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Insightful Research.
Inspiring Design.
Impactful Opportunity.

Designed from the research up to inspire travelers and supported by the resources essential to
growing your portfolio, Cambria® hotels & suites offers a fresh development opportunity geared
toward the future. With over 80 hotels open or under development, there’s never been a more
exciting time to be part of the action. Start your conversation about Cambria today.

TIMES SQUARE, NYC

FOR MORE INFORMATION, PLEASE CONTACT:

where everybody is somebody

Mark Shalala, Vice President of Development

908-420-6010 or Mark.Shalala@ChoiceHotels.com

TIMES SQUARE, NYC

WASHINGTON, DC

CHELSEA, NYC

WHITE PLAINS, NY

CAMBRIADEVELOPMENT.COM

RECENT OPENINGS: TIMES SQUARE, NYC. ROCKVILLE, MD. CHELSEA, NYC.
U N D E R D E V E L O P M E N T: A S H E V I L L E / D O W N T O W N , N C .
CHARLESTON, SC.
CHICAGO/DOWNTOWN, IL.
C O L L E G E PA R K , M D .
C L E A R W AT E R , F L .
DALLAS SOUTHLAKE, TX.
DURHAM, NC.
FORT LAUDERDALE, FL.
HOUSTON/WOODLANDS, TX.
L A X / E L S E G U N D O , C A . M C A L L E N , T X . M I A M I / D O W N T O W N / B R I C K E L L , F L . M T P L E A S A N T, S C . N A S H V I L L E / D O W N T O W N , T N .
NEW ORLEANS/DOWNTOWN, LA.
NEWPORT/M I D D L E T O W N , R I .
P H I L A D E L P H I A / D O W N T O W N , PA .
PHOENIX/NORTH
M A Y O C L I N I C , A Z . R I C H A R D S O N , T X . S A V A N N A H / D O W N T O W N H I S T O R I C D I S T R I C T, G A . S E A T T L E / D O W N T O W N , W A .
This advertisement is not an offering. For New York: an offering can only be made by a prospectus filed first with the Department of Law in the State of New York. Such filing does not constitute
approval by the Department of Law. For Minnesota: Cambria Suites #F-4986. A copy of the Franchise Disclosure Document may be obtained through contacting Choice Hotels International at
1 Choice Hotels Circle, Suite 400, Rockville, MD 20850 or at Development@ChoiceHotels.com. ©2016 Choice Hotels International, Inc. All rights reserved.

Front to back - solutions
you can
trust.

True hospitality combines convenience
at the front desk with end-to-end
security at the back-of-house.
Our latest access management
software, mobile access solution and
full-range of perimeter access
solutions provide total control
throughout your entire property.

dormakaba lodging systems – front
to back, solutions you can trust.
Visit us at Hotel Experience,
Booth 2619.
Ilco 877.468.3555
Saflok 800.999.6213
www.kabalodging.com
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OUR DYNAMIC DUO
DOES IT AGAIN.
Harness the strength of a world-class hospitality organization with recognized results.

“Highest in Guest Satisfaction
Among Economy/Budget Hotel
Chains, 14 out of 15 Years”

“Highest in Guest Satisfaction
Among Mid-Scale Hotel Chains,
Two Years in a Row”

For information on development opportunities call 888-223-4675
or visit us at www.whgdevelopment.com

Microtel Inn & Suites by Wyndham received the highest numerical score among 11 economy/budget hotels in the J.D. Power 2002-2011 & 2013-2016 North America Hotel Guest Satisfaction Index Study.
2016 study based on 63,866 total responses, measuring the perceptions and experiences of guests who stayed in a North American hotel May 2015-May 2016, surveyed June 2015-May 2016. Your
experiences may vary. Visit jdpower.com.
Wingate by Wyndham received the highest numerical score among 9 midscale hotels in the J.D. Power 2015-2016 North America Hotel Guest Satisfaction Index Study. 2016 study based on 63,866 total
responses, measuring the perceptions and experiences of guests who stayed in a North American hotel May 2015-May 2016, surveyed June 2015-May 2016. Your experiences may vary. Visit jdpower.com.
This is not an offer. Federal and certain state laws regulate the offer and sale of franchises. An offer will only be made in compliance with those laws and regulations, which may require we provide you with a
Franchise Disclosure Document, a copy of which can be obtained by contacting any of the franchisors above or Wyndham Hotel Group at 22 Sylvan Way, Parsippany, NJ 07054. All hotels are independently
owned and operated with the exception of certain hotels managed or owned by an affiliate of the company.
© 2016 Wyndham Hotel Group, LLC. All rights reserved.
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WEB EXCLUSIVE
The ‘Magic’ of Email Marketing
Drip or email marketing is essentially a set of marketing emails that are sent out automatically on
a schedule. With permission to communicate via email or SMS messaging, an email marketing
company can remind a customer that he or she didn’t finish checking out their cart, that the hotel
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YARDLEY, PA 19067. TO SUBSCRIBE TO LODGING PLEASE VISIT LODGINGMAGAZINE.COM/SUBSCRIBE.
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SIMPLY EXCEPTIONAL

“Highest in Guest Satisfaction Among
Economy/Budget Hotel Chains, 14 out of 15 years”

Every MICROTEL is purpose-built, making it the only all new construction hotel chain in the Economy segment. It has a
unique, cutting edge prototype that sets the benchmark for efficient design and allows for low start-up costs and short
construction times.* MICROTEL is a part of WYNDHAM HOTEL GROUP, the world’s largest and most diverse hotel company.

