happy clients. The best part is 
that we will do it for a low flat fee.

Call us today for a free consultation on your case.

FranchiseNegotiations.com
Gino Belmonte, President and CEO
Steve Belmonte, Expert witness services 
Cell: (773) 255-3646 / Office: (815) 728-7060
Email: gino@franchisenegotiations.com  

974680_Franchise.indd   1 8/22/19   3:06 AM

An overwhelming majority of New 

York City visitors in 2018 – 51.5 million 

to be precise – were from domestic mar-

kets, while 13.6 million came interna-

tionally. The most international visitors 

came from the United Kingdom, China, 

Canada, Brazil, and France, respec-

tively; the top three countries had 

more than one million visitors each, 

according to NYC & Company’s data. 

Their report anticipates 2019 having a 

record 14 million international visitors. 

For perspective, the World Atlas says the 

U.S. welcomed 80 million international 

visitors total in 2018.

Unsurprisingly, New York City hotels 

are thriving – so much that demand 

exceeded inventory growth in 2018, 

according to NYC & Company. The 

average occupancy rate was 88 percent 

for the year and above 90 percent for 

six of those months, and the ADR was 

$291, the report said. New York City is 

on pace to have 137,000 hotel rooms by 

2021, marking a roughly 19,000-room 

increase from 2018.

Enchanting attractions, marquee 

events, meticulous urban planning, 

and a one-of-a-kind energy are at the 

foundation of New York City’s iden-

tity and brand – all working in unison 

as the fuel for the city’s unmatched 

tourism industry. Hudson Yards is the 

nation’s largest private development. 

One World Trade Center is the tallest 

building in the Western Hemisphere. 

Central Park will be instantly recogniz-

able forever.

Regular events include New York 

Fashion Week, held in February and 

September annually, a number of holiday 

parades, and the U.S. Open tennis tour-

nament. The city also hosted WorldPride 

2019 at the beginning of the summer, 

which was the first time the parade was 

held in the United States.

While Oklahoma City (City Spotlight 

October 2019) has the luxury of devel-

oping with technology and Phoenix 

(September 2019) has unmatched geo-

graphic resources, New York City will 

always have its popularity, one-of-a-kind 

energy, and timeless appeal. The nation’s 

capital may be in Washington D.C., but to 

check the country’s pulse and direction, 

one need only look at what’s happening 

in New York City.� ■
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TECHNOLOGY

change the function of these spaces to 

adapt to a streamlined check-in culture.

However, the hotel lobby likely isn’t 

going to completely go away any time 

soon. But it will look a bit different and 

serve a separate purpose. In the place 

of concierge desks, some hotels have 

modern, self-serve kiosks that they 

can use for check-in or folio review. A 

prime example of this trend is the new 

CitizenM hotel in Boston. Now the lobby 

resembles a “hip coffee shop,” giving 

customers a relaxed spot to wait for their 

rideshare or meet up with a traveling 

companion that is more closely related 

to a cozy living room vignette than a 

traditional hotel lobby.

But even as technology continues to 

permeate nearly every aspect of the 

guest experience, there are some things 

Aside from adding new devices to 

the in-room experience, technology, 

and the infrastructure to support it, is 

shifting how hotels approach design. 

Let’s explore ways your hotel can take 

the guest experience to the next level, 

and the best ways to evolve your design 

plans with it.

FRONT DESK FACELIFT
Innovation can be first experienced 

right as guests arrive at your hotel. For 

many modern properties, gone are the 

days of the large banks of concierge and 

check-in desks. Digital check-in is on 

the rise, as 68 percent of guests want to 

speed up the check-in process by using 

their smartphones, according to Zebra 

Hospitality’s 2016 Vision Study. But for 

many properties, they will now need to 

I
N THE AGE OF THE ON-DEMAND 
guest, hotels are facing an evolv-

ing expectation of what a “home 

away from home” really means. 

Hotel patrons of the past expected 

hot water and a comfortable mat-

tress, but today’s travelers are looking for 

streaming services, high-speed Wi-Fi, 

and app-based check-in – all from the 

comfort of their room.

Approaching the tech-focused gen-

eration of customers isn’t an easy task, 

especially as legacy hotel brands must 

work to advance their offerings without 

losing the charm of existing properties 

or alienating the less tech-savvy. Even 

harder still is the fact that having all 

of these amenities changes the entire 

experience from check-in down to how 

a lobby or room looks and feels.

IT is 
the new 
interior 

designer
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Technology has an 
important role in the 
modern hospitality 
guest experience

by JADY WEST
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spaces (and the Wi-Fi and other ameni-

ties that will be needed to support them). 

Make sure your signage is upgraded to be 

flexible and visually interesting, allow-

ing for easy streamlining of traffic with 

a contemporary twist. Finally, don’t be 

afraid to bring smart technology into 

guest rooms, but be sure you’ve thought 

through the role each gadget will play in 

the guest experience. And for now, stay 

clear of the robots.� ■

study by Pew Research, almost half of 

Americans use digital voice/AI assistants 

and one in six uses “smart” speakers at 

home, according to a study by NPR and 

Edison Research. This rise in at-home 

gadgets is also fueling the need for 

them to become more commonplace in 

hospitality.

