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CELEBRATING A GENERATION  
OF WORKING TOGETHER

CALL 1-800-727-1872 FOR A COMPLIMENTARY ACCOUNT 
REVIEW TO SEE HOW MUCH YOU CAN SAVE.1

We’re excited to celebrate the success of AAHOA members and their families as a 
preferred payments processor since 1997.

As a payment processor with a dedicated lodging service department, we pledge superior service built on three pillars of 
strength: trust, simplicity and security.

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

SIMPLICITY
We deliver easy integration into 
your property management 
systems.

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

Businesses are required to complete an application and agree to terms and conditions at the time of enrollment. All businesses are subject to credit approval. 
Merchant services are provided by Paymentech, LLC (“Chase”), a subsidiary of JPMorgan Chase Bank, N.A.
1Cost comparison will be based on a calculation of the overall cost for comparable services, as determined by the processing statements you provide, and will exclude all one time fees. Cost comparison results are estimates only and do not guarantee 
savings.  In addition, inaccuracies in the comparison may occur due to pricing variances and complexities in the statements provided.

© 2018 J P Morgan Chase & Co. All rights reserved.
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2019 forecast and your bottom line
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LETTER FROM THE CHAIRMAN
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North Pacific Regional Director

Mayur (Mike) Patel, 
CHO, CHIA 

North Texas Regional Director
Jayesh R. Patel, CHO 

Northeast Regional Director
Hiten Patel, CHO 

Northwest Regional Director
Chetan (Chet) Patel, CHO 

South Carolina Regional Director
Mike Patel 

South Central Texas 
Regional Director

Mike Riverside, CHO, CHA 
South Pacific Regional Director

Sawan H. Patel, CHO 
Southeast Texas Regional Director

Imesh Vaidya, CHO 
Southwest Regional Director

Kalpesh Joshi, CHO 
Upper Midwest Regional Director

Vinay Patel, CHO 
Washington D.C. Area 

Regional Director
Jayesh (Jay) Patel, CHA 

Director at Large
Navnit (Nick) Patel 

Director at Large
Piyush Patel 

Director at Large
Lina Patel, CHO 
Female Director 
Eastern Division

Nimisha Patel, CHO 
Female Director 
Western Division

Purvi Panwala, CHO 
Young Professional Director 

Eastern Division
Nishant (Neal) Patel, 

CHO, CHIA 
Young Professional Director 

Western Division
Faheem Khan, CHO 

Industry Partner
Bhavesh Patel, CHO 

Immediate Past Chairman

HITESH (HP) PATEL 
AAHOA Chairman (2018-2019)

Employee benefits 
boost ROI

WHEN HOTELIERS 
consider the best 

way to get maximum 

return on investment, 

they often focus on 

guest-orientated initia-

tives such as property renovations, incor-

porating new technology, and offering 

on-site restaurants and cafés. As important 

as all of these assets are, hoteliers also 

need to take into account their greatest 

asset: employees. They are at the front 

line of all guest service, maintenance, and 

behind the scenes management. Investing 

in them leads to greater long-term gains 

such as engaged employees who want to 

move up within the business and not hav-

ing high rotation in and out of certain posi-

tions, which can cost money and disrupt 

daily operations.

The workforce shortage, however, 

makes this hard to accomplish. A recent 

survey conducted by AAHOA found that 

nearly 15 percent of jobs in the hotel indus-

try remain vacant. With the unemploy-

ment rate at a historic low, it is difficult 

for employers to find skilled workers to 

fill empty positions. To combat this trend, 

small businesses must find ways to draw 

in the job-seekers that are qualified and 

eager to be part of a team. The most obvi-

ous way to do this is by increasing com-

pensation. But this does not always have 

to mean giving higher wages. According to 

the Bureau of Labor Statistics, 32 percent 

of total compensation now comes in the 

form of employee benefits.

Employers can offer their employees a 

host of different benefit options that will 

make them want to come, and stay, on 

board. This can be anything from paid 

leave for new parents to increased vacation 

time or more flexible work schedules. All 

employees are different, so offering a range 

of benefits can personalize benefit pack-

ages and appeal to more applicants.

One specific benefit that is always highly 

sought after is health insurance. In many 

cases, small businesses have been unable 

to afford health coverage for their employ-

ees, but the recent expansion in associa-

tion health plans has made them more 

accessible and affordable. AAHOA recently 

partnered with the National Restaurant 

Association to offer our members top-

notch health insurance through United 

Healthcare. Members who decide to par-

ticipate will be able to choose from over 120 

health benefit plans to find one that best 

fits the needs of their business. Employers 

will also be able to give out pharmacy 

discount cards to their employees. These 

cards are guaranteed to give a discount 

on FDA approved medications on up to 

75 percent of the cost and most impor-

tantly, are reusable. Perks like this can set 

your business apart from the rest in your 

area and bring more talent into your hotel. 

Look at your employee retention rates to 

see if you are doing enough to be a competi-

tive employer. Considering most employ-

ees in management positions started out 

in entry level jobs within the industry, it 

is important to incentivize your workers 

with new and improved benefits to keep 

them in your business. All employees 

have the potential to be long-term team 

members that can be counted on to pro-

duce good work and boost the success of 

your business. 
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PLUS, OFFER INCLUDES
(Conditions apply)

†

Offers end 12/31/18. New approved H&I customers only. 3- or 5-year programming agreement req’d. Credit card required (except MA & PA). Early Cancellation Fee may apply. Local channels ($.50/room/mo.) if available in your market required. 1To access DIRECTV HD service, HD equipment req’d. Number of HD channels varies based 
on package selection.

3 MONTHS  
at no extra cost.*

+ 2018 
NFL SUNDAY TICKET

at no extra cost.2 

Give your guests the best in entertainment 
and save while doing it!  

Get a DIRECTV HD Entertainment System on us!†
Conditions apply. See below for details.

Get our most advanced technology, the DIRECTV Residential Experience (DRE)

• Technology that’s easy and compatible–  
no Pro:Idiom TVs needed

• Over 100 channels available – many in HD¹

• Simplified, anti-microbial remote

as a 2nd premium 
for only

ADD

99¢ PRPM‡

†DRE EQUIPMENT OFFER: Offer is available to new or renewing Hospitality and Institutions customers with a 5- year programming agreement. DRE systems will receive full equipment reimbursement ($110.00 per unit/room). Properties must subscribe to SELECT Package ($5.50/room/mo.) or above, with local channels ($0.50/room/mo.), if 
available in your market, HD Access ($1.00)/room/mo.) req’d in all units and qualifying premium channel service (Hospitality only). 50-room minimum for DRE equipment. A system software receiver fee ($0.50/room/mo.) will apply. Add’l equipment and fees apply for upgrades. INSTALLATION: Installation charges apply, is based on hotel size. 
Applicable use tax adjustment may apply on retail value of installation. IN THE EVENT YOU FAIL TO MAINTAIN YOUR SUBSCRIPTION TO THE REQUIRED PROGRAMMING PACKAGES, YOU AGREE TO PAY AN EARLY CANCELLATION FEE EQUAL TO $110.00 PER UNIT/ROOM YOU RECEIVED FOR THE FREE DRE BASIC EQUIPMENT 
OFFER PRORATED BY THE NUMBER OF MONTHS YOU PAID FOR THE REQUIRED PROGRAMMING PACKAGES DURING THE COMMITMENT PERIOD. Payment is due within thirty (30) days of receipt of a notice of failure to complete the commitment period. Availability of DIRECTV service may vary by location. In certain markets, 
programming/pricing may vary. Make and model of system at DIRECTV’s sole discretion. Offers void where prohibited or restricted. Hardware and programming available separately. Receipt of DIRECTV programming subject to terms of the DIRECTV Terms of Service for Hospitality Establishments and the DIRECTV Terms of Service for Institutions; 
copy provided with new customer information packet. Taxes not included. DIRECTV programming, hardware, pricing, terms and conditions subject to change at any time. HOSPITALITY SHOWTIME® OFFER: The SHOWTIME® programming offer ($0.99/room/mo.) is available only as a 2nd Premium add-on. Offer available to qualifying new or 
existing Hospitality accounts with a 3- or 5-year programming agreement and must not have received SHOWTIME® programming from DIRECTV or any other distributor during the 24 months prior to activation. Offer is available for accounts activated on or before 12/31/18. After the applicable promotional period (3 or 5 years) ends, then-prevailing 
rate for SHOWTIME® appliesunless canceled or changed by customer prior to end of the promotional period. Offer may not be combined with any other SHOWTIME® offer. *THREE-MONTH HBO or HBO/CINEMAX OFFER: Must be a new or existing DIRECTV subscriber with a new 3- or 5-year programming agreement and must not have 
received HBO or CINEMAX programming from DIRECTV or any other distributor during the six months prior to activation. Customer must subscribe to SELECT Package ($5.50/room/mo.) or above, and either HBO or HBO/Cinemax package in order to receive the three-month offer. Upon DIRECTV System activation, DIRECTV will credit the new 
customer’s account for three consecutive months for the HBO or HBO/Cinemax programming offer ($2.75/room/mo.). In the fourth month, HBO or HBO/Cinemax will automatically continue at the then-prevailing rate. Offer excludes University accounts. 22018 NFL SUNDAY TICKET OFFER: 2018 NFL SUNDAY TICKET will be delivered at no extra 
cost in all guest rooms for the 2018 season for all new DIRECTV Residential Experience (DRE) customers, COM2000 customers and DIRECTV Residential Experience Plus (DRE Plus); customers must subscribe to FAMILY Package ($2.49/room/mo.) or above, with a 3- or 5- year programming agreement. Other conditions apply. Subscription will 
automatically continue in the 2nd year at a special renewal rate of $99 and renew at regular rate thereafter unless customer calls to cancel prior to start of the season. Subscription cannot be canceled (in part or in whole) after the start of the season and subscription fees cannot be refunded. Commercial locations require an 
appropriate licensee agreement. Offer excludes University accounts. NFL, the NFL Shield design and the NFL SUNDAY TICKET name and logo are registered trademarks of the NFL and its affiliates. SHOWTIME, THE MOVIE CHANNEL, FLIX and related marks are trademarks of Showtime Networks, Inc., ©2018 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.