For information on development opportunities call 888-223-4675 or visit us at www.whgdevelopment.com

Microtel Inn & Suites by Wyndham received the highest numerical score among 11 economy/budget hotels in the J.D. Power 2002-2011 & 2013-2016 North America Hotel Guest Satisfaction Index Study.
2016 study based on 63,866 total responses, measuring the perceptions and experiences of guests who stayed in a North American hotel May 2015- May 2016, surveyed June 2015-May 2016. Your
experiences may vary. Visit jdpower.com.
This is not an offer. Federal and certain state laws regulate the offer and sale of franchises. An offer will only be made in compliance with those laws and regulations, which may require we provide you
with a Franchise Disclosure Document, a copy of which can be obtained by contacting any of the franchisors above or Wyndham Hotel Group at 22 Sylvan Way, Parsippany, NJ 07054. All hotels are
independently owned and operated with the exception of certain hotels managed or owned by an affiliate of the company. © 2016 Wyndham Hotel Group, LLC. All rights reserved.
*Microtel Inns and Suites Franchising, Inc. Franchise Disclosure Document dated April 1, 2016, as amended July 1, 2016.
© 2016 Microtel Inns and Suites Franchising, Inc. All rights reserved.
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FROM THE EDITOR

PRESIDENT AND PUBLISHER
Edward J. McNeill Jr.
EXECUTIVE EDITOR
Megan Sullivan

Rocking
the Industry
FEW PARTS OF LIFE UNFOLD the way we think they will, and innovation is no different.

It requires not just a new idea, but a person behind that idea who has the guts to present
it to the world. And change is scary; not everyone is receptive to it. These thought
leaders are not just bright—they’re brave, and maybe even a bit rebellious.
Flipping through the pages of LODGING’s November issue, readers will undoubtedly discover that the individuals hand-selected by our editorial team are truly the rock
stars of hospitality. Every individual and company in this issue has injected life into
their area of the hotel industry, from technology to design and anywhere in between.
For example, Kalisa Martin and Jeff Belizaire, our spotlighted real estate and finance
innovators, uprooted their lives in New York to chase their dream of running their
own B&B, aptly called The Runaway, in Jamaica. Steve Caron, the featured operations
innovator, heads up Vacation Rentals by Choice—a newly introduced offshoot of Choice
Hotels that serves as the hotel industry’s answer to the growing threat of short-term
rental services like Airbnb. And then there are young influencers like Micah Green, a
lifelong inventor who—as a teenager—founded Maidbot, a company that may completely revolutionize housekeeping procedures that have remained unchanged for decades.
As a young professional in my own field, Micah’s venture seems impossibly courageous, as breaking into any profession comes with its own set of fears for recent college
graduates. Micah not only broke into the hospitality marketplace, but brought an
entirely new way to clean rooms to the table before even obtaining a degree. But that is
what makes Micah—as well as Kalisa, Jeff, Steve, and the other innovators listed in this
issue—the rock stars of this industry. While many are afraid to take a chance, rock the
boat, or start a new trend, the 50 innovators highlighted on these pages are taking the
stage and throwing out the rulebook to start anew. They’re bringing the entire industry
along for the ride, too, whether it’s ready or not.
That sounds pretty hardcore. I hope everyone will join me in cheering the bravery of
these innovators and preparing themselves for change.
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LET’S
CONNECT

Wingate is a proven leader.
With 88 deals currently in the pipeline including
20 in development, Wingate is poised for explosive
growth.* Its consistent quality and efficient design
make it a clear choice for smart investors.**
n Contemporary prototype designed with both
business and leisure travelers in mind.
n Incentives available for qualified developers.**
“Highest in Guest Satisfaction
Among Mid-Scale Hotel Chains,
Two Years in a Row”

For information on development
opportunities call 888-223-4675 or
visit us at www.whgdevelopment.com

Wingate by Wyndham received the highest numerical score among 9 midscale hotels in the J.D. Power 2015-2016 North America Hotel Guest Satisfaction Index Study. 2016 study based on 63,866 total
responses, measuring the perceptions and experiences of guests who stayed in a North American hotel May 2015-May 2016, surveyed June 2015-May 2016. Your experiences may vary. Visit jdpower.com.
This is not an offer. Federal and certain state laws regulate the offer and sale of franchises. An offer will only be made in compliance with those laws and regulations, which may require we provide you
with a Franchise Disclosure Document, a copy of which can be obtained by contacting any of the franchisors above or Wyndham Hotel Group at 22 Sylvan Way, Parsippany, NJ 07054. All hotels are
independently owned and operated with the exception of certain hotels managed or owned by an affiliate of the company.
*Source: Internal Wingate by Wyndham data. **Wingate Inns International, Inc. Franchise Disclosure Document dated April 1, 2016, as amended July 1, 2016.
© 2016 Wingate Inns International, Inc. All rights reserved.
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WHAT
THEY’RE
SAYING

THE LEDGER

UPCOMING EVENTS
JANUARY
23-24
ALIS Law
www.alisconference.com/alis-law

Residence Inn and
Courtyard Los Angeles
L.A. LIVE
Los Angeles, Calif.