But adding in-room streaming capa-

bilities and Amazon Alexa isn’t always 

just as simple as “plug and play.” The 

room design will often need to shift to 

be centered around technology or cus-

tomizable in-room experiences. Even 

the average TV-watching experience 

is changing, as many hotels use smart 

TVs to enhance the over-the-top (OTT) 

content experience through stream-

ing services/devices or casting options. 

Technology that can even be leveraged 

for customizable ambiance, like art, is 

now a possibility through augmented 

reality. Just look at Marriott and Lifewtr’s 

recent in-room partnership.

Hotels should also prioritize in-room 

tablets that control in-room technolo-

gies and design elements. The same 

Cox Business survey found that one-

third of surveyed consumers felt that 

an in-room tablet with functionality to 

control lights, temperature, entertain-

ment, and room service would be the 

top technology to improve their stay.

BEFORE YOU CHECK OUT…
In short, for hotels looking to bring 

their services into the modern age, it’s 

important to consider the lasting effects 

technology will have on design and 

infrastructure needs. When implement-

ing a new experience, like self-serve 

check-in, consider how current spaces 

will need to be altered to maximize the 

the world just isn’t ready for. A recent 

Cox Business study found that 60 per-

cent of guests found robot bellhops to 

be more “creepy” than “cool.”

But aesthetics aren’t the only focus 

for hotels. From a technology stand-

point, hotels need to ensure they have 

high-density Wi-Fi strategically placed in 

high-traffic areas to support tech-driven 

conveniences like digital check-ins, 

checkouts, and account review, as well 

as a large volume of personal devices 

that will traffic these areas. Technology is 

changing design, and that will change the 

technology required to support it, as well.

DON’T FORGET DIGITAL 
SIGNAGE
With these new experiences like a 

kiosk-only check-in, guests are more 

likely to need guidance to navigate 

the property. Clear signage and way-

finding markers are a necessity to 

help usher guests through a possibly 

unfamiliar process.

Static signage is on its way out in favor 

of flexible digital signage that can be 

updated more frequently and stream-

line wayfinding. Going digital also 

gives hotels the opportunity to utilize 

wayfinding as a focal point of design 

or advertising, all while streamlining 

traffic flow.

IN-ROOM IS EN VOGUE
When guests arrive at their rooms, they 

expect more than just creature comforts. 

They want the type of experience they’re 

used to at home. In fact, according to a 

Jady West is director of 
strategic sales for Cox 
Business and Hospitality 
Network. In this capacity, 
Jady works closely with 
CB/HN Leadership and 

leads a team of sales professionals 
in the rapidly expanding Strategic 
Accounts market. Jady is responsible for 
driving continued sales development 
and growth, strategic planning, 
cross-functional alignment, budgeting, 
and planning for the Government, 
Gaming and Lodging verticals, 
Hospitality Network, and the third-party 
Agent Channel.

~50% of 
Americans use 
digital voice/AI 

assistants.

One in 6 
Americans 

uses “smart” 
speakers at 

home.

found robot bellhops to be 
more creepy than cool.

felt that an in-room tablet 
with functionality to 

control lights, temperature, 
entertainment, and 

room service would be 
the top technology to 

improve their stay.

60% 
of guests

1/3 
of surveyed consumers
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GUEST EXPERIENCE

I
N A RECENTLY RELEASED 
report titled “Hospitality Design 

and Well-Being: Quality Sleep at 

Hotels,” the American Society of 

Interior Designers describes how 

design can help hotels promote 

deep, restful sleep. Although noise does 

not top the list of sleep-disrupting fac-

tors documented in this report, various 

noise sources are cited individually that, 

when added together, account for 46 per-

cent of total disturbances.

Sleep deprivation – due to delayed 

onset, interruptions to sleep state, 

and awakenings – can have a num-

ber of psychological and physiologi-

cal impacts on guests. These run the 

gamut from not feeling well-rested 

enough to tackle the day’s activities to 

more serious, cumulative effects that, 

according to John Hopkins researcher 

Patrick Finan, Ph.D., include increased 

risk for heart disease, cancer, demen-

tia, and obesity.

SOUNDING OFF 
UNHAPPY GUESTS
Noise issues can also have a consider-

able impact on the property. Dissatisfied 

guests are less likely to return and more 

inclined to post a negative review. As a 

result, a hotel’s reputation and bookings 

can suffer. For example, a TripAdvisor 

survey found that 55 percent of guests 

look at online reviews specifically 

addressing sleep quality before making 

a reservation. There are also direct costs 

associated with appeasing unhappy visi-

tors, such as by offering discounts.

When trying to tackle this problem, 

property owners and managers tend to 

focus exclusively on reducing overall 

volume levels within guest rooms, pri-

marily by increasing the specifications 

for walls, doors, and windows, and pur-

chasing quieter equipment. However, 

when it comes to sleep, studies show 

that dynamic range – or the variation in 

volume – is often the primary culprit.