Call Alvi Satellites today at 877-233-1787 and ask how to 
get a DIRECTV HD Entertainment System at NO EXTRA COST.**

930983_Alvi.indd   1 9/14/18   4:34 PM
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LETTER FROM THE PRESIDENT & CEO

1
The Marriott International 

Conference will be held 
December 17-19 in San Diego, CA.

2
AAHOA Chairman 

Hitesh (HP) Patel will speak at 
the RLH Corporation Conference 

on December 10-12. Come 
learn more about operations, 

technology, sales, and marketing. 
In addition to education 

seminars, the RLH Corporation 
Conference will offer interactive 
sessions to discuss the direction 

of their brands as well as 
social events. Register now at 
www.rlhco-conference.com.

3
The California Lodging Expo 

and Conference will be held in 
Los Angeles at the Crowne Plaza 

on December 3. Join AAHOA 
Treasurer Biran Patel as he will 
moderate a panel and speak 

during the Industry Luncheon on 
the topic of “The Lodging Industry 

and AAHOA.” Visit www.clia.org 
for registration information.

4
Take note of the AAHOA 

membership cycle for 2019! In 
order to be eligible to vote in the 
2019 AAHOA elections, you must 
be/become a Lifetime Member 

on or before December 31, 2018 
or pay your annual membership 

in 2019 on or before Election Day 
while also having paid your annual 

membership fees in two of the 
past three years.

5
AAHOA President & CEO 

Chip Rogers and AAHOA Vice 
Chairwoman Jagruti Panwala will 
be participating in the Expedia 

Owners and Management 
Company Summit in Las Vegas 

providing an opportunity to 
discuss how owners can better 

engage with Expedia.

Shrinking utility 
costs could boost 
your bottom line
CHIP ROGERS
AAHOA President & CEO

I
F YOU’RE LOOKING FOR YET 
another example of how the Tax 

Cuts and Jobs Act is supercharg-

ing the economy, perhaps look no 

further than your utility bill. The 

tax law reduced the corporate tax 

rate from 35 percent to 21 percent, and 

over 100 water, electric, and gas corpora-

tions across the United States are passing 

these savings on to consumers. Whether 

it is through lower rates or even credits 

applied to consumers’ bills, for hoteliers, 

lower utility bills can mean real savings 

throughout the year.

Rising utility costs can squeeze hote-

liers across all segments. But, according 

to a recent study by Americans for Tax 

Reform, utilities will likely pass on about 

$3 billion in savings to their customers in 

2018. This is a huge win for America’s small 

business owners. The increase in capital 

from tax reform is now being compounded 

by savings in other areas, giving hoteliers 

more opportunities than ever to make their 

businesses thrive.

For small businesses in states that have 

been at the brunt of the especially active 

and damaging hurricane seasons of this 

year and last, these price drops could not 

have come at a better time. In many cases, 

when a natural disaster strikes, utility 

rates, especially electric, skyrocket in order 

to pay for the loss of necessary infrastruc-

ture and equipment. But the tax cuts have 

given utility companies a revenue cushion 

that has allowed them to absorb some of 

the extra cost without having to put the 

burden on the people who were already 

harmed by the storms. Two large Florida 

electric companies, Tampa Electric and 

Duke Energy Florida, have cited that their 

tax reform savings will go toward paying 

for hurricane recovery costs without hav-

ing to boost rates on customers as they 

start to rebuild.

This goes to show that when businesses 

are given tax relief, consumers benefit the 

most. As consumers, hoteliers should make 

the most out of these changes because the 

opportunity for increased business growth 

cannot be emphasized enough. Small busi-

ness owners are always looking for ways 

to save money and the best way to do that 

is to continue to implement cost-cutting 

efforts on top of these rate reductions. 

Pairing your new utility savings with 

eco-friendly initiatives, such as offering 

guests the option to reuse their towels and 

installing automatic lights, would help to 

reduce your monthly and annual utility 

bills even more.

Now is the time to check with your local 

utility companies to see if your service 

prices have changed. Chances are, when 

you look at your utility bills, you will see 

rates that are lower than the same time 

last year, allowing you to start capitalizing 

on your savings.

“The increase in 
capital from tax 

reform is now being 
compounded by 
savings in other 

areas, giving hoteliers 
more opportunities 
than ever to make 
their businesses 

thrive.”
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GOVERNMENT AFFAIRS

 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

A DIVIDED CONGRESS
The end of a unified Republican govern-

ment means that the next two years 

may be vastly different than the last. In 

the coming weeks, party leaders will lay 

out their agenda for the new Congress. 

In order for there to be progress, deals 

must be cut and compromises must be 

made. This is the question looming over 

Washington: will the Democratic House 

and Republican Senate be able to pur-

sue bipartisan legislation in the inter-

est of governing, or will they pursue 

and Rep. Ralph Norman (R-SC) won 

reelection to the U.S. House.

At the time of this printing, there 

are still a handful of House races that 

are too close to call. No candidate in 

Mississippi’s Senate race won a major-

ity, and the top two finishers, Sen. Cindy 

Hyde-Smith (R) and former Secretary of 

Agriculture Mike Espy (D) are headed 

for a runoff on November 27. After a full 

recount in Florida, Governor Rick Scott 

(R) has defeated Bill Nelson and secured 

the seat for U.S. Senate.

U
NLIKE 2016’S SHOCK-
ING ELECTION result, 

the expected out-

come of the election 

this past November 

actually came to be. 

Democrats won a majority of seats in 

the U.S. House of Representatives tak-

ing control of the lower house for the 

first time since 2010, and Republicans 

managed to hold onto control of the 

U.S. Senate and expand their majority. 

AAHOA members Rep. Ami Bera (D-CA) 

2018 Midterm Election Recap
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divergent paths that take the country 

nowhere?

WHAT DOES A DIVIDED 
CONGRESS MEAN FOR 
HOTELIERS?
Democratic control of the House means 

that two pieces of legislation that 

passed the House but died in the Senate 

last session, the Save Local Business 

Act and a bill to stop drive-by lawsuits, 

will probably not get any traction this 

time around. The tax cuts and other 

key provisions in the Tax Cuts and Jobs 

Act that are set to expire in 2026 will 

likely not be made permanent in the 

next two years. But while the outlook 

for some legislation that impacts hote-

liers may be rather dim at this point, 

it is key to remember that over fifty 

Members of Congress did not seek 

reelection. There will be many first-

time lawmakers in Washington, and 

this presents numerous opportunities 

to educate them about our industry, our 

story, and our future.

GUBERNATORIAL RESULTS: 
DEMOCRATS RETOOK SEVERAL 
STATES, FELL SHORT IN 
GEORGIA, LIKELY FLORIDA
While Republicans maintained control 

over 26 states, Democrats picked up 

seven governorships. Tony Evers denied 

Wisconsin Governor Scott Walker a 

third term, and Democratic candidates 

won in Nevada, New Mexico, Kansas, 

Illinois, Michigan, and Maine. The two 

most publicized and closely-watched 

races in Georgia and Florida have gone 

to the Republican candidates. Former 

Secretary of State Brian Kemp avoided 

the chance of a runoff election against 

Stacey Abrams by gaining over 50 per-

cent of the vote. She conceded after the 

gap became too large to overcome even 

with last-minute votes being tallied. The 

same goes for Republican gubernato-

rial nominee Ron DeSantis, his oppo-

nent Andrew Gillum conceded after the 

Florida recount showed that he trailed 

DeSantis by over 30,000 votes.� ■
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THE C-SUITE

industry stakeholders instead anticipate 

only a moderate slowdown.

So while that negative RevPAR fig-

ure for September does not signal the 

beginning of a recession, it should pro-

vide another glimpse into what busi-

ness looks like during a slowdown. 

I wouldn’t say this is anything to worry 

about right now, but we do have to keep 

in mind that hotel business is not boom-

ing everywhere. Performance remains 

good nationally and in a lot of individual 

markets, but there are already plenty 

of hotels seeing the slowdown on their 

P&L sheet.

Hotels are being challenged to man-

age rising expenses, especially labor 

costs. Labor expenses will continue 

to accelerate in part due to the com-

petitive environment of low unemploy-

ment. Those that are successful will 

not just manage expenses, but also 

monetize revenue generating oppor-

tunities all around the property to 

ensure that their top and bottom lines 

remain healthy.� ■

Overall industry performance is on 

solid footing, and that will not change 

anytime soon unless we encounter an 

unexpected event or situation that alters 

the economy. There are obvious risks in 

place, especially with the current trade 

environment, but economic fundamen-

tals are solid. Low unemployment, mod-

erate interest rates, and rising consumer 

confidence and wages should bode well 

for continued growth in demand. 

With all of those positives established, 

I want to risk sounding a bit negative by 

shifting the focus to your bottom line.

It is easy to get enamored with 

records and 102 consecutive months of 

RevPAR growth, but the fact is, infla-

tion-adjusted rate growth is negligible, 

and labor costs are growing faster than 

revenue. That is making operating bud-

gets much more difficult to manage at 

the property level.

In recent years, most of the conversa-

tion at industry conferences centered on 

when we would see the next downturn. 

Now, expectations have shifted a bit as 

EFORE I GO ANY FURTHER, 
let me preface this column 

by saying what most of us 

already know. U.S. hotel 

demand continues to grow 

to levels never before seen, 

and the industry continues to break 

records across the key performance 

metrics, with the current growth cycle 

expected to charge through at least 2019. 

Yes, the industry’s 102-month streak of 

positive RevPAR ended in September 

(−0.3 percent), but that tiny decrease will 

prove to be just a blip on the radar caused 

by year-over-year comparisons with the 

post-hurricane demand period of 2017.

STR’s latest forecast revised in August 

projected 3.2 percent growth in RevPAR 

for total-year 2018, then a slowing to 

2.6 percent growth in 2019. While our 

final forecast of 2018 will have been 

released before this column publishes, 

we do not expect it to waver much from 

those projections – even as occupancy 

draws closer to leveling off, and a lack 

of pricing confidence persists. 