FEBRUARY
22-23

JANUARY
23-25

FEBRUARY
22

Americas Lodging
Investment Summit
www.alisconference.com

JW Marriott &
Microsoft Theater
Los Angeles, Calif.

www.hsmai.org

New York Marriott Marquis
New York City

Smart Travel Data
Summit North America

Training Competencies
Conference

Hunter Hotel
Conference

events.eyefortravel.com

chart.org

www.hunterconference.com

Renaissance Atlanta
Midtown Hotel
Atlanta, Ga.

The Broadmoor
Colorado Springs, Colo.

Atlanta Marriott Marquis
Atlanta, Ga.

STAR

AH&LA
STUDENT
CHAPTER
AT CORNELL
UNIVERSITY

“Housekeepers are the eyes and
ears of any operation. They have
a direct impact on your guests’
experience, so it’s important to
listen to them and hear the
challenges or frustrations they
might be experiencing.”

HSMAI Digital
Marketing Strategy
Conference

MADELINE CHANG
Director of Housekeeping,
Aston Waikiki Sunset, in
“Showing Housekeeping Staff Appreciation”

MARCH
22-24

MARCH
4-7

OF THE
MONTH

VISIT LODGINGMAGAZINE.COM TO SIGN
UP FOR OUR WEEKLY NEWSLETTERS
AND FOR MORE EXCLUSIVE INDUSTRY
CONTENT ON TOPICS LIKE THESE:

“If you run an advertisement on TV
and someone buys your product,
it’s hard to attribute or understand
if that TV ad actually brought in the
business. Email is a one-to-one
marketing vehicle and you can
track everything precisely.”

AH&LA’s Cornell University chapter was named
Student Chapter of the Year at the 2016 AH&LA
Stars of the Industry Awards. Since being founded
three years ago, the Cornell chapter has grown from
32 members to about 120, offered expanding professional and networking development opportunities,
hosted hospitality speakers from Gemstone Hotels,
participated in Manhattan hotel tours, and attended
numerous industry conferences.
■ For more info on AH&LA’s Stars of the Industry,
visit www.ahla.com/stars.

NEIL BERMAN
CEO of Delivra, in
“The ‘Magic’ of Email Marketing”

“More than a few hoteliers are
starting to broach new ways of
partnering with OTAs that make
sense for all parties involved. It
could be a smart move.”
PATRICK BOSWORTH
Co-Founder and CEO of Duetto, in “Hotel-OTA
Competition Improves Focus on Distribution”

We Carry CleanRest PRO

Mattress Encasements
• 10 Year
no-rip
warranty
• Free Sample

www.hospitalityled.com • (888) 523-8885 • Direct (714) 473-9813 • Fax (714) 242-9275 • Sales@hospitalityLED.com
Televisions:

PTACS

TV SPEC
IAL
Television
s

BUY

15

Get One
FREE
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AVA I L A B L E
CHOOSE FROM

• GE
• LG
• AMANA
• CARRIER
• PREMAIRE

Contact Dhar Patel 714-473-9813
dharpatel@hospitalityled.com

■ Commercial
LED from 22”
to 65”
■ Pro-Idiom
(for HD), BLAN,
Pro-Centric,
and Wi-Fi models
available
We also provide:
■ PTAC-AC Units
■ Microwaves
and Fridges

■
■
■
■
■
■
■
■

Ice Machines
100 HD Channels
Room Safes
TV Brackets
Guest Remotes
Ipod Clock Radios
Pool Lift Program
No Wiring USB
Wall Plugs
100% Financing
Available

FEATURED LISTING
DOUBLETREE BY HILTON
South Bend, IN | 291 Rooms
See website for pricing
and timing information
10x.com/doubletreesb

Upcoming Online Hotel Sales

Fairfield Inn & Suites

Super 8

Five-Hotel Portfolio

Kenner, LA | 105 Rooms
Buy Online November 28-30
10x.com/fairfieldkenner

Montrose, CO | 42 Rooms
Buy Online November 28-30
10x.com/super8montrose

Al, FL & GA | Available Separately
Buy Online December 5-7
10x.com/hotelportfolio

When it’s time to sell – we’ve got you covered
10x.com/lm | (800) 215-7780

Ten-X RE, Inc. DBA Ten-X Broker License No: CO EC. 100067651, AL 000102969, FL CQ1050204, GA 75044, IN RC51500217,
LA BROK.0995692305-CORP, www.ten-x.com, 1 Mauchly, Irvine, CA 92618 (800) 841-9112.
Licensing: https://www.ten-x.com/company/legal/licensing/