THE SCIENCE OF SLEEP
Sleep studies conducted in health care, 

military, and residential facilities show 

that variations in our acoustic envi-

ronment are difficult to ignore – even 

while we are asleep – because our 

senses are designed to detect changes 

in our surroundings. And as the dif-

ference between a room’s background 

sound level and any intermittent noises 

increases, so does the likelihood that our 

sleep will be disrupted. This research 

also indicates that we sleep better in 

rooms in which we are exposed to 

continuous sound of a certain volume 

than those in which we experience 

The rising importance of achieving 
effective acoustics in hotels

by NIKLAS MOELLER

A sound approach 
to noise control
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Niklas Moeller is the vice 
president of K.R. Moeller 
Associates, manufacturer 
of the LogiSon Acoustic 
Network and MODIO 
Guestroom Acoustic 

Control (www.modio.audio). He has 
more than 25 years of experience in the 
sound-masking field.
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intermittent noises, even if they are of 

the same average level. For example, 

infrequent bursts of periodic traffic are 

far more disruptive to sleep than the 

constant sound made by a steady stream 

of traffic.

By way of example, I was recently 

asked to make sound-level measure-

ments in a residential bedroom because 

the occupant had complained to town 

officials about traffic noise from an 

adjacent road. Though the occupant 

was confident that volumes exceeded 

local regulations, tests revealed that 

when traffic passed by, peak volumes 

only reached 40 to 41 A-weighted deci-

bels (dBA). The occupant perceived 

them as higher due to the significant 

14- to 15-dBA change in volume from 

the bedroom’s low background sound 

level of 26 dBA.

Hotel owners and managers might be 

surprised to learn that the noise peaks 

that disrupt guests’ sleep and comfort 

are often not much greater than 40 dBA. 

To put it in context, normal conversa-

tion is in the range of 50 to 60 dBA. 

While one would not usually describe 

40-dBA noises as “loud,” they are very 

disruptive within the pin-drop environ-

ment of guest rooms, which typically 

exhibit background sound levels of only 

28 to 32 dBA.

BACKGROUND NOISE
Guests can be made more comfortable 

by using a sound-masking device to 

increase the room’s background sound 

level. Though adding sound might seem 

contrary to the goal of achieving effec-

tive acoustics, the premise is simple: any 

noise lower than the new background 

sound level is masked, while the impact 

of those above it is lessened because the 

degree of change between the baseline 

and any volume peaks is smaller.

Because most noises entering guest 

rooms are near or below 40 dBA, they 

are easily muted by a relatively low level 

of masking (40 to 45 dBA). Though this 

level will not always completely cover 

an offending noise, it will reduce both 

the frequency and magnitude of volume 

changes, creating a less variable – and, 

therefore, more comfortable – sleeping 

environment for guests.

Sound masking can also be used to 

treat acoustic issues in other areas of the 

property. For example, there is a growing 

trend whereby brands are promoting their 

hotels as co-working spaces (to which 

some have applied the tongue-twisting 

term “corporatality”) – an approach that 

can work better for those engaged in 

business “on the go” than the traditional 

monthly membership structure used by 

co-working companies.

However, success depends on more 

than providing a convenient place to 

work. Properties should endeavor to cre-

ate an environment that supports occu-

pants’ needs. While some have simply 

added more electrical outlets and USB 

ports to make existing common areas 

more appealing to mobile workers, oth-

ers offer spaces specifically designed 

to augment their ability to host busi-

ness activities. Sound masking can be 

installed in dedicated co-working spaces 

in order to improve speech privacy and 

concentration – the role this technology 

has played in commercial offices and call 

centers for several decades.� ■
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DESIGN

craftsmanship of traditional European 

furniture makers with an aesthetic that 

takes into account American sensibili-

ties: warm woods, curved frames, deco-

rative stitching, and so forth. These 

elements help enrich a space, acting 

as a storyteller with unique details 

that offer a balance between form 

and function.

LOCATION, LOCATION, 
LOCATION
Hotels are no longer “one size fits all;” 

instead, the approach is localized, 

S WE ENTER AN INCREAS-
ingly fast-paced and mech-

anized design industry, 

trends have started to 

run their course faster 

than the seasons do. 

Brands hop on and off the bandwagon 

in search of the next product, element, 

color, or style expected to become main-

stream. And yet, our team foresees a 

trend that is here to stay well into 2020 – 

the return to European-inspired design.

To dive in a bit deeper, we are seeing 

hoteliers and designers celebrate the 

making each property unique based on 

its surrounding environment. All hotels 

are in search of that “Instagrammable 

moment,” or what furniture, paint color, 

or other detail will help it to differentiate 

itself from the plethora of other available 

accommodations.

Part of the resurgence is the reversal 

of how the industry was approaching 

hotel design. In the past, we were seeing 

developers tearing buildings down in 

their entirety and starting anew. Now, 

designers, hoteliers, manufacturers, 

and contractors are exploring ways to 

The return 
to European 

design
by LAWRENCE CHALFIN

“While luxury is 
still top of mind, 

it shouldn’t be 
the sole design 

intention.”
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uphold, maintain, and restore buildings 

that capture a city’s history or culture. 