2019 forecast and your bottom line
by AMANDA HITE, PRESIDENT & CEO, STR

 3-MINUTE READING TIME

“Performance 
remains good 

nationally and in 
a lot of individual 

markets, but 
there are plenty of 
hotels seeing the 

slowdown on their  
P&L sheet.”
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AAHOA SPOTLIGHT

M
ORE THAN 200 
women from 

across the hotel 

industry gath-

ered in Chicago to 

share knowledge 

and hear from successful, dynamic 

female executives at ForWard: Women 

Advancing Hospitality, the inaugural 

conference for industry women hosted 

by the American Hotel & Lodging 

Association (AHLA) and sponsored by 

AAHOA and Today’s Hotelier magazine.

AHLA leaders say they launched 

ForWard in recognition of the impor-

tance of diversity and inclusion, as well 

as the central role of women in the hos-

pitality business.

“As hoteliers, we all recognize that 

our success depends on the 8 million 

people who power our industry – and 

more than half of those employees are 

women,” said Katherine Lugar, president 

and CEO of AHLA. Lugar also noted that 

the vast majority of students enrolled in 

college hospitality programs are women, 

and that female consumers make the 

majority of purchasing decisions that 

drive demand for the industry.

Lugar says that’s why the hotel indus-

try has made it a priority to advance 

women in hospitality and set them up 

for success. While the industry has seen 

progress – more women than ever are 

serving on boards of directors and in 

senior management positions, and six 

hotel companies were among Forbes’ 

Best Employers for Women 2018 – she 

says there is still more to be done.

“I’m excited to launch ForWard 

because it builds on the success of our 

industry’s efforts, and provides a forum 

for us to highlight and champion the 

next generation of our industry’s lead-

ers and keep women moving forward,” 

said Lugar.

The 2-day conference covered a range 

of topics, including hospitality in the 

#MeToo era, insights into the Gen Z 

generation’s attitudes and expecta-

tions about the workforce, and career 

advancement.

Reshma Saujani, founder and CEO of 

Girls Who Code and a best-selling author, 

kicked off the conference with a message 

that women should focus on being brave 

rather than perfect.

“If you guide yourself by passion 

instead of fear, anything is possible,” 

said Saujani.

Tina Tchen, partner at Buckley Sandler 

and co-founder of the Time’s Up Legal 

Defense Fund, shared her personal jour-

ney, which began as the child of Chinese 

immigrants, to landing in China on Air 

Force One with President Obama as a 

senior official in his Administration.

Carole Angel, director of government 

affairs for IHG, and Erica Gordon, vice 

president of government affairs at Hilton, 

exchanged stories about their career tra-

jectories and experiences as lobbyists 

advocating on behalf of the industry. 

They agreed that women in power – 

whether elected officials, staff members, 

or lobbyists like themselves – excel at 

building bridges, being bipartisan, and 

seeking compromise.

Jagruti Panwala, Vice Chairwoman of 

AAHOA and president & CEO of Wealth 

Protection Strategies, tied the long-term 

strength of the hotel industry to women 

playing a bigger role.

“Doors have been shut for a long time, 

and we need to come together and push 

them down. Women are looking for a fair 

shake and an opportunity to advance 

and be rewarded for our talents. And I 

think we can do that – together moving 

forward.”� ■

ForWard spotlights 
women in hospitality

 3-MINUTE READING TIME

Tina Tchen, partner at Buckley Sandler and co-founder 
of the Time’s Up Legal Defense Fund, shares her journey 
from the daughter of Chinese immigrants to serving in the 
Obama White House.

Reshma Saujani, founder & CEO, Girls Who Code and author, 
challenged the audience to be brave rather than perfect.

“Doors have been shut for a long time, and we 
need to come together and push them down.”JAGRUTI PANWALA, VICE CHAIRWOMAN OF AAHOA
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of mouth component of digital. We see a lot of our hospitality 

clients understanding that people are asking friends about 

where they’ve stayed and where they’ve gone.”

If they do it right, hotels can use social media to connect 

with guests before, during, and after their stay.

While a guest is onsite, attentive social customer care can 

pay big dividends.

“Whether it’s the concierge, the management office or 

the corporate team, point people in the right direction, and 

talk about promos or deals,” says Caravella. “There are a lot 

of different ways brands can connect with people to answer 

their questions. We often see Twitter used for customer care.”

After the bags are packed and guests have departed, hotels 

can encourage them to relive the best moments of their vaca-

tion by posting selfies taken at or near the hotel. Incentives 

can be offered for such posts, such as a discount on their 

next stay.

CRAFTING YOUR STRATEGY
The worst thing a hotel could do is jump on social media and 

start “posting from the hip.”

Instead, take some time to assess the organization’s social 

direction.

“The first step is to always understand your goal and 

objectives – why do you want to be on social? Make sure 

the goals are well defined and ensure there is agreement,” 

says Caravella.

OOD NEWS TRAVELS FAST IN OUR CON-
nected world.

According to referral marketing platform 

Ambassador, 71 percent of customers who have 

a positive service experience via social media 

are likely to recommend that company.

But that same percentage of customers expects to 
receive assistance within five minutes of submitting an 
online inquiry.

That means your business has approximately five minutes 

to turn questions or complaints into happy customers and 

future revenue. In short, it’s all about the experience.

While social media experts everywhere trumpet the impor-

tance of “the experience,” some companies are better posi-

tioned than others to respond.

Luckily, the hospitality industry has tremendous potential 

in the social media arena. Hotels, in particular, have a unique 

opportunity to connect with their guests via social media, 

not only driving engagement and cementing relationships, 

but fostering brand loyalty at the same time.

“From a hospitality standpoint, customer service and guest 

experiences are paramount,” confirms Andrew Caravella, 

vice president of Global Partnerships at Sprout Social, a 

Chicago-based social media management and analytics plat-

form founded in 2010.

“People’s use of social media in the world is obviously sec-

ond to none. They are using it to research; there is the word 
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Hotels are uniquely positioned to benefit from a 
carefully crafted digital marketing strategy
by LISA GORDON

THE SOCIAL EXPERIENCE

G
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She says it’s important to monitor what is being said about 

your brand and respond promptly to reviews. It’s even more 

critical to respond quickly to negative comments.

“Respond publicly, but then take it offline. Acknowledge 

their concern and always be professional. Then, ask them to 

contact you directly for further discussion offline.”

Caravella agrees that acknowledgment is crucial.

“If someone spoke to you in person, you wouldn’t stare at 

them blankly. Not responding makes them more agitated and 

angry. So, give them a quick response, and get to the root 

cause and resolve it as quickly as possible.”

PLATFORMS AND PERFORMANCE
With so many social media platforms out there, how do you 

know what to post where?

Facebook is a good place for diversified content such as pho-

tos, video, travel news, and user-generated content. Likewise, 

Instagram is very visual, so photos and travel stories do well.

“Brands still get reasonably good engagement and brand 

awareness on Twitter, even though people aren’t using it as 

much to make buying decisions,” notes Miller. “Pinterest is 

another great platform for the hospitality industry. It’s been 

a huge traffic driver to many of my hotel clients’ websites, so 

it’s great for search engine optimization.”

If a hotel is targeting a younger clientele or prides itself 

on a distinct personality, Snapchat may be an option. Miller 

says some Las Vegas hotels have created custom geofilters to 

encourage user-generated content.

But once all your posts are out there, how do you evaluate 

performance?

“It’s very important to understand what performance looks 

like, and to go beyond vanity metrics such as likes and fol-

lows,” says Caravella. “Now, it’s much more about quality than 

quantity. So move beyond those simple metrics and think 

through content analysis. What content drove engagement in 

the past? Dig into the data a bit more to devise your strategy.”

Miller says most social media platforms provide data to 

help determine post reach, follower location, etc.

“Google Analytics should also be set up for your website to 

track social traffic,” she says. “It should track conversions, so 

you’re able to assess how many people visit the site and book 

from those platforms. The hard thing about social is you can’t 

always correlate bookings to posts, but you can see how much 

traffic comes from each channel, and loosely track direct and 

assisted conversions.”

While the precise return on your investment may be open 

to some interpretation, there is no longer any doubt that 

social pays off.

According to the digital marketing site WebFX, 23 percent of 

travelers use social media to research hotels, and 55 percent 

of them like social pages related to trips they are planning. 

Forty-six percent will post a hotel review post-vacation.

Is your property’s social strategy working? If not, invest 

the time to step back, craft a fresh approach with some clear 

goals, and take control of your brand.� ■

“Is it just to create brand awareness, is it to drive registra-

tion, or is it to make sure guests are having a good time while 

on property? There might be multiple objectives, but it’s really 

worth having that conversation up front.”

While there is no right or wrong answer when it comes to 

social goals, the online world can be the great equalizer for 

independent hotels trying to compete with big chains.

Debbie Miller is the president of Social Hospitality, a bou-

tique digital marketing firm located in Irvine, CA.

“For independent hotels, it’s important to highlight the dif-

ferentiators,” she says. “For example, they can showcase the 

distinct experience guests will get at an independent property 

versus a big chain.”

Hotels generally understand the type of guest experience 

they provide, and Caravella says that’s an opportunity not 

to be missed.

“One goal is to create the same kind of experience for people 

on social. So if you’re a super luxury brand, translate that into 

social media. If you’re a budget brand for millennials, there is 

an opportunity to create that brand on social, too.”

He adds that hotels are often very good at the “anticipatory” 

experience – in other words, knowing what guests will want 

before they want it.

“Social channels can be used to translate those real life 

experiences.”

Innisfree Hotels uses social monitoring to surprise and 

delight guests who post about any kind of personal milestone. 

When they return to their room, they’ll find a card, cake, or 

some other personal touch to help them celebrate.

Those happy guests may talk about their experience online, 

and Miller says that is pure gold.

“User-generated content does a lot of the work for you. Many 

hotels leverage it by creating on-site opportunities for people 

to take pictures. Some places add selfie stations, for example. 

It’s a great way to bridge the gap between online and offline.”

She cited one example of a client that utilized social plat-

forms to connect with potential customers. The property 

stimulated interest in its “Queen for a Day” Mother’s Day 

brunch by launching a corresponding social media contest.

“The contest asked users why their mom should be Queen 

for a Day, to win her a horse and carriage ride. We got a lot of 

great PR and leveraged social to augment an existing event.”