Backed by

Where real estate is moving TM

THE BERNIC | NEW YORK CITY
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OPENINGS
AT
FIRST
GLANCE
OPENED

SEPTEMBER
2016
ROOMS

96
OWNER

BABILONIAFOTO

SLAVKO
BERNIC
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WONDEROUS WORLDVIEW
LOCATED ON THE SAME ROAD FROM WHICH
EDGAR ALLEN POE WOULD SET SAIL ON HIS
ROWBOAT, The Bernic hotel, located on East 47th
Street, adds to the eclectic culture of Manhattan’s Turtle Bay. Each
of the guestrooms in the newly built 21-story property feature floorto-ceiling windows as well as balconies that offer skyline views
of Manhattan. The lobby, public areas, and guestrooms all feature
artworks by Ian Sklarsky, a blind contour artist who used weltanschauung (German for “worldview”) as his inspiration. The pieces
depict different skyline views from cities such as London, Tokyo,
and Dubai. Along with artwork, amenities include heated floors,
Apple TV, and Chocolat Moderne services. The Bernic’s on-site
restaurant, Allora, affords guests a 360-view of the surrounding city
and includes specialty dishes like the Steak Diane and Zabaglione,
adding to the restaurant’s modern interpretation of traditional New
York dining establishments. Additionally, the property’s sky lounge
offers a modern twist on classic cocktails. Located within walking
distance from the hotel are iconic landmarks such as the Chrysler
Building, Grand Central Terminal, Rockefeller Center, Times Square,
and shopping destinations in midtown Manhattan. Marshall Hotels &
Resorts manages The Bernic.

N O V E M B E R 2 0 1 6 LO D G I N G M A G A Z I N E . C O M
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OUR E XTENDED - STAY FRANCHISES OFTEN
LEAD TO E XTENDED PARTNERSHIPS.

Meet Mookie. He owns ﬁve Studio 6 properties, with more on the way. Studio 6 offers lower development
and operational costs with high occupancy rates, higher proﬁts, and strong ROI. Throw in the responsive
franchise team, and you can see why Mookie chose Studio 6 to extend his portfolio.

LOWER
OPERATING COSTS

HIGHER
PROFIT

10+ DAYS
AVERAGE STAY*

Don’t miss this opportunity. Call now!

888-842-2942
franchisesales @g6hospitality.com

/

g6hospitality.com/franchising

©2016 All rights reserved. G6 Hospitality Franchising LLC. 4001 International Parkway, Carrollton, Texas 75007. This advertisement is not an offering. An offering can only be made by a prospectus
filed first with the Department of Law of the State of New York. Such filing does not constitute approval by the Department of Law. *During the 2015 calendar year, based on 37 open and operating
properties as referenced in the 2016 FDD.
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FRONT
DESK
NEWS, IDEAS, AND INSIGHTS

SU C C E S S STO RY

Educator
at Heart
CORNELL UNIVERSITY SCHOOL OF HOTEL
ADMINISTRATION INTERIM DEAN KATE
WALSH’S CONNECTION WITH THE HUMAN
SIDE OF HOSPITALITY BY CASEY GALE
KATE WALSH IS LESS THAN FOUR MONTHS into her twoyear run as interim dean of Cornell University’s School
of Hotel Administration (SHA), but that doesn’t hinder
her ability to jump in and hit the ground running—she has
been training for this role for her entire career.
After studying accounting for her bachelor’s degree
and passing the CPA exam, she found herself more drawn
to the hotels she traveled to for her work than the actual
numbers she was crunching as an internal auditor. She
pursued a masters degree at the premier school that
would later become what she calls “home”—SHA. While
at Cornell, Walsh saw two possible paths before her: apply
her financial knowledge to hospitality, or delve into the
human side of the industry.
“I found myself drawn to studying people, learning about
how I could reach and motivate them, and understanding
what it means to be a great employer,” she
“I found myself says. “So that’s the career path I took.”
An educator at heart from the
drawn to studying beginning,
Walsh did a stint as training
people, learning manager at the former Harvey Hotel
about how I Company before serving as Nikko Hotels
International’s corporate director of
could reach and training and development. Those posimotivate them.” tions led her right back to academia. “It
seemed like when I was training, I would
— KATE WALSH go into a property and energize and
INTERIM DEAN, CORNELL
UNIVERSITY SCHOOL OF excite the team around the concepts we
HOTEL ADMINISTRATION were teaching, but after I left, everyone
would go back to their jobs and nothing
seemed all that different in a sustained way,” she says. “I
started doing some serious thinking about service delivery
and I decided I wanted to study and understand the con-

DEEP ROOTS
Not only is the

cept in a much deeper way. So I went the
interim dean of Cornell
University’s School of
research route.”
Hotel administration
With the advice that she should obtain
an alum herself—she
a Ph.D. from one university and then
has also taught at the
take that knowledge elsewhere to teach,
school for 16 years.
she studied at Boston College’s Carroll
School of Management. At the back of
her mind, she always hoped she could
return “home.” As luck would have it, when she was on
the job market, SHA had an opening. That was in 2000.
Now, sixteen years later, Walsh has developed specialties
in teaching organizational behavior and leadership to
freshmen and career planning to seniors.
Walsh loves to study careers and career paths,
especially for professional women. She examines what
hospitality organizations can do to keep their team
members from leaving and grow them into top leaders.
While over half of industry’s young managers are women, Walsh is troubled by the low percentage of women
who actually make it to the top.
N O V E M B E R 2 0 1 6 LO D G I N G M A G A Z I N E . C O M
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CONSIDERING
CONSOLIDATION
With the MarriottStarwood mega-merger
officially complete,
consolidation was a hot
topic at the Lodging
Conference. Here’s the
view from the top:

BUILT TO
SUCCEED
The School of Hotel
Administration has
been shaping
students since 1922.