A parking-lot-turned-medical-center or 

an empty warehouse transformed into a 

nightclub have become more appealing 

than a one-size-fits-all new build. Recent 

boutique hotel openings exhibit some-

thing old and something new, a classic 

tale with a fresh perspective. Marble 

walls from decades ago, reupholstered 

antique furniture, tables broken apart 

and pieced back together in a fresh 

form – all of these are being incorporated 

into renovation projects.

WELCOME HOME
Another component to consider is the 

influence of residential design. Younger 

guests are seeking out spaces that feel 

more like home so that they can “live like 

a local” and fully immerse themselves 

into their surroundings. Home sharing 

has an inevitable “residential feel,” and 

in order to compete, hoteliers have to 

reconsider the way they are approach-

ing the look and feel of their proper-

ties. While luxury is still top of mind, it 

shouldn’t be the sole design intention. 

Creating a space that feels like home 

means that guests should be able to walk 

in a room and kick their feet up, relax, 

and feel comfortable enough to spread 

out their belongings, call a friend, or lis-

ten to music – as if the room was truly 

theirs. Hoteliers have to ensure guests 

don’t feel as though they could be in 

any hotel, in any city, in any country. 

Hence the need to be rooted in location 

and have the design reflect that vision.

FORM VS. FUNCTION
Bringing it back to the specifics, we see 

the return to European-inspired crafts-

manship as it relates to furniture design. 

Hoteliers want quality furniture, which 

is why asking important questions such 

as how to maintain and how to avoid the 

inevitable “wear and tear” a piece will 

have in a high-traffic area is key. As a 

specific example, hoteliers can inquire 

about how the manufacturer navigates 

“quality assurance” and “quality control” 

for their products. Quality assurance is 

a proactive process to improve develop-

ment and prevent defects during the 

manufacturing process. Quality con-

trol is a reactive process that seeks to 

identify and correct defects in finished 

products through testing. We believe 

that these two components must work 

in tandem to eliminate problems and 

provide a consistent result. Questions 

like these should be answered upfront 

so that management knows that the 

product is able to be maintained and 

can withstand all of the foot traffic in a 

hotel or resort property.

CUSTOM CONSIDERATIONS
When evaluating these custom pieces, 

there are a few components hoteliers 

should consider in depth. For example, 

tufting adds a decorative, distinguished 

element to furniture and cushions. 

Stitches or blind tufts may be sewn 

through the upholstery to create dimen-

sion and pattern. On the functional side, 

tufting prevents the stuffing inside the 

piece from bunching or shifting. Another 

example is the seat suspension. Sinuous 

springs, cross tied to each other, or clas-

sic eight-way hand-tied coil springs 

connect to the frames for strength and 

resilience. This method provides a sus-

pension with consistent quality through-

out the seat surface, which is something 

hospitality spaces must be keen on.

Despite the industry’s brief “cookie-cut-

ter” direction, with products from vary-

ing brands looking more alike and a 

general loss of brand identity in hotel 

design, designers and specifiers have 

rediscovered the love for the handmade, 

the tiny details, and spaces that reflect 

the design intent individually and as a 

whole. Though as a longstanding product 

manufacturer and active participant in 

the community, we don’t think it was ever 

fully lost. European-inspired design has 

certainly reemerged in a big way.� ■

Lawrence Chalfin is president of Samuelson 
Furniture (www.samuelsonfurniture.com), 
a Jersey-based manufacturer of high-end 
casegoods and seating for four- and 
five-star hospitality projects around the 
globe. For additional tips, readers can 
refer to the company’s white papers: 
https://samuelsonfurniture.com/whitepapers.
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Ask manufacturers the following questions:
	How does your company navigate quality assurance and quality control?
	How should we maintain the furniture?
	What steps can we take to prolong or prevent wear and tear?

 4.5-MINUTE READING TIME
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AAHOA CLUB BLUE, PLATINUM & SILVER MEMBERS

AAHOA CLUB BLUE 
MEMBERS

 
ADP, Inc. 

Thomas Bell: (973) 510-0196

 
AutoClerk, Inc. 

Mohammed Hansia: (925) 284-1005

 
Avendra 

Mara Radis: (301) 825‑0311

 
Chase 

Faheem Khan: (800) 727‑1872

 
Dell 

Mobolaji Sokunbi: (800) 624-6145

 
Ecolab, Inc. 

Michael Pfister: (317) 250-5189

 
Home Box Office 

Brian Venable: (404) 239‑6695

 
Live Oak Bank 

Jamie Bourgeois: (910) 375-5925

 
Lowe’s ProServices 

Anthony Ruiz: (704) 589-6939

 
Mag Mile Capital 

Rushi Shah: (312) 640‑7430

 
United Health Group 

Kimberlee VanderVoorn: (800) 328-5979

 
Zonetail 

Mark Holmes: (416) 583‑3773 x228

AAHOA PLATINUM 
MEMBERS

 
Amana PTAC 

Byron Cortez: (800) 647-2982

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

 
Choice Hotels International 

Tim Shuy: (301) 592‑5000

 
Diversey 

Deniz Alpaslan: (980) 221‑3235

 
Extended Stay America 

Linda Trexler: (980) 345-1600

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

 
GE Appliances 

Amy Kaiser: (502) 452-3073

 
Guest Supply – A Sysco Company 

Justin Haggart: (732) 868-2331

 
Hilton 

Bill Fortier: (703) 883‑1000

 
Hyatt Hotels Corporation 

Mary Schattenberg: (480) 308‑2935

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

 
Marriott International 

Christie Patterson: (301) 380‑3200

 
Northeast Bank 

Fred Schwartz: (404) 307-4198

 
Onity, Inc. 