Since consumers are documenting their travel on social 

media anyway, Miller says it’s important for hotels to have as 

much control over their brand as possible, “especially since 

travel decisions are now being influenced by other people’s 

opinions of [every] brand.”

PLANNING YOUR POSTS
Like anything else in life, it pays to be organized when it 

comes to social media.

“I like to do a month’s calendar in advance and outline any 

holidays or themes; a road map of what to post on which days,” 

explains Miller. “It can ebb and flow, but it is an outline so you 

are never stuck in a rut.”

 6-MINUTE READING TIME
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are today,” says Pohl. “This includes continued use of mobile 

apps which are at the top of our minds, though most important 

is we’re still using too many key strokes. Customers are saying, 

‘you’re too slow compared to what we do in other industries.’”

There are more than 39 million Americans with smart 

speakers in their homes, such as Alexa, Google, and Siri. 

However, they don’t have them in their bedrooms. “There’s 

still a level of discomfort for them wanting to have them in 

their hotel room. The fear is that the device is listening all 

of the time, even when the guest isn’t communicating with 

it,” Pohl explains. “So even though the things that an Alexa 

can do are something guests want, it’s still an experiment to 

determine if guests really want the device in their hotel room.

“Integrating that technology is a component of the guest 

stay that we’re not giving up on,” he says, “But we’re still not 

sure where that application should go by 2020.”

Pohl says something as simple as when in your guest room 

you ask Alexa for more towels, that’s certainly more efficient 

for a hotel. “There are not many times we can add efficiencies, 

but having this technology available decreases the number 

of calls to the front desk and allows the guest to commu-

nicate by text.

He also said that there has to be a 

way that introducing smart 

speakers into hotel 

L
OOKING TO MAKE THE MOST OF THE FUTURE, 
hotel executives sat down a few years ago, put 

on strategic planning caps and developed “2020 

vision plans.” But with only a short 365 days until 

that magic date arrives, hoteliers may need to 

re-evaluate to see if current world events and economic con-

ditions match the realities of what they thought back when 

they initially laid out their 2020 plans versus what 2020 will 

likely bring now that it’s closer. Let’s look at what’s likely to 

happen in several key areas.

THE MILLENNIAL EFFECT
Research shows millennials will continue to be the top spend-

ers of travel dollars in 2020, outspending baby boomers accord-

ing to research conducted by Hotel News Now. This shift means 

hoteliers will likely need to continue to focus on interacting 

with this group of travelers to better appeal to their sensibili-

ties such as in-room streaming, use of smart speakers, and 

more use of public spaces.

However, baby boomers are still the largest customer in our 

hotels, according to Ron Pohl, chief operations officer, Best 

Western Hotels & Resorts. “Travelers aren’t all that different 

in their desires. However, we do find that millennials spend 

less time in their hotel room. They are wanting to experience 

the local area so that is what drives their stay more so than 

the room amenities which matter more to boomers.”

GOING MOBILE
“Most of what we’ve outlined for our mobile 

goals for 2020 are the same as they 

plans prior to that strategic date
by KRISTI FROEHLICH

2020 VISION

FEATURE
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BEING GREEN
Being socially responsible is still top of mind for millennials, 

says Pohl and recycle programs are a simple way to approach 

that. “Energy costs are big for our industry and our custom-

ers. LED lighting is another way to help recoup energy costs 

within a year along with keeping a cool room only when 

people are in it.”

Pohl says bathroom amenities are a big area of focus for 

keeping costs down. “We’ve partnered with another company 

to use sustainable small bottles to keep costs down.”

The idea of refillable dispensers that have been talked so 

much about lately are not necessarily a cost savings, but are 

perceived to be so. Best Western uses those more in European 

hotel properties as opposed to U.S. Properties.

THE ECONOMIC LANDSCAPE
When the United States implemented steel and aluminum 

tariffs on June 1, some may have wondered if this would 

have an effect on the new hotel construction pipeline or hotel 

expansions. But according to JP Ford, sr. vice president of 

Lodging Econometrics, it really has not led to a groundswell of 

discussion. “It still may be early, but very little talk is going on 

now,” he says. “I have not been asked a question on the topic; 

we will need to see how it plays out. No one has been able to 

measure it. When we close out the 3Q pipeline, we will have 

a better idea on what the effect has been.”

Ford says sales are down for those transactions with a 

reported selling price, but the expectation is that they are not 

going to increase dramatically. “For all lodging transactions, 

2018 will be roughly at 2017 sales numbers, or slightly less.”

Ford also says there is not a lot of expansion of hotels looking 

to add 150, 200 rooms to their properties. “If you have some 

extra land and demand is strong, you might do it.”

Overall, he says, the horizon looks good for the continuation 

of their lodging cycle.

“Demand is good, there is a high level of consumer confi-

dence,” Ford says. “This has been a prolonged lodging cycle 

that started in 2010. We all know that the hospitality industry 

is cyclical and that at some point we will plateau and decline, 

but it is hard to pinpoint when that will be. Probably in 2020 

we will see things start to go that way.”

Ford likened the lodging cycle to a baseball game. “Everyone 

wants to know what inning we are in. If we relate it to that, 

then this cycle has been so long that it seems like we are 

somewhere in the second game of a doubleheader.”

CONCLUSION
With just a year remaining until 2020, it can’t hurt to pull out 

those vision plans, dust them off and see if there’s something 

you can do with your hotel properties in the short term to 

make a positive difference in the days left until 2020 comes 

to fruition. Current world conditions may or may not keep 

you from forward progress, but it never hurts to check.� ■

rooms will change. “There has to be a way it’ll change,” he 

says. “But when you’re having a conversation and Alexa pops 

up and answers unexpectedly, it can still throw people off.”

IN-ROOM STREAMING
Another key 2020 vision difference between millennials and 

baby boomers is the streaming capability so they can watch 

what they want on the devices they carry with them versus 

watching the television in the room.

“Netflix is the largest base of streaming,” Pohl says. “We 

find that guests stream YouTube as well. Another difference 

is that millennials would rather spend time socializing in the 

lobby area rather than in their guest room, so our new public 

space design creates a Starbucks-type approach or living room 

space to meet that need.”

ONLINE TRAVEL BOOKING AGENCIES (OTAS)
The OTAs are one area that hotels should experience some 

significant growth in 2019 in terms of senate and house lobby-

ing efforts to help put a stop to the use of scam booking sites.

“What they do well is easing the decision-making of choos-

ing a hotel by travelers shopping for lower price 

hotels. It’s a frictionless experience for the trav-

elers,” says Pohl. “But OTAs are using fake book-

ing sites, so customers think they are using 

BestWestern.com, but they are scam booking 

sites. We believe that’s an infringement on our 

brands, so we’re trying to get in front of the sen-

ate, house, and local authorities to let them know 

that this is an issue,” Pohl says.
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OTAs for success, so you’re constantly watching what’s hap-

pening and then trying something new, such as a new rate 

code, and then just watching what happens.”

Ghassan J. Sader, founder and chief executive of 

Los Angeles-based Sader Hospitality Worldwide, a hotel man-

agement company, says there are no hard and fast rules for 

how many reservations should come from each channel. But 

in general, if a hotel isn’t getting at least 35 percent to 40 per-

cent of its reservations from Brand.com, the franchisee isn’t 

getting good value from the brand.

Ideally, at least 30 percent of reservations should be repeat 

business – those hard-won, loyal customers who like the guest 

experience at your hotel and its location. The rest should come 

from channels such as voice, OTAs, Groupon and mobile chan-

nels such as HotelTonight. If a hotel finds that it is getting an 

unacceptably high percentage of its reservations from OTAs, 

Sader recommended focusing on a few fundamentals:

	Conversion – Turn OTA customers into Brand.com customers 

by engaging with them online both before and after their 

stay. When thanking visitors for their business in person 

and via email, mention that you noticed that they booked 

through an OTA and offer them a discount code to use on 

Brand.com for their next stay.

	Differentiation – Make sure the online booking process is 

fast and simple and that your website showcases what’s 

best about your hotel, its rooms and its amenities. And don’t 

be afraid to name names. If you have an edge over your 

competitors, such as lower prices on rooms, parking, food 

F THERE’S ONE ADAGE THAT ONLINE TRAVEL 
agencies prove true over and over again, it’s that 

not all reservations are created equal. The commis-

sion fees paid to OTAs naturally make hoteliers want 

to drive traffic to their own websites. But a dimin-

ished presence on high-traffic sites like Expedia and 

Booking.com can lead to lower occupancy rates and 

less revenue.

To find the right balance, you have to crunch 

the numbers, and when new numbers come in, 

you have to crunch those too. So says Kristen 

Richter, vice president for revenue optimization at Radisson 

Hotel Group, whose eight hotel brands account for more than 

1,400 hotels around the world. Richter says that performing 

cost-of-acquisition analysis to determine hotels’ margins with 

each booking channel is one of the most important parts of 

her job, and it’s one task that never goes away.

Richter says she typically looks at the percentage of res-

ervations, and the cost per reservation, made through each 

booking channel and compares that data with numbers from 

the prior month and the same month last year. The analysis 

helps the company identify trends and learn which strategies 

are most effective in each market.

“We’re always looking backward and pulling data, whether 

it’s from the CRS or PMS or various other data sources, and 

just looking to see production and watching trends over 

time,” Richter says. “It’s a fine line between wanting to grow 

Brand.com but also knowing that we do need to lean on the 

Using data to optimize 
inventory distribution strategy
by NICK FORTUNA
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Since the OTAs require parity for the lowest public rate, 

hotels can’t undercut them on Brand.com, but they can offer 

an additional benefit, such as a $25 food-and-beverage credit 

at a cost of $10, that makes booking on Brand.com a better 

value for customers, Ferretti says. Additionally, guest loyalty 

programs help make Brand.com more attractive than OTAs.

“OTAs are a great place to showcase good photography 

because they do have a billboard effect,” Ferretti says. “They 

get a lot of visitors to their website, so it’s important to show 

up well there. You want customers to book on OTAs because 

that gives you the chance when they check in or check out 

to try to capture them as a loyal customer and get them to 

book direct next time.”