School of Management.
“We have scale that we’ve never had before and we can use these resources to build
on the school’s premier positioning,” she
says. This positioning all goes back to the industry. “We constantly ask the industry’s top
leaders, many of whom are our alums, what
pressing issues keep you up at night? How
can we make sure we are doing the research
that helps address those issues? And how do
we make sure we’re continuing to prepare
tomorrow’s industry leaders?” At the time
of LODGING’s interview with Walsh, she
was just 90 days into her term, and already
working on the answers to those questions.
“My benchmark is if in a
year from now, our curriculum innovates in such a way
that we are continuing to
shape tomorrow’s leaders
KATE WALSH, PH.D., INTERIM DEAN AT
through what they study
THE SCHOOL OF HOTEL ADMINISTRATION,
today.”
SHARES HOW TO PREVENT TURNOVER.
So far, she is poised to
achieve her goals without
MEASURE IT. “If you pay an employee more than the
breaking a sweat—after all,
competition does, how much longer on average do they stay
she has been educating and
with you? How long have these employees worked with you?”
working to improve work
environments her entire
CULTIVATE A LONG-TERM EMPLOYMENT
career. “How often do you
RELATIONSHIP. “Find out what it will take to keep
your professional talent. Work with them as they navigate
get the chance to actually
challenges associated with work-family integration.”
go do something you been
studying and practicing for
TALK ABOUT IT. “When you have new young managyour whole career?” she
ers come on board, what are the potential career paths or job
asks. “I am so excited to be
opportunities you can identify for them? The most important
a part of creating our future
factor to keeping young professionals with you is, believe it or
and carving out SHA’s mark
not, challenging work opportunities.”
as the hub of the industry
eco-system.”
“Many professionals leave the hotel
industry because it’s not a sustainable way
to live your life. So I look at what hospitality
companies can do to keep these professionals, map out a career path, make this path
happen and tap into the expertise of their
talent over the long run,” Walsh explains.
After studying the careers of women
leaders, she now is living her research.
Walsh’s goal is to lead the School of Hotel
Administration, as it becomes part of the
Cornell College of Business, with its sister
schools: the Charles H. Dyson School of
Applied Economics and Management,
and the Samuel Curtis Johnson Graduate

GOOD ADVICE

1
2

3
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“In the lifetime we’ve been in this
industry, none of us have seen
an M&A deal like the MarriottStarwood deal, but we have
seen lots of other opportunities
that have put brands on platforms that have enabled those
brands to grow more robustly,
both within certain markets but
also to expand to other markets
around the world.”
JOEL EISEMANN
Chief Development Officer,
The Americas, IHG

“M&A is definitely good for
development…The whole point
of consolidation is to grow
scale, to grow the value proposition for the franchisees, and
to lower their cost.”
DAVID PEPPER
Chief Development Officer,
Choice Hotels

“If you look at our history, and
look at the industry, I think there
is no question there is going
to be more consolidation. The
capital markets are one thing,
but also investors are looking
for how do you grow earnings
right now. It’s going to come
through synergies and shared
opportunities.”
JIM ABRAHAMSON
CEO, Interstate Hotels & Resorts

DON'T ENCASE THEM...
KILL THEM

Stop the Bites...
...Preserve Your Reputation

866-978-6288
HotelBedBugPrevention.com

• Starts working within 10 minutes
• Provides Prevention & Control for 2 years
• Easy to Install
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Q U I C K TA K E

Star Power
CELEBRITY PARTNERSHIPS RAISE HOTEL
AWARENESS AND REVENUE BY ROBIN MCLAUGHLIN

Musician
Gavin DeGraw.