Mark Lewitt: (800) 248‑6189

 
Radisson Hotel Group 

Terry Sanders: (800) 336-3301

 
Red Roof Inn 

Phil Hugh: (888) 473‑8861

 
RLH Corporation 

Paul Sacco: (509) 777-6468

 
Travel Media Group 

Dana Singer: (407) 673-6123

 
TV Asia 

Pradeep Hegde: (732) 650‑1100 x26

 
Wyndham Hotels & Resorts 

Kevin Brickner: (973) 753-7158

AAHOA SILVER 
MEMBERS

 
Access Point Financial 

Rhonda Loerzel: (404) 382‑9592

 
AccuLock, Inc. 

Dan Brown: (866) 222‑8562

 
Alvi Satellites 

Prashant Ajmera: (678) 466‑7868

 
Amato Insurance Agency 

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

 
American Express 

Merchant Services: (800) 528-5200

 
American Hotel Register Company 

Nancy Mikels: (847) 743‑1258

 
AO Smith 

Chris Murphy: (800) 447-1953

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

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

Kyle Kurtz: (800) 231‑4553

 
CrediVia 

Trusha Patel: (833) 777-2733

 
Curve Hospitality 

Sargent Khan: (713) 819‑7296

 
Dickson Furniture Manufacturers 

Paul Mougel: (713) 747-0341

 
DIRECTV, Inc. 

Jeff Fox: (310) 560-0323

 
DISH Business 

Tyler Floyd: (303) 723-1854

 
Ferguson 

Brian Winterble: (954) 597-3163

 
Foliot Furniture 

Mahesh Parekh: (702) 278-7380

 
Fresh Air 

Matt Hanson: (603) 643-7181

 
Friedrich Air Conditioning Company 

Dave McDonald: (210) 546‑0500

 
Frontline Performance Group (FPG) 

Nichole Campbell: (407) 592-2626

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

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

 
Hodges Ward Elliott 

Clint W. Hodges: (404) 233-6000

 
The Home Depot Pro 

Susan Wright: (866) 412-6726 x105540

 
Hospitality1 

Dhar Patel: (714) 473-9813

 
Hospitality Designs 

Ruben Cohen: (877) 468-3588

 
Hotel Brokers, Inc. 

Subhash Naik: (661) 808-4998

 
INFINITI HR 

 Daniel Mormino: (623) 455-6234​

 
Lodging Concepts 

Jinesh Naran: (714) 694‑5980

 
Magnuson Hotels/ 

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

 
Marcus & Millichap 

Alexis Hummel: (630) 570-2225

Hotels Resorts  
Margaritaville 

Rick Cunningham: (470) 698-2273

 
Mass Mutual 

Ana Lucia Divins: (980) 293-8124

 
Matrix Telecom 

Ashu Upa: (800) 283-0539

 
Meridian One 

Yancey Burgess: (703) 461-5200

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

 
Nimble Accounting 

Rahul Kumar: (576) 870-9131

 
O’Connor & Associates 

Andrew Choy: (713) 375-4224

 
OYO Rooms & Technology, LLC 

Marcus Higgins: 91 (700) 363-7401

 
P&G Professional 

Maria Early: (904) 591-8644

 
PMC Commercial Trust 

Kristi Lewis-Hodge: (972) 349-3200

 
Prem Sales 

Deepak Panchmia: (806) 745-6651

 
Primrose Schools 

Blair Burdette: (404) 423-4247

 
Rheem Water Heating  

Dave Hanley: (817) 680-4117

 
Rinnai 

Dipesh Parekh: (800) 621‑9419

 
Shaw Hospitality 

Robert Stuckey: (888) 448‑7878

 
Showtime Networks, Inc. 

Doug Markott: (770) 698‑6937

 
Simmons Hospitality Bedding 

Andrea Hochworter: (770) 353-0122

 
Sonu Satellite 

Neil Doshi: (877) 999‑7668

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

 
SurferQuest 

Kathryn Konig: (814) 342-3120

 
Tara Energy 

Ashar Jafri: (713) 890-2222

 
Ten‑X 

Anthony Falor: (973) 727‑0314

 
Tyson Food Services 

Dennis Bell: (513) 284-0485

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

 
USA Digital, Inc. 

Aaron Gomez: (909) 200-5445

 
Vertically Integrated Projects 
Trela Hendrix: (303) 552-8814
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	 1.	 Gov. Kim Reynolds joined Upper Midwest Regional Director 
Kalpesh Joshi and Interim President & CEO Rachel Humphrey as 
AAHOA co-hosted the first No Room for Trafficking session with 
the American Hotel & Lodging Association in Des Moines, IA.