Given that OTAs do help keep occupancy rates high, Ferretti 

says hoteliers should maintain a close relationship with their 

OTA market managers and meet with them at least quarterly 

to review their hotel’s placement and performance on the 

site. Expedia and Booking.com also have free tools that allow 

hoteliers to track what their competitors are charging for 

rooms and, if they lose a reservation, whether that customer 

went to a competitor.

Ferretti says hoteliers should consider participating in OTA 

promotions such as Expedia’s 72-hour sales, which typically 

require rooms to be discounted at least 15 percent.

“Anytime you offer a promotion on Expedia, you should 

also load that same promotion on your website, because if 

someone sees it on Expedia, they might go to your website 

to find out more information about your property, and you 

certainly want to have that same rate loaded on your website 

to try to capture that direct booking,” he says.

One potentially expensive option that nevertheless should 

be explored is bidding on keywords in Google Ads, Ferretti 

says. For a Seattle hotel, for example, being among the first 

listings on Google when a customer’s search includes the 

words “Seattle” and “hotel” is a reliable way to drive Brand.com 

booking. When you select each keyword, you can choose how 

much you’re willing to pay whenever a customer searches for 

that keyword and clicks on your ad. But with deep-pocketed 

OTAs like Expedia and Booking.com bidding on those same 

keywords, this option easily can become cost-prohibitive, 

Ferretti says.

Richter says that in addition to knowing the percentage of 

reservations coming from each channel, hoteliers should make 

sure they know the cost per reservation for each channel. 

When things like loyalty discounts and rewards points are 

factored in, the difference in revenue between OTA bookings 

and Brand.com bookings might be negligible.

“I think one of the most important things people can do is 

a thorough cost-of-acquisition analysis,” Richter says. “For a 

long time, it’s been the assumption that the OTAs are the most 

expensive, and that may be true, but it may not be true, and 

it’s important for folks to know that for sure. It’s a matter of 

just sitting down, doing the math and really understanding 

the cost of a booking on every channel.”� ■

and beverages or other amenities, display that information 

prominently and in a transparent way on your website, 

mentioning your competitors by name. If you’re offering a 

service that they aren’t, such as a free carwash, then brag 

a little.

“The site should be enticing to guests and show them 

the value of staying with Hotel A vs. Hotel B, and that really 

comes at the unit level,” Sader says. “We monitor every 

aspect of our clients’ competitors so they can defend their 

position in the marketplace.”

	Predicting demand – Make sure you’re keeping up with the 

calendar of conventions, concerts, major sporting events, 

local festivities and other events that could lead to a surge 

in demand, and plan ahead since these events typically are 

scheduled many months in advance. Additionally, reviewing 

data from previous years can help hotel operators predict 

demand. Sader says that when demand is sure to be high, 

his clients initially might make as few as 2 percent of their 

rooms available on OTAs and then adjust that percentage 

if need be.

Peter Ferretti, director of revenue management for 

Seattle-based Columbia Hospitality, a management company 

and consultancy, says some hotels are naturally more reli-

ant on OTAs than others, especially newly built independent 

hotels, which haven’t been around long enough to earn loyal 

customers and lack national brand recognition. Hotels in 

highly competitive urban markets typically will lean on OTAs 

more than hotels in remote resort locations, Ferretti says.
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HOW FAR WILL YOUR MONEY GO?

 *Per Capita.  **Source: The Urban Institute - Brooking Institution Tax Policy Center.  ***Source: The US Bureau of Economic Analysis/US Census Bureau’s American Community Survey.

Alaska ....................... $19,965*
Washington, D.C.  .... $18,534* 
Wyoming  .................. $14,309*
New York  ...................$13,033*
North Dakota  ............$11,976* 

Vermont  ....................$11,065*
Massachusetts  ........ $10,582*
California  ...................$10,514*
Connecticut  .............. $10,254*
Delaware  .................. $10,254*
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HIGHEST OVERALL 
SPENDING BY STATE**

North Dakota .............. $2,229*
Alaska  .........................$2,150* 
Wyoming  .....................$1,243*
Vermont  ...................... $1,189*
South Dakota  ..............$1,078* 

Montana  .........................$935*
Iowa  ................................$836*
Minnesota  ......................$808*
Wisconsin  ......................$750*
Illinois  ............................. $745*

1

2

3

4

5

6

7

8

9

10

HIGHEST ROAD & HIGHWAY 
INFRASTRUCTURE SPENDING BY STATE**

Alaska .......................$69,465*
Maryland  ..................$69,203* 
New Hampshire  .......$66,955*
Massachusetts .........$66,069*
Connecticut  ..............$65,636* 

North Dakota  ...........$65,609*
Minnesota  .................$65,183*
Utah  ..........................$64,858*
Virginia  .....................$64,646*
Washington, D.C.  ....$64,639*
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HIGHEST REAL INCOME*** 
(MEDIAN INCOME W/COST OF LIVING FACTORED IN)

South Dakota ...............$7,093*
Alabama  ..................... $6,808* 
Mississippi  ................. $6,499*
Ohio  .............................$6,184*
Arkansas  .................... $6,054* 

Missouri  ......................$6,020*
Iowa  ............................ $5,880*
Kentucky  .....................$5,818*
Kansas  ........................$5,725*
Nebraska  ....................$5,706*
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MORE BANG FOR YOUR BUCK*** 
(LARGEST POSITIVE DIFFERENCES 

IN REAL & MEDIAN INCOME)
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FINANCE

occupancy, is usually a bad choice and 

can lead to risk that may not be imme-

diately visible. First, not only are you 

giving up the benefit of stable cash flow, 

you may also face significant tax conse-

quences. Second, just because you have 

mastered running your current asset in 

your current market, doesn’t mean you 

will be able to repeat that success with 

a new property in a new location. If you 

sell and execute a 1031 exchange to buy 

a new asset, you may ultimately expose 

yourself to risk factors that you typically 

did not underwrite. Third, selling and 

buying a hotel brings added dimension 

and increased complexity to the transac-

tion. More complexity typically translates 

into added uncertainty. For example, on 

a recent purchase transaction, the pro-

spective buyer found out the seller had 

represented that all the necessary capital 

expenditures were complete at the time 

of selling the property. He found out later, 

however, that the work was very low 

quality and only done to “window-dress” 

the deal for a quick sale. After peeling 

back the onion, the prospective owner 

discovered he would need to redo the 

majority of the seller’s work. This added 

expense would have wiped out five years 

of profits on the deal.

WHY EQUITY ISN’T 
THE ANSWER
Another way to access your sweat equity 

is to bring in additional equity inves-

tors. There are two problems with this 

approach. First, equity investors typi-

cally ask for higher returns in exchange 

for the risk. Second, equity investors 

are likely to exert some control over 

you, the primary owner. For example, 

an outside or third-party investor who 

does not have a vested interest in the 

asset may restrict your ability to put in 

additional cash in the form of capital 

improvements. Even though it might 

make financial sense in the long run, 

they may feel it will place undue cash 

flow pressure on the asset in the short 

term. At the end of the day, there is 

almost always a conflict between con-

trol and non-control equity investors.

MAKE DEBT YOUR 
FRIEND INSTEAD
The most time-tested method to cre-

ate wealth is by putting on prudent 

debt. Sophisticated hotel investors 

look to the capital markets to recapi-

talize their assets instead of selling. By 

refinancing their hotels to permanent 

debt, they are able to access the equity 

I
F YOU’RE A SUCCESSFUL HOTEL 
owner, you’ve likely invested 

years of blood, sweat, tears, and 

cash equity building value in 

your business. From spending 

money on cap-ex properties, to 

improving brands on your hotel assets, 

to developing management systems and 

engaging strong operational manage-

ment to increase net operating income. 

When it’s time to monetize the value 

created, many hotel owners assume that 

selling is their only option. There is an 

alternative. By putting on prudent lever-

age and using disciplined recourse, you 

can effectively recapitalize your balance 

sheet and retain the asset you’ve worked 

hard to establish. When it’s really time 

to reap the rewards in the form of stabi-

lized cash flow, owners tend to fold and 

book profits. There is a different way to 

monetize the value creation.

REFINANCE OR SELL
The classic conundrum: sell vs. refi. As 

cap rates compress and liquidity is abun-

dant, owners face a critical decision – sell 

and take cash out, or refinance, keep the 

property and recapitalize. Parting ways 

with an asset, after nurturing it to where 

it is at the optimal level of cash flow and 

How can hotel owners 
use leverage as a tool 
to create wealth?
by RUSHI SHAH
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The hospitality industry’s largest hotel owners event, the AAHOA 
Convention & Trade Show, is coming to San Diego! Kicking off with 
the welcome reception at Petco Park followed by 3 days of industry 
leading speakers, education sessions, great entertainment, fantastic 
food, and a trade show fi lled with vendors from across the nation, 
this year’s event has something for everyone. 

JOIN US IN 
SUNNY 
SAN DIEGO!

www.aahoa.com/convention

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

Montu Patel, Pennsylvania

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

Samir Patel, Michigan

REGISTER EARLY! 
Early Bird discounts end February 23, 2019.
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Be our guest
Expert lending for  
today’s hotelier is waiting

Welcome to Customers Bank. We know the 
hospitality business and the challenges that 
often come with it. Whether you’re looking to 
purchase, improve or refinance a property, our 
expert hotel lending team will find the right 
loan for you and guide you through the entire 
process. It’s the fast, easy and smart way to get 
the special financing you require. 

How may we help you, today?   
Call 903-630-5300.

 Loan amounts  
up to $5,000,000

Terms available  
up to 25 years

As little as 10% equity 
required on purchases

Competitive interest 
rates available

Nationwide SBA Preferred Lender

customersbank.com

934373_Customers.indd   1 10/3/18   2:57 AM

long-term interest rates, savvy hotel 

owners will review their leverage and 

work with an experienced intermediary 

to recapitalize their existing debt. By 

putting on new, long-term debt owners 

can also create liquidity, stockpile cash, 

and better prepare to generate wealth 

during the next downturn. If the cost 

of the capital they have sitting on the 

sidelines is that of a long-term loan (cur-

rently at time of writing in the 5 percent 

range) owners will have sufficient means 

to take advantage of distressed situa-

tions with a higher certainty of closing 

when the right opportunity presents 

during the next downturn. That’s a sure-

fire way to create wealth.