WHAT DO MUSICIAN GAVIN DEGRAW, comedian Rob Riggle, and Game of
Thrones actor Kristofer Hivju all have in common? They all have partnerships
within the hospitality industry. Hivju is the much-lauded Wyndham Rewards
Wyzard, Riggle is IHG’s creative director (and “Breakfast Head Honcho”), and
DeGraw recently partnered with Curio – A Collection by Hilton for the
#CitiesbyCurio campaign.
Drawing attention to a superstar has proven to be a successful
marketing tool and more and more hotel brands are using celebrity publicity to increase online traffic and grow revenue.
But while these partnerships may seem like no-brainers,
matching the perfect personality to a brand can be
challenging. This is why Stuart Foster, vice president of global brand marketing for Hilton Hotels
& Resorts, is so pleased with the new partnership
between Curio and DeGraw. “Gavin has a oneof-a-kind personality, which—combined with his
passion for discovering when traveling—made
him a natural fit for Curio,” Foster says.
And DeGraw and Curio have been busy. He’s
been filming localized travel guides for cities
with Curio hotels, which has in turn increased
the brand’s web traffic. In less than a month, two of
DeGraw’s videos were viewed almost 100,000 times,
and Curio made more than 430,000 online impressions.
“The partnership also allows us to give fans unique experiences—whether it is a chance to win tickets to a show, meet
Gavin for a sound check, or to engage with him directly via a Twitter
chat,” Foster explains. Social media usage also skyrockets with celebrity partnerships. When DeGraw partnered with Curio, the brand’s Facebook engagements
jumped by 13,000 and “Likes” were boosted by 85 percent.
With DeGraw’s influence, the #CitiesbyCurio campaign continues to
grow. “By working with an influential figure whose personality aligns with
the Curio brand, we are able to raise awareness by engaging Gavin’s fan
base,” Foster says. “And in doing so, we are introducing the Curio collection
to a whole new audience.”

APP WATCH
Launched earlier this fall, Google Trips is a free app for
travelers that compiles all trip information—plane
tickets, hotel reservations, etc.—into one place to
make it easily accessible, even without an internet
connection. Once the traveler arrives at her destination, the app can help her plan outings, make
dinner reservations, get around the city, and learn
the lay of the land. It will also suggest activities
based on time, place, and weather, as well as the
traveler’s interests.
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ASK

ANTHONY
ANTHONY MELCHIORRI, host and
creator of Travel Channel’s Hotel
Impossible and Five-Star Secrets,
loves dishing out advice. From
sharing best practices to tackling
operational issues, he’s here to
answer your questions.

What do you think was
the driver behind the
now-complete MarriottStarwood merger?
Let me begin by saying that I don’t
know the specifics, because I am not
associated with either of the companies.
However, for as long as I have been in
the business, looking at the deal and
watching it from the outside as a hotelier
with the background I have, several
things stand out. Marriott’s acquisition
of Starwood created the world’s largest
hotel company. The strength of 30-plus
hotel brands, which encompasses their
newly unified group, provides them with
significant bargaining power. With that
comes nearly 80 million rewards program
members from both the Marriott Rewards
and Starwood Preferred Guest programs.
That means there is complete access to a
significant source of booking potential for
direct. This is especially pertinent because I
believe that in the next year or two, there’s
going to be a noticeable push back against
third-party websites. I also believe there
was some degree of consideration given
to Airbnb. I am confident that you will
hear something about the new company
working with Airbnb in some fashion, but
doing so in a manner whereby they don’t
have to partner with them exclusively.
Overseeing 5,500 hotels with 1.1 million
rooms and having a presence in over 100
countries certainly gives Marriott leverage
to deal, make alliances, and chart a new
course in our industry.

GOT A QUESTION?
Send it to AskAnthony@lodgingmagazine.com

A MODEL FOR SUCCESS
AT T H E H E A R T O F I T A L L .
Hyatt Centric hotels offer an efficient operating model that’s
flexible, adaptive and uniquely designed to capture the heart
of a lifestyle hotel, and the soul of the destination.

B AC K E D B Y H YAT T

Support from Hyatt’s global network
and award-winning Hyatt Gold
Passport loyalty program.

G ROWI N G D E MAN D

C O M PAC T
FU LL-S E RVI C E M O D E L

Meets the modern needs
and desires of a booming
guest segment.

Explore an efficient model with the
flexibility for local customization.

C H I C AG O • M I A M I • M O N T E V I D E O • N E W O R L E A N S
PA R K C I T Y • LO N G B E AC H • S A N F R A N C I S C O
H O U S T O N • S A N TA B A R B A R A • N E W YO R K C I T Y
Hyatt Centric™ and related marks are trademarks of Hyatt Corporation. ©2016 Hyatt Corporation. All rights reserved.
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Checking in

Jay Stein
JAY STEIN, FORMER COO OF HAMPSHIRE HOTELS

FAST
FACTS
CEO, Dream Hotel Group
Time with company:
23 years
First hotel industry
job: Hilton Worldwide,
F&B manager, Vista
International Hotel at the
World Trade Center, New
York City
Hometown:
New York City

experience with the New York-based company when
he earned the title of CEO last December. Given his
expertise, Stein knew exactly the right moves that
would streamline the company. This involved retiring
the Hampshire name—as well as the short-lived Debut
Hotel Group brand that his predecessor, Eric Danziger, introduced in 2014—and rebranding as Dream
Hotel Group. The company is home to four distinct
brands: Dream Hotels, Time Hotels, The Chatwal, and
Unscripted Hotels. Stein outlines Dream Hotel Group’s
evolution and expansion efforts, and the wealth of opportunities within the lifestyle space.

What prompted the rebranding? | We got overly ag-

gressive on some of the concepts we had out there, and
the things we were taking on as a company. We needed
to refocus, streamline a bit, and come back out with a
defined new plan and be able to use resources in a more
concise manner. So we dropped a few of the concepts we
had, and refocused on our four main brands.