	 2.	 Interim President & CEO Rachel Humphrey, Director at Large 
Jayesh Patel, and Secretary Nishant (Neal) Patel joined Upper 
Midwest Regional Director Kalpesh Joshi in Des Moines, IA, as 
he and his Ambassadors hosted their Regional Conference & 
Trade Show.

	 3.	 Mid Atlantic Regional Director Sanjay Patel and his 
Ambassadors hosted their Regional Conference & Trade 
Show in Cherry Hill, NJ.

	 4.	 The second AAHOA Young Professional Focus Group was held 
during the Mid Atlantic Regional Conference & Trade Show. 
The discussions centered around how technology is changing 
operations, the challenges YPs will face in the future, and a 
host of other topics.

	 5.	 Vice Chairman Biran Patel, Treasurer Vinay Patel, and Young 
Professional Director Eastern Division Purvi Panwala were 
all featured panelists at the Hotel Data Conference in 
Nashville, TN.

	 6.	 Lifetime Member Trusha Patel continued to support 
AAHOA’s efforts to eradicate sex and labor trafficking 
by administering the Businesses Ending Slavery and 
Trafficking (BEST) Inhospitable to Human Trafficking 
Training sponsored by AAHOA to the Austin Airport 
Managers Association and to the staff at the Archer Hotel in 
Austin, TX, this summer.

	 7.	 Female Directors Lina Patel and Nimisha Patel hosted 
the first Women Hoteliers Networking Reception of the 
year in Portland, just before the Regional Conference 
and golf event.

	 8.	 Secretary Nishant (Neal) Patel and South Central Texas 
Regional Director Mike Patel joined Northwest Regional 
Director Hiten Patel in Camas, WA, as he hosted the sold-out 
Northwest Region Charity Golf Tournament at the Camas 
Meadows Golf Club. The event raised more than $100,000 in 
revenue. The next day, Hiten and his Ambassadors hosted 
their Regional Conference & Trade Show in Portland, OR.

AAHOA @ INDUSTRY EVENTS
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	 9.	 Upper Midwest Regional Director 
Kalpesh Joshi and his Ambassadors 
hosted their final Regional 
Conference & Trade Show of 2019, in 
Elmhurst, IL.

	10.	 Chairwoman Jagruti Panwala 
addressed the crowd at the 
AAHOA Charlotte Charity Golf 
Tournament, where AAHOA raised 
nearly $100,000 in revenue to 
support 11 charities.

	11.	 Chairwoman Jagruti Panwala, 
Secretary Nishant (Neal) Patel, and 
Interim President & CEO Rachel 
Humphrey joined G6 Hospitality 
executives for the AAHOA/G6 
Hospitality Brand Alliance Meeting at 
the G6 Hospitality Conference.

11

10

9
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	12.	 Immediate Past Chairman 
Hitesh (HP) Patel and South Central 
Texas Regional Director Mike Patel 
participated in an economic 
roundtable with Texas Republican 
Party Chairman James Dickey 
and roundtable host and owner 
Bob Thomas.

	13.	 Washington, D.C. Area Regional 
Director Sandip Patel and his 
Ambassadors hosted their final 
Regional Conference & Trade Show of 
2019, in Norfolk, VA.

	14.	 Alabama Regional Director 
Sanjay Patel and the Regional 
Ambassadors were joined by Florida 
Regional Director Bharat Patel at a 
Town Hall meeting in Montgomery.

	15.	 Interim President & CEO 
Rachel Humphrey provided an 
AAHOA update and national 
industry update at the Atlanta 
Lodging Outlook.
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PREFERRED VALUE MANUFACTURER OF HOSPITALITY 
FLOORING FOR OVER 35 YEARS  

 

FREE SAMPLES: CALL US AT 1-800-225-2948 OR AT 
OUR WEBSITE: WWW.KINSLEYCARPETS.COM  

KINSLEY CARPET MILLS UNDERSTANDS THE IMPORTANCE OF 
AFFORDABLE AND RELIABLE FLOORING.  

JOIN THE 750+ HOTELS  THAT HAVE UPGRADED THEIR FLOOR-
ING WITH KINSLEY CARPET MILLS IN 2018.  

AAHOA MEMBERS RECEIVE AN EXCLUSIVE DISCOUNT! 

- 100% WATERPROOF -  

LUXURY VINYL PLANK 

- HIGH VALUE - 

GUEST ROOM CARPET 

                TIME TO REPLACE? VISIT US AT WWW.KINSLEYCARPETS.COM OR CALL 1-800-225-2948.  

932420_Kinsley.indd   1 9/5/18   12:29 AM
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DecorativeCeilingTiles.net
1-866-297-0380

Photo Credit Pipa Bradbury Design & Savaza Photo

973188_Decorative.indd   1 7/25/19   4:30 PM

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

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

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

quality workmanship and materials. Coast to Coast.