BRANDS VS. LENDERS
Experienced investors also use strategic 

debt to ensure they can access ready 

cash for critical capital improvements 

for a rebrand or reflag, or to give their 

assets a facelift when new competition 

and brand proliferation warrants it. 

Keep in mind, that when a corporate 

brand mandates a property improve-

ment plan in the middle of the franchise 

term, it is typically the worst time to 

borrow more money on an asset. It’s 

a classic catch-22. The brand thinks 

spending money will boost cash flow. 

This is the exact point in time, however, 

when lenders do not want to speculate 

on the property by lending more money. 

Lenders are likely to pull back because 

they want predictability in the form 

of in-place cash flow. This puts inves-

tors in a bind. Smart owners avoid this 

by taking advantage of “other people’s 

money” and leveraging their proper-

ties to the optimal level when in-place 

cash flows are the highest, and market 

cap rates are the lowest. For example, 

in a recent closing of a Hampton Inn 

in Gulf Shores, Alabama, the developer 

was able to recapture almost all of the 

cost to build the hotel by putting on a 

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

as soon as he achieved 100 percent 

RevPAR penetration (when the subject 

property is penetrating 100 percent 

get the valuable fringe benefit of reduc-

ing personal guarantee risk.

When structuring the capital stack, 

the most senior lien holder takes on the 

least amount of risk and subsequently 

also has the lowest return expectations. 

As we near the end of the economic cycle 

and continue to witness an uptick in 

they’ve invested and maintain cash 

flow. Not to mention, with the help of 

the right intermediary, a refinance has 

more certainty of execution than a sale 

and purchase. Furthermore, since most 

capital market (non-community bank) 

mortgages are non-recourse, in addition 

to accessing their implied equity, owners 

FINANCE
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HOSPITALITY IS IN THE DETAILS

Fairfi eld

Holiday Inn NFPA

Hampton

888.273.8726
www.HOTELSIGNS.com

It’s esti mated that 3,900 hotel and motel fi res occur annually. Are your emergency signs 
clearly displayed? Make your guests feel secure and comply with fi re safety regulati ons 

with evacuati on maps and other safety signs from HOTELSIGNS.com!

Order yours today!

COME SEE US AT MARRIOTT CONNECT 2018! 
12/17–12/18

Do your guests feel safe?

Courtyard

935149_HotelSigns.indd   1 27/09/18   6:38 PM

of the competitive set’s RevPAR as 

defined by STR). This allowed our cli-

ent to take valuable cash off the table as 

soon as possible. Shortly after closing, 

two new-construction hotels with the 

potential to cannibalize the property’s 

demand drivers were announced. Even 

though our client must cope with the 

new competition from an operations 

standpoint, by using prudent leverage 

he was able to hedge his financing risk 

from the threat of excessive supply in 

his market.

LEVERAGE FOR 
SUCCESSION PLANNING
Using prudent leverage for succes-

sion planning is another key strategy 

available for successful hotel owners. 

Fixed-rate, permanent, non-recourse 

loans can effectively insulate both the 

current generation and next genera-

tion against interest rate risk. Merely 

owning a commercial real estate asset 

(including hotels) already brings sig-

nificant market and operational risk. 

There is no added benefit to take on 

any more risk than what is absolutely 

necessary to make the target returns. 

This is why organizations of all sizes 

should work with an expert in the field 

with access to sophisticated tools and 

innovative financing products to meet 

their goals.

Owners who have spent their lives 

creating wealth through owning of 

one type of business or real estate can 

also benefit from diversifying their 

portfolios. By taking cash out from 

their assets and re-investing in other 

investment opportunities they may 

be able to generate more predictable, 

risk-adjusted returns. For example, 

we recently helped a client refinance 

three hotels in one market to provide 

cash out. The client invested the cash 

in private equity investment strate-

gies outside of commercial real estate 

without exposure to the stock market. 

The client is now able to use this new 

income stream to enjoy peace-of-mind 

and sustain his lifestyle.� ■

Rushi Shah is principal and CEO of the commercial mortgage and real estate 
investment banking firm and AAHOA Club Blue member, Mag Mile Capital. 
As a leader in hospitality financing, Shah specializes in structuring and 
placing high-leverage, non-recourse bridge and permanent debt with cash 
out for full- and limited-service hotels nationwide. Since joining the firm’s 
predecessor Aries Capital in 2015, Shah has structured and closed hundreds 

of millions in financing for all property types. Shah has held previous positions at Northern 
Trust and has an MBA from The University of Chicago’s Booth School of Business.
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MARKETING

	Send abandonment messages earlier 
in the booking funnel.
Hotels tend to target customers at 

the very last stage of booking, but that 

makes it difficult to educate, inform, 

and interact with them prior to pur-

chase. If someone is actively engaged on 

your site, send an abandonment email 

within just a few hours of them leaving. 

Did the visitor input travel dates during 

their search? Include those dates in the 

email to personalize and make it easier 

for the customer to pick up where they 

left off.

‘Tis the season to step up your strate-

gies. Ensuring each traveler’s experience 

with you is as personalized as when they 

stay at one of your properties can con-

vert customers this holiday season and 

keep them loyal year-round.� ■

the right offers also reminds them you 

care about their experience – and that 

can help drive even more bookings.

	Use last year’s patterns to predict 
this year’s purchases.
Holiday time has its traditions, and 

many customers travel to the same 

destination year-over-year. Offering 

personalized promotions or reminding 

consumers of rewards they can redeem 

for a trip they’re likely to take again 

will have a great hit rate and also drive 

home that you know what they want. 

Evaluating consumers’ behavioral pat-

terns to identify full-service custom-

ers versus the value hunters will help 

you tailor relevant offers at just the 

right time.

	Make the marketing experience 
as customer-focused as the travel 
experience.
You already focus much of your 

efforts on making the on-property or 

travel experience as convenient and 

comfortable as possible for your cus-

tomers – think about applying that to 

your marketing as well. Tailor the mes-

sage to the individual by segmenting 

your communications, target customers 

with services and options that fit their 

profile, and make it super easy to find 

exactly what they want – by accurately 

predicting and delivering it to them via 

email or on your website.

ITH A RECORD 
107 million peo-

ple traveling last 

holiday season, 

we’re all eager for 

the promising book-

ing potential that awaits this year. The 

problem is, the travel and hospitality 

industry has more competition than 

ever before – Airbnb alone represents 

a completely different way of meeting 

travelers’ lodging and experiential travel 

needs, and OTAs and discount airlines 

are aggressively marketing to consum-

ers. Then there’s the sheer challenge of 

effectively engaging and meeting the 

expectations of today’s hyper-connected, 

hyper-distracted customers, who aban-

don travel bookings 82 percent of the 

time.

So how do you compete and success-

fully win them over during this crucial 

season?

	Personalize your marketing based 
on what you already know.
Hotels can collect a lot of data on their 

visitors and customers, and the more you 

can tailor your marketing to their unique 

preferences based on that data, the more 

they’re likely to pay attention. Do certain 

customers prefer rooms with certain 

features? Do they have rewards points to 

use? Do they typically travel with family 

or solo? Sending the right message with 

Win the 
holiday 

booking with 
behavioral 
marketing

by MICHAEL OSBORNE

Michael Osborne is the 
CEO of SmarterHQ, the 
leading multi-channel 
behavioral marketing 
platform empowering 
B2C marketers to 

personalize individual customer 
interactions in real-time. SmarterHQ 
works with brands such as Omni 
Hotels, Bloomingdale’s, Sam’s Club, and 
CarRentals.com and has been recognized 
by Forrester’s Total Economic Impact 
study to deliver 667 percent in ROI.
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T
HE HOLIDAY SEASON IS 
kicking into high gear as 

shoppers scour shop-

ping centers and online 

retailers to find the 

perfect gifts for their 

friends and loved ones. While big box 

retailers or stores with well-known 

brands may be the initial stops on these 

shopaganzas, Americans shouldn’t for-

get to check out what the small busi-

nesses that line Main Streets across the 

country have to offer.

Unlike many of the mega-stores, 

these cozier establishments offer a wide 

array of unique products that could be 

difficult to find anywhere else. Whether 

that be a custom pet bed for the family 

dog, locally sourced recipe ingredients, 

home decorations for mom, or a sports 

jacket from the hometown tailor for 

dad, small businesses have you covered.

And if online shopping is what suits 

your fancy – a growing preference among 

American consumers – products from 

small businesses can be shipped right 

to your front door. In fact, the online 

retail giant, Amazon, just launched a 

new section of their website that will 

make this easier than ever.

“Amazon Storefronts” is a new plat-

form that connects online shoppers to 

over one million products sold by 20,000 

small- to medium-sized businesses 

located across the country. While this 

is only a fraction of the products and 

services sold by America’s small busi-

nesses, these types of platforms are only 

expected to grow in size and in popular-

ity over the coming years.

But why choose to visit small busi-

nesses this holiday season, rather than 

follow the tsunami of shoppers flooding 

the Walmart’s and Target’s of the world?

Well, one reason is jobs.

There are over 30 million small busi-

nesses across the country and they 

provide employment to 60 million peo-

ple. That’s nearly half the entire U.S. 

workforce. More importantly, they are 

responsible for two-thirds of all new job 

creation. Without these small business 

entrepreneurs, the economy would be in 

ruins as many Americans would be out 

of work and many more would lose their 

shot at the American Dream.

This is why policies and individual 

actions that encourage small business 

growth are so important.

One example is the Tax Cuts and Jobs 

Act that was passed and signed into law 

late last year. The legislation included 

tax relief measures that allowed small 

business owners to keep more of their 

own earnings and invest it back into 

their employees, business, and commu-

nity. In fact, more than 700 businesses 

have already reported doing so.

The current administration has also 

made it a priority to cut government 

red tape – giving small business own-

ers more freedom to operate as they 

see fit.

During this holiday season, help build 

on the success small businesses have 

experienced over the past year by choos-

ing to shop small, rather than big. The 

millions of small businesses across the 

country, their employees, the broader 

U.S. economy and your community will 

thank you for it.� ■

Alfredo Ortiz is the President of the Job 
Creators Network.