Hotel must-haves:
A really clean room,
preferably newly
renovated, with an
even cleaner bathroom!
Best advice he
ever got: From his Dad:
“Treat everyone with
respect.”

Did you choose the Dream name because

consumers were familiar with it? | To be completely

honest, the consumer wasn’t really our main focus. We
did have a reasonable base of core lifestyle users who
knew what the Dream concept was, but at this point, we
don’t really have the magnitude for consumers to understand that Dream Hotel Group is four other brands.
When we tried to do the refinement, it was very clear in
my mind that we needed one name. We couldn’t expect
the consumer and certainly the developers to know
us by both Hampshire and Debut. It made more sense
to use Dream Hotel Group, because we were taking
advantage of the one thing people knew us by already,
particularly in the development community.

What is the company’s growth strategy? | Dream

will peak out probably at 20 to 25 hotels domestically,
and probably double or triple that globally. I don’t think
there are many more markets where Dream will really
work in. I see probably four times that amount for Time,
which is also in the upper-upscale segment. Our upscale
brand, Unscripted, is really unlimited, like a Hampton
Inn concept—there could be 1,000 of them in the United
States. if everything goes to plan. For the Chatwal brand,
we’re very selective regarding where that can work, but

JOEL KIMMEL

Title:

MANAGEMENT, had amassed more than 20 years

we are speaking to potential partners about it. I expect it
to be a little slower to find people who want to do really
high-end luxury development, because the return on
investments aren’t always as great, and they tend to be a
labor of love or a trophy asset.
What is an industry issue you are concerned about

right now? | We’ve been trying to figure out the impact

of Airbnb. In New York, there is no denying it has had
some decent impact. Any 1 or 2 percent is a big number
in a market where we’re only growing 1 or 2 percent.
We used to grow double digit RevPARs in New York, so
1 percent is a pretty big deal now. But I think Airbnb is
looking at some significant changes coming down the
pike, and it will not be the demise of the hotel industry.
There are a lot of people who like to stay in hotels with
cool bars, restaurants, pools, and fun stuff to be around,
and that’s what we do. I don’t see Airbnb being able to
provide those kinds of experiences.
Will the lifestyle segment continue to flourish? |

Ian Schrager had it right a long, long time ago: People
want highly stylized hotels, with great food and beverage
operations that locals want to be at. We started in 1999
with The Time New York and never looked back. We
have put all of our efforts in lifestyle ever since. This is
what the industry should always have been. As you get
bigger, however, the hard thing is whether you can still
create interesting, one-off vibes in great locations. At the
size we’re at now, with the team we have, we are able to
give our best knowledge and best input in creating fun
properties in these cities and resort areas. I’m challenging my team to stay fresh and understand the wants and
needs of today’s travelers.

BOTTOM LINE

20-25
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The number of Dream Hotels Dream Hotel Group
CEO Jay Stein expects to open in the United States.

Royal Palms Resort and Spa, Phoenix

THE FREEDOM TO BE
EXTRAORDINARY.
The Unbound Collection by Hyatt focuses on upper-upscale to luxury properties that offer one-of-a-kind
experiences. As a developer and owner, you maintain your independence while being backed by Hyatt’s
powerful global sales and marketing network. With access to the award-winning Hyatt Gold Passport loyalty
program, you are free to bring your unique vision to life.
THEUNBOUNDCOLLECTIONBYHYATT.COM

The Confidante
Miami Beach

Hôtel du Louvre
Paris

The Driskill
Austin

Carmelo Resort & Spa
Uruguay

Coco Palms Resort*
Kauai

Hyatt® and The Unbound Collection by Hyatt™ names, designs and related marks are trademarks of Hyatt Corporation and/or its affiliates.
© 2016 Hyatt Corporation. All rights reserved. *This resort is expected to undergo a revitalization and re-open in Spring 2018.

Royal Palms Resort and Spa
Phoenix
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WA S H I N G T O N D I S PAT C H

Power Move
SENATORS OFFER RENEWED HOPE OF ENDING HOTEL BOOKING SCAMS
BY MARYAM COPE

REGRETTABLY, WITH ALL THE GREAT OPPORTUNITIES and conveniences of booking a hotel room online today also comes the mushrooming reality of increased scams. In fact, some 15 million online
hotel booking scams occur every year.
With most consumers searching at least seven to 10 websites before
booking a reservation, as well as elevated traffic on hotel and travel
websites, it’s become more common for rogue third-party online
booking sites to find ways to piggy-back on legitimate hotels. These
rogue sites trick consumers by mirroring the look and feel of the actual hotel website, using copyrighted images, trademarked logos, and
many times, even similar URLs, to take consumers for a ride.
Fortunately for consumers, members of Congress have taken
notice—some of whom have even fallen victims of online booking

scams themselves—and a bipartisan group of congressional leaders are taking action to ensure enhanced
consumer protection when booking travel online.
Last month, U.S. Sens. Steve Daines (R-Mont.) and
Bill Nelson (D-Fla.) introduced the Stop Online
Booking Scams Act, a bill that would effectively combat these deceptive practices and hold unscrupulous
actors accountable.
The legislation, which was originally introduced in
the House in February by Reps. Lois Frankel (D-Fla.)
and Ileana Ros-Lehtinen (R-Fla.), would provide vital
safeguards and take necessary corrective action to
stop scammers from mimicking legitimate websites

BY THE NUMBERS

15 million
20
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Number of online
hotel booking scams
that occur every year.