UNIQUE REFINISHERS

We specialize in fi berglass Bathtub & Jacuzzi Repairs

SLIP

RESISTANT

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

Detroit 1-800-235-6557

Atlanta 1-800-332-0048

796225_Unique.indd   1 2/24/16   9:42 AM
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7-YEAR WARRANTY

                                     

Hotel Safes $95
Our Safes Are In Every  

Major Hotel Brand In The U.S.A.

Custom Colors Available

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

  
20TH  
YEAR 

ANNIVERSARY

973052_Global.indd   1 08/08/19   3:57 PM967222_Granite.indd   1 6/5/19   6:13 PM

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

� Hospitality IP Phone 
System
� Time-Attendance and 

Access Control
� HD IP Security-Camera 

System

MATRIX COMMUNICATION & SECURITY 
SOLUTIONS FOR EFFICIENT FUNCTIONING

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

 Granite
 Quartz Vanities 
 Tub Surrounds
 Shower
 Walls
 Shower Pans

Serving AAHOA and  
Hotel Owners Since 2003

Brands Approved
Better Business Bureau Gold Star Member

ORDER NOW
In Stock Ready To Ship

S T E V E N  L E E  832 368 5673 | NSGHospitality.net

INTEGRITY

QUALITY

VALUE

SERVICE

 Shower Doors
 LED
 Mirrors
 LVP Flooring
 Porcelain Tiles

971288_Natural.indd   1 7/25/19   1:11 PM
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24 YEARS OF EXPERIENCE & PROUD MEMBER OF THE B.B.B.

DO IT ONCE, DO IT RIGHT!

REFINISHING OF:
FIBERGLASS TUB & SHOWER ENCLOSURES,

TUB & TILE, CULTURED MARBLE SINKS & VANITY TOPS

888.707.9297
artisticbathrefinishings.com

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

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

847.440.5562 | www.aahoa.besthotelproducts.com

Best Hotel Products TM

 Hotel 
Accessories

Franchise 
Mattresses

Furniture from 
$620/room!

Best PTAC & 
TTW Pricing

Save on franchise approved products!
Everything you need for your hotel…nationwide!

974706_Best.indd   1 8/13/19   1:28 PM

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

Address: 1450 Brittmoore Rd., Houston, TX 77043

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

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

933022_BMC.indd   1 9/8/18   12:18 AM

VANITY TOPS  |  VANITY BASES  |  SHOWER SURROUNDS

974758_Hotel.indd   1 08/08/19   5:20 PM

 Former Fortune 500 Hotel Attorneys      Senior Franchise Executive 
Liquidated Damage Settlements 

Dispute Resolution
Franchise Agreement Negotiations

Acquisitions and Sales
Development 

GIAMBRONE & SALTZMAN, LLC
ATTORNEYS

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

Richard M. Saltzman, Esq. 

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

Legal assistance in reviewing/
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

FRANCHISE
LITIGATION

862136_Patel.indd   1 3/22/17   1:54 PM

Advantages of SPC Flooring over Carpet: 

Floor Score
CERTIFIED

 

CALL NOW for Samples & Prices

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

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

Pet
Friendly

Introducing
7.5 mm SPC

with attached
pad

2 mm glue down, 12 mil wear layer
2.5 mm, 20 mil wear layer
7.5 mm SPC, 20 mil wear layer, attached pad

FIRST CHOICE SPC FLOORING

SPC SPC
SPC

980327_First.indd   1 03/10/19   10:39 PM
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WEBREZPRO

CLOUD
PROPER T Y
MANAGEMENT
SYSTEM

A L L - I N - O N E  S O LU T I O N

A L L  P R O P E R T Y  T Y P E S

$5 / M O N T H / R O O M

RUN YOUR PROPERTY
WITH THE PRO!
JOIN THE 1400+ PROPERTIES THAT 
TRUST WEBREZPRO TO RUN THEIR 
BUSINESSES IN THE CLOUD.

TOLL FREE: 1-800-221-3429

� B O O K I N G  E N G I N E

� E M A I L  C O N F I R M A T I O N S

� P A P E R L E S S  C H E C K - I N

� H O U S E K E E P I N G

� G R O U P  B L O C K S

� A C C O U N T I N G  S U I T E

� G I F T  C E R T I F I C A T E S

� P O S  P U R C H A S E S

� C U S T O M  R E P O R T S

� 1 0 0 +  I N T E G R A T I O N S�

BOOK A

TODAY!
DEMO

W W W . W E B R E Z P R O . C O M
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Today’s Hotelier Statement of Ownership
LEGAL NOTICE

U.S. POSTAL SERVICE
STATEMENT OF OWNERSHIP, MANAGEMENT AND CIRCULATION

(Act of August 12, 1970: Section 3685, Title 39, United States Code)

 1. Title of publication: Today’s Hotelier
 2. Publication no.: 2417-4062
 3. Date of filing: October 1, 2019
 4. Frequency of issue: Monthly
 5. No. of issues published annually: 12
 6. Annual subscription price: $0
 7. �Complete mailing address of known office of publication: 

Asian American Hotel Owners Association, 1100 Abernathy Road, Suite 725, Atlanta, GA 30328-6707
 8. �Complete mailing address of headquarters or general business offices of the publisher: 

Naylor, LLC, 5950 NW 1st Place, Gainesville, FL 32607
 9. �Full names and complete mailing address of publisher, editor and managing editor:  

Publisher: Heather Greyling, 5950 NW 1st Place, Gainesville, FL 32607; Editor: Sarah Sain, 5950 NW 1st Place, Gainesville, FL 32607; 
Managing Editor: Geneva Toddy, 5950 NW 1st Place, Gainesville, FL 32607.