Choosing small businesses 
this holiday season
by ALFREDO ORTIZ

SMALL BUSINESS  3-MINUTE READING TIME
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OPERATIONS

Guests are requesting 
these 10 hotel essentials: 
DO YOU HAVE THEM?
by ALAN WEINER
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S CONSUMER PREFERENCES 
increasingly trend in the 

direction of experiences 

rather than material 

goods, it’s easy to forget 

what makes up a great 

hotel experience.

Even the smallest of factors, includ-

ing certain hotel essentials, can make 

guests’ visits go from blah to wow in 

no time.

So which hotel essentials make the 

biggest impact on your customers’ expe-

riences? Read on to learn about 10 of 

the most common on-demand hotel 

essentials.

A COFFEE MACHINE
The coffee machine is a staple of just 

about every office and home in the 

United States. And it should be a given 

by now for hoteliers. However, several 

years ago, the Washington Post reported 

that hotels were increasingly getting rid 

of coffeemakers, or replacing them with 

single-serve machines. This, they said, 

was partly caused by cutbacks when the 

economy took a turn for the worse.

But in a USA Today article, 

Christopher Elliot found that one of the 

most-requested amenities among fre-

quent travelers is a coffee maker. The 

travelers that Elliot interviewed say they 

are frustrated with hard-to-use coffee 

makers that only make “one tiny cup 

at a time.”

This customer desire holds up interna-

tionally too, as Dion Bosch says in Hotel 

News, “Travelers love the idea of a good 

in-room, hot beverage like the ones they 

can prepare at home.”

TOOTHBRUSH 
AND TOOTHPASTE
Traveling can be hectic, even if it’s for 

leisure, and guests tend to forget things. 

When you can save the day by solving 

their problem and providing them what 

they need, that’s a memorable experi-

ence for them.

In fact, many hotels are already doing 

this. As Kiplinger points out, “A call to 

the front desk might score you a host 

of other grooming supplies including a 

toothbrush, toothpaste, razor, and shav-

ing cream.”

If you choose not to have a toothbrush 

and toothpaste on hand, you’re giving up 

an opportunity to serve your customers. 

And, even worse, you’re giving your com-

petitors an opportunity to serve your 

customers better than you did.

BLACKOUT DRAPES
Blackout drapes are a big deal for many 

business travelers. As The Points Guy 
highlights, “If you’ve flown overnight 

and arrive very early in the morning 

and need a few hours of sleep during 

daylight, blackout drapes can be a god-

send to getting on the right time zone.”

For guests who are not traveling 

through time zones, this essential is still 

helpful. When people come to your hotel, 
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SNACKS AND FOOD
“Food is a major issue for any trav-

eler,” according to a study by Samsung. 

Whether it’s a varied selection of 

in-room snack options or free breakfast 

in the hotel lobby, Samsung’s research 

found that “getting food or snacks with-

out having to leave the hotel,” was very 

important for hotel guests.

The study also reveals that guests “are 

not happy when they have to search for 

a snack.”

ENVIRONMENTALLY-
FRIENDLY PRODUCTS
For anyone paying attention to consumer 

preferences in general, it should come 

as no surprise that demand is growing 

for environmentally-friendly products. 

Consumers are becoming ever more 

aware and concerned with how the prod-

ucts they use impact the environment.

In an interview with Hotel News, sup-

ply expert Robert Dupree, says, “Hotel 

guests increasingly are demanding body 

care products that harm neither their 

skin nor their environment.” However, 

this goes beyond just body care products. 

Any essential product that may harm the 

environment should be scrutinized. If 

it’s cost-effective to use a green alterna-

tive, it’s time to do it.

WELCOME GIFTS
You might argue that welcome gifts don’t 

qualify as “essentials,” but with heated 

competition for guests, welcome gifts 

may well become a must-have essential. 

And you can’t argue that your guests 

won’t appreciate it.

they’re going to be sleeping in a strange 

place, so you should have everything 

they need to get a good night’s sleep.

Not to mention, a well-rested guest is 

a happier guest, and that bodes well for 

the rest of their experience.

BRANDED TOILETRIES
While it might seem unique to have your 

own branded toiletries, this can actually 

backfire. This is why, as the Washington 

Post reports, “The Marriotts and Hyatts 

of the world have stopped tagging their 

toiletries with their own names in favor 

of [other brands].”

It’s a small detail, but definitely not 

insignificant, and it makes sense. After 

all, what soap brand do you think most 

people trust and feel good about using: 

Dove or your hotel’s branded version?

HIGH-QUALITY TOILETRIES
Supplying your hotel with the right kind 

of toiletries is so important we’re dedi-

cating another number to it. Moreover, if 

your hotel doesn’t cater to travelers who 

might care about the brand of your toi-

letry, you should focus on what matters 

most to them. And that is quality they 

will remember and appreciate.

The Boston Globe advises that placing 

a fresh cluster of products on the van-

ity before a guest’s arrival sends a clear 

message that the hotel is committed to 

pampering its guests.

FREE WI-FI
No list of impor-

tant essentials is 

complete without 

the mention of free 

Wi-Fi. In fact, according 

to research by Hotels.com, 

30  percent of respondents indicated 

complimentary Wi-Fi as their top fac-

tor in choosing a hotel for leisure stays. 

For business travelers, Wi-Fi is even 

more important. Fifty percent of respon-

dents to the Hotels.com survey say, “Free 

Wi-Fi is their must-have when traveling 

for business.”

According to research by PwC, 

“Business travelers of all ages, along 

with leisure travelers aged 30+, also 

value personalized experiences, includ-

ing welcome gifts at check-in or in 

the room.”

But what kind of welcome gift? 

Well, the key word to look for in PwC’s 

research finding is “personalization.” 

Your welcome gift should be personal 

to your guest or at least unique to your 

location.

SUPPORT FOR GADGETS
Like it or not, con-

sumers in the 

United States 

are glued to 

thei r gad-

gets. Whether 

they’re travel-

ing for business 

or leisure, guests 

may need charging docks, cords, or 

headphones. Given how many differ-

ent types of phones and other devices 

are out there, you should have a wide 

variety of cords so you’ll be able to meet 

all your guests’ electronic needs.

CONCLUSION
This list should give you a strong place 

to start when you begin to identify your 

hotel’s must-have essentials. That said, 

be sure to ask your guests and sur-

vey employees to uncover new ideas. 

While each hotel guest has certain basic 

needs, understanding the small nuances 

between different guests’ needs can 

make the experience even more memo-

rable for them.� ■

Alan Weiner is the President of Weiner’s 
Ltd, a wholesale supplier of travel size 
products to businesses ranging from 
intimate B&B’s to large five star hotels, gift 
shops in hospitals and airports, as well 
as airlines and charter services, college 
bookstores, e-commerce, pharmacies, 
vending, government institutions, charities 
and event planners.
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AAHOA CLUB BLUE, PLATINUM & SILVER MEMBERS

AAHOA CLUB BLUE 
MEMBERS

 
ASSA ABLOY Hospitality 

Riise Walker: (972) 692‑3110

 
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 

Ryan Gibson: (704) 589‑6939

 
Mag Mile Capital 

Rushi Shah: (312) 640‑7430

 
Magnuson Hotels/ 

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

 
MasterCard International 

Nina Biornstad: (914) 249‑5384

 
Zonetail 

Mark Holmes: (416) 583‑3773 x228

AAHOA PLATINUM 
MEMBERS

 
ADP, Inc. 

Thomas Bell: (973) 510-0196

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

 
Choice Hotels International 

Tim Shuy: (301) 592‑5000

 
Daikin – Amana PTAC 

Byron Cortez: (800) 647‑2982

 
Diversey 

Deniz Alpaslan: (980) 221‑3235

 
First Data Corporation 

Maurice Dickens: (678) 225-4180

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

 
GE Appliances 

Amy Kaiser: (502) 452-3073

 
Guest Supply – A Sysco Company 

Justin Haggart: (732) 868-2200

 
Hilton 

Bill Fortier: (703) 883‑1000

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

 
Hyatt Hotels Corporation 

Mary Schattenberg: (480) 308‑2935

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

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

 
Marriott International 

Christie Patterson: (301) 380‑3200

 
Northeast Bank 

Fred Schwartz: (404) 307-4198

 
Onity, Inc. 

Mark Lewitt: (800) 248‑6189

 
PMC Commercial Trust 

Melissa Butler: (972) 349‑3200

 
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 
Chip Ohlsson: (973) 753‑7158

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

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

 
Access Point Financial 

Rhonda Loerzel: (404) 382‑9592

 
AccuLock, Inc. 

Dan Brown: (866) 222‑8562

 
Alvi Satellites 

Prashant Ajmera: (678) 466‑7868

 
American Express 

Merchant Services: (800) 528-5200

 
American Hotel Register Company 

Nancy Mikels: (847) 743‑1258

 
AO Smith 

Chris Murphy: (800) 447-1953

 
Coast to Coast Computer Products, Inc. 

Kyle Kurtz: (800) 231‑4553

 
CrediVia 

Heather Duvall: (833) 777-2733

 
Curve Hospitality 

Sargent Khan: (713) 819‑7296

 
Dickson Furniture Manufacturers 

Paul Mougel: (713) 747-0341

 
DIRECTV, Inc. 

Alex Pietryga: (312) 722-9502

 
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

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

 
HD Satellite Systems Inc. 

Simon Chau: (800) 214‑3487

 
Hodges Ward Elliott 

Clint W. Hodges: (404) 233-6000

 
Hospitality1 

Dhar Patel: (714) 473-9813

 
Hotel Depot, Inc. 