10. Owner is Asian American Hotel Owners Association, 1100 Abernathy Road, Suite 725, Atlanta, GA 30328-6707
11. �Known bondholders, mortgagees and other security holders owning or holding 1 percent or more of total amount of bonds, 

mortgages or other securities: None
12. Has Not Changed During Preceding 12 Months
13. Publication title: Today’s Hotelier
14. Issue date for circulation data below: November
15. Extent and nature of circulation:
	 Average No. Copies	 No. Copies of Single
	 Each Issue During	 Issue Published
	 Preceding 12 Months	 Nearest to Filing Date

a. Total no. copies (Net press run)	 11,322	 10,782
b. Paid circulation (By Mail and Outside the Mail)

(1) Mailed Outside County Paid Subscriptions Stated on PS Form
(2) Mailed In-County Paid Subscriptions Stated on PS Form 3541	 9,302	 9,332
(3) Paid Distribution Outside the Mails Including 
  Sales Through Dealers and Carriers, Street 
  Vendors, Counter Sales, and 
  Other Paid Distribution Outside USPS®

(4) Paid Distribution by Other Classes of Mail 
  Through the USPS

c. Total Paid Distribution	 9,302	 9,332
d. Free or Nominal Rate Distribution (By Mail and Outside the Mail)

(1) Free or Nominal Rate Outside-County Copies 
  Included on PS Form 3541
(2) Free or Nominal Rate In-County Copies 
  Included on PS Form 3541
(3) Free or Nominal Rate Copies Mailed at Other 
  Classes Through the USPS
(4) Free or Nominal Rate Distribution 
  Outside the Mail

e. Total Free or Nominal Rate Distribution	 1,942	 1,250
f. Total Distribution	 11,244	 10582
g. Copies Not Distributed	 78	 200
h. Total	 11,322	 10,782
i. Percent Paid	 100	 100

16. Electronic Copy Circulation
a. Paid Electronic Copies
b. Total Paid Print Copies + Paid Electronic Copies	 9,302	 9,332
c. Total Print Distribution + Paid Electronic Copies	 11,244	 10,582
d. Percent Paid (Both Print & Electronic Copies)	 83	 88

17. Publication of Statement of Ownership: November 2019

I certify that the statements made by me above are correct and complete.
Rachel Humphrey, Interim President & CEO

http://www.todayshotelier-digital.com/aahom/1119_november_2019/TrackLink.action?pageName=58&exitLink=http%3A%2F%2FTODAYSHOTELIER.COM


Amana is a registered trademark of Maytag Corporation or its related companies and is used under license to Goodman Company, L.P., Houston, TX, USA. All rights reserved.

Celebrating over 40 years of comfort  
for you and your guests

Amana® brand is a leader for PTAC systems 
From day one, every Amana® brand PTAC has been designed, 
engineered and assembled in the United States. Further, 
each PTAC system is the result of a common core philosophy: 
to deliver high-quality performance, excellent reliability and 
customized comfort for you and your guests. 

Be certain to discover the benefits of the DigiSmart® Wireless 
Energy Management System that can save up to 35%* in 
energy consumption compared to a standard Amana® brand 
PTAC. Also, take a closer look at the Quiet Series models 
which feature acoustically engineered materials to help 
lower operational sound levels.

If you demand the best comfort for your guests, then you 
can take comfort in Amana® brand PTAC systems.

Wise Decision.
It’s an Amana® brand.

For more information please connect with your local 
sales representative or visit www.amana-ptac.com 

*  These savings represent savings over time as compared to the same 
PTAC model without the DigiSmart® EMS installed and were generated 
using general assumptions including energy loads, local weather 
averages, and use of occupancy controls. Actual savings will vary 
according to use habits, room square footage, and how the unit is 
installed.
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WHAT GUESTS 
LOVE ABOUT ALAMO
Unique product that combines 
�lm, food, drink and retail into 
the best damn moviegoing 
experience ever. 

ALAMO DRAFTHOUSE CINEMA
THE ONLY PREMIUM DINE-IN MOVIE THEATER 

CONCEPT AVAILABLE FOR FRANCHISING

“COOLEST MOVIE THEATER 
IN THE WORLD”-WIRED

MORE THEATERS 
THAN EVER
In the last two years, we’ve 
experienced a 38% increase in 
unit growth and expanded to 
40 theaters nationwide. 

THE EXPERIENCE 
TO BACK IT UP
We have over two decades of 
operating expertise in the kitchen 
and in the projection booth to assist 
our franchisees run successful cinemas. 

DRAFTHOUSE.COM/FRANCHISE                                            FRANCHISE@DRAFTHOUSE.COM
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