Samir Parikh: (908) 222‑9383

 
Lodging Concepts 

Jinesh Naran: (714) 694‑5980

 
Marcus & Millichap 

Pete Nichols: (630) 570‑2225

Hotels Resorts  
Margaritaville 

Rick Cunningham: (470) 698-2273

 
Mass Mutual 

Ana Lucia Divins: (980) 293-8124

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

 
Nimble Accounting 

Rahul Kumar: (576) 870-9131

 
P&G Professional 

Maria Early: (904) 591-8644

 
PDI Communications 

Len Edelman: (800) 242-1606

 
Prem Sales 

Deepak Panchmia: (806) 745-6651

 
Purchasing Management International 

Carl Long: (972) 239‑5555 x135

 
Rinnai 

Dipesh Parekh: (800) 621‑9419

 
Satellite Entertainment Systems, LLC 

Josh Turner: (833) 373-3388

 
Shaw Hospitality 

Robert Stuckey: (888) 448‑7878

 
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

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

 
SurferQuest 

Kathryn Konig: (814) 342-3120

 
Tara Energy 

Ashar Jafri: (713) 890-2222

 
Ten‑X 

Anthony Falor: (973) 727‑0314

 
Trump Hotels 

Eric Danziger: edanziger@trumphotels.com

 
United Insurance Agencies, Inc. 

Ron Thomas: (800) 899‑0000

 
USA Digital, Inc. 

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

AAHOA

 1.	AAHOA Immediate Past Chairman 
Bhavesh Patel spoke at the ELFA/
Rodeway Regional Meeting in 
San Antonio, TX, where he provided 
updates on AAHOA’s advocacy and 
education efforts throughout the year.

 2.	AAHOA hosted a Brand Alliance Meeting 
at the Best Western Conference, where 
AAHOA Chairman Hitesh (HP) Patel, 
Treasurer Biran Patel, and Past Chairman 
Danny Patel presented an award to Best 
Western CEO David Kong in appreciation 
of our 25-year partnership.

 3.	AAHOA Gulf Regional Director 
Girish (Gary) Patel and the Gulf Regional 
Ambassadors held a successful regional 
meeting in Baton Rouge, LA.

 4.	AAHOA members from across the 
country, including Treasurer Biran Patel 
and Young Professional Director Eastern 
Division Purvi Panwala, joined La Quinta 
Inns & Suites executives in Plano for a 
brand development day.

 5.	AAHOA Florida Regional Director 
Bharat Patel hosted a Regional Meeting 
in Tampa, FL, which boasted a huge 
amount of education, including the 
“Hotel ROI: Brand Choice” with guest 
speakers Chris Green of Chesapeake 
Hospitality, Phil Hugh of Red Roof, and 
John Lancet of HVS; the “Advocacy in 
Tallahassee” panel with guest speakers 
Chip Rogers of AAHOA, Bharat Patel 
of AAHOA, Rich Turner of the Florida 
Restaurant & Lodging Association, 
and Andy Palmer of Metz, Husband & 
Daughton, PA; and a special presentation 
from Randy Pullen of WageWatch.
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 6.	The AAHOA Central Midwest 
Charity Golf Tournament, hosted by 
Central Midwest Regional Director 
Priyesh Patel, raised more than 
$16,000 for Make-A-Wish Oklahoma.

 7.	AAHOA members, including AAHOA 
Secretary Vinay Patel, met with IHG 
executives at their headquarters in 
Atlanta, where they toured the IHG 
design center and discussed the 
future of the brand.

 8.	AAHOA Northeast Regional Director 
Jayesh R. Patel hosted a Regional 
Meeting in Boston, MA for the 
first time.

 9.	AAHOA Vice Chairwoman 
Jagruti Panwala and Immediate 
Past Chairman Bhavesh Patel spoke 
at a fundraising event for Rep. 
Tom MacArthur (R-NJ) with special 
guest Speaker Ryan.

10.	AAHOA Chairman Hitesh (HP) Patel 
spoke at the Marcus & Millichap Hotel 
Investment Forum in Miami, where he 
discussed the role AAHOA plays in the 
hospitality industry along with topics 
important to our hotel owners.

11.	AAHOA Treasurer Biran Patel spoke at 
the Asian Real Estate Association of 
America National Convention in  
Las Vegas, where he provided the hotel 
owner’s perspective on top trends 
in the commercial hospitality sector, 
including fractional ownership, second 
home community development, new 
up and coming hotel brands, and the 
effect of Airbnb on the hotel industry.

12.	AAHOA Lifetime Member 
Dr. Kiran Patel, a top philanthropist 
and hotel owner, met with AAHOA 
Vice Chairwoman Jagruti Panwala 
in Florida.

6

7

8

9

10

11

12

http://www.todayshotelier-digital.com/aahom/1218_december_2018/TrackLink.action?pageName=33&exitLink=http%3A%2F%2FTODAYSHOTELIER.COM


http://www.todayshotelier-digital.com/aahom/1218_december_2018/TrackLink.action?pageName=34&exitLink=http%3A%2F%2Fwww.alislaw.com
http://www.todayshotelier-digital.com/aahom/1218_december_2018/TrackLink.action?pageName=34&exitLink=http%3A%2F%2Fwww.ALISLaw.com


TODAYSHOTELIER.COM | DECEMBER 2018 | 35

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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WE ARE NOT JUST A 
ONE-MAN-BAND...
We offer many specialized Hotel Insurance Policies 
which deliver great coverages with extremely 
competitive premiums. 
Our unwavering goal has remained the same for 
more than 30 years: To Leverage Our Contacts, 
Experience and Resources to Offer Every Customer 
the Best Coverage at the Lowest Cost.  

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

1019 W Jackson Street, Muncie IN 47305
 www.uiaweb.com

United Insurance Agencies

Agency Partner

Give us a call today 765-284-4443

924225_United.indd   1 7/9/18   2:20 PM

FIRST CHOICE LVP FLOORING
Advantages of LVP Flooring over Carpet: 

Floor Score
CERTIFIED

 

CALL NOW for Samples & Prices

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

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

Pet
Friendly

Introducing
7.5 mm SPC

with attached
pad

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

935864_First.indd   1 10/3/18   5:20 PM

YOUR GUESTS
 WILL BE FLOORED.

866.297.0380
DecorativeCeilingTiles.net/AffordableHotelUpgrades

ORDER OR DOWNLOAD
YOUR FREE

DESIGN GUIDE TODAY

DESIGNER CEILING TILES
PREMIUM QUALITY

TRADITIONAL & CONTEMPORARY
METAL & VINYL

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

                                     

Hotel Safes $95

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

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

Custom Colors Available

935118_Global.indd   1 9/26/18   11:32 PM

Granite & Cabinet LLC
Hotel Furniture

Guestroom Furniture and FF&E
Granite & Quartz

Vanity and Kitchen Top and Cabinet

Lamp, Mirror & Artwork

Ph: 706.226.8888
Fax: 706.226.3488

www.granitecabinetllc.com

estimating@granitecabinetllc.com

933123_Granite.indd   1 14/09/18   6:41 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

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
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Closeouts–Overruns
1.50/yd and up!

Over a million yards in stock!

Major credit cards accepted

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

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

Wallcovering Warehouse
Factory Direct
Commercial Vinyl Wallcoverings

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

barotcapital.com  ·  barotrealestatecapital.com  ·  423.498.2500

COMMERCIAL REAL ESTATE FINANCING SOLUTIONS

LOAN TYPES

·  CMBS  ·  Bridge/Mezzanine   
·  EB5  ·  SBA 7(a), 504 and USDA   
·  Conventional
ACQUISITION, REFINANCE &  
CONSTRUCTION

·  Hotel  ·  Multifamily & Healthcare   
·  Retail  ·  Apartments  ·  Self Storage   

931432_Barot.indd   1 9/23/18   7:54 AM

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

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
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CELEBRATING A GENERATION  
OF WORKING TOGETHER

CALL 1-800-727-1872 FOR A COMPLIMENTARY ACCOUNT 
REVIEW TO SEE HOW MUCH YOU CAN SAVE.1

We’re excited to celebrate the success of AAHOA members and their families as a 
preferred payments processor since 1997.

As a payment processor with a dedicated lodging service department, we pledge superior service built on three pillars of 
strength: trust, simplicity and security.

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

SIMPLICITY
We deliver easy integration into 
your property management 
systems.

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

Businesses are required to complete an application and agree to terms and conditions at the time of enrollment. All businesses are subject to credit approval. 
Merchant services are provided by Paymentech, LLC (“Chase”), a subsidiary of JPMorgan Chase Bank, N.A.
1Cost comparison will be based on a calculation of the overall cost for comparable services, as determined by the processing statements you provide, and will exclude all one time fees. Cost comparison results are estimates only and do not guarantee 
savings.  In addition, inaccuracies in the comparison may occur due to pricing variances and complexities in the statements provided.

© 2018 J P Morgan Chase & Co. All rights reserved.

CLUB BLUE MEMBER

924224_Chase.indd   1 7/9/18   2:30 PM

YOU WORK HARD TO
BUILD YOUR BUSINESS

We want to help make 

maintaining it a little easier

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

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

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

LEARN MORE AT PPGPAINTS.COM

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

http://www.todayshotelier-digital.com/aahom/1218_december_2018/TrackLink.action?pageName=39&exitLink=http%3A%2F%2FPPGPAINTS.COM
http://www.todayshotelier-digital.com/aahom/1218_december_2018/TrackLink.action?pageName=39&exitLink=http%3A%2F%2Fwww.ppgpaints.com


YOUR  TRUSTED  PARTNER

$13,000,000
Holiday Inn
VIRGINIA

Bridge Financing
Acquisition/Renovation 

$9,700,000
Best Western
CALIFORNIA

Bridge Financing
Acquisition/Conversion 

$12,000,000
Courtyard
by Marriott

PENNSYLVANIA
Bridge Financing

Refinance/Renovation 

$6,000,000
Comfort Inn
ARIZONA

Bridge Financing
Acquisition/Renovation 

$5,000,000
DoubleTree

by Hilton
GEORGIA

Bridge Financing
Acquisition/Conversion 

$8,500,000
Four Points
by Sheraton

OHIO
Bridge Financing

Refinance/Conversion 

IN  HOTEL  FINANCE

$3,000,000
Hotel Indigo
ALABAMA

CapEx Financing
New Construction 

$1,400,000
Country Inn

& Suites
WISCONSIN

CapEx Financing
Renovation

$4,000,000
Staybridge Suites

OREGON
CapEx Financing
New Construction 

936028_Access.indd   1 10/19/18   12:32 PM

http://www.todayshotelier-digital.com/aahom/1218_december_2018/TrackLink.action?pageName=40&exitLink=http%3A%2F%2Fwww.accesspointfinancial.com
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