See us
at HX
Booth
2537
HiW44

Qi wireless charging

ALLOW YOUR GUESTS TO
RECHARGE ALL THEIR BATTERIES.
Introducing the HiW44 desktop charging station from iHome. With a Qi wireless charging pad, 2 USB ports,
Lightning connector, Micro USB connector and a 3-prong 110V AC outlet, it can charge just about anything in a hurry.

Lightning Connector

Qi Charging Pad

Two USB ports

Micro USB Connector

3-Prong 110V AC Outlet

For more information, contact Chris Brunt at cbrunt@hoteltech.com 888-74HOTEL, ext. 370 www.hoteltechnologies.com
© Hotel Technologies, LLC. iHome is a registered trademark of SDI Technologies, Inc. iPhone, and iPod are trademarks of Apple Inc., registered in the U.S. and other countries.
The “Qi” symbol is a trademark of the Wireless Power Consortium. All other marks are trademarks of their respective owners.
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INSIDE AH&LA
and exploiting unassuming consumers. Third-party
booking sites would be required to have continuous,
prominent notification that their websites are not
associated with a specific hotel’s website before any
consumer’s credit card is charged, making it crystal
clear to consumers who they are doing business with
online.
Over and above reinforcing consumer protections
that were included in the House version, the Senate’s
companion bill further protects consumers by fighting
off “meeting pirates,” which are third-party companies
that misrepresent themselves as the official lodging
provider for a given conference, convention, or trade
show. Preying on invitation lists and convention
calendars, these rogue players use similar tactics to
lure in unsuspecting customers and dupe them out of
legitimate reservations, causing extreme frustration,
lost or canceled reservations, and, sometimes, nowhere
to go in often booked-up cities.
As the digital marketplace continues to grow and
evolve, consumers deserve transparency, and every
minute we wait to pass this
commonsense legislation,
Every minute we
more consumers and hotels’
wait to pass this
future guests will fall victim
legislation, more
to these deceptive practices.
consumers and
When travelers have to play
detective to simply plan their
hotels’ future
vacations, it’s clear something
guests will fall
needs to be done. Consumers
victim to these
should always have the utmost
deceptive practices.
confidence in the online booking process from start to finish
and they should feel safe and protected when booking
travel online. This legislation sends a clear message
that this kind of deceptive behavior will not be tolerated and provides commonsense safeguards to restore
trust in the online booking process, allowing customers
to once again rest easy when planning a vacation.
AH&LA and our member companies made this a key
priority earlier this year during our Legislative Action
Summit. At that time, we raised the issue—and the
harm to consumers—posed by these deceptive practices with members of congress and urged them to take
notice and act. We applaud Sens. Daines and Nelson
for their leadership on the issue and their colleagues in
the House. And we urge other Members in the House
and Senate to take up this issue and help
protect consumers by supporting this
important bill and swiftly moving it
through the legislative process to prevent these scammers from harming
anyone else.
n

Maryam Cope is AH&LA’s vice
president of government affairs.
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Hoteliers know that our
industry is unique. And there
are a multitude of stories to
share about why that is. It’s
a story interwoven in every
community across America of
supporting good jobs and
pathways to long-term
careers in this dynamic
industry. It’s a story of
community partnerships,
economic growth, and
longstanding investments. It’s a
story of the countless employees who begin their jobs as bellhops,
front desk agents, or dishwashers, and with training and hard
work, rise through the ranks to become managers, general
managers, and even onto the C-Suite level. Our industry tells the
story of dreams. And we are telling everyone about it.
Making our guests’ dreams come true is just one part of our
industry. What makes us great and what makes us strong is the
people we employ and providing our employees an opportunity
to achieve the American Dream. Dreams happen here, at hotels.
Dreams happen through the guests we serve and the people
we employ in the communities we support. They happen in the
investments we make in our people, our cities, and our country.
To showcase the impact of the hotel industry in real numbers,
AH&LA commissioned a comprehensive analysis of the hotel
and lodging industry. Conducted by Oxford Economics, the
study is based primarily on data from federal agencies and
leading providers of travel and hotel industry data, Smith Travel
Research and Longwoods International. It is the most thorough
economic impact analysis of the lodging industry to date.
This comprehensive data proves what communities and the
traveling public know to be true: Our industry is stronger, more
vibrant, and more innovative than ever before. And it serves as
the foundation for our newest campaign, Dreams Happen Here.
This campaign showcases the ability of our industry to provide
the resources and training our employees need to make their
dreams happen in our industry.
This is a story we should all be proud of and will continue to share
in our Dreams Happen Here campaign throughout this year and
next. It’s a story we will tell loudly in Washington and around the
country. It’s a story that dreams are made of.

KATHERINE LUGAR
President and CEO, AH&LA
klugar@ahla.com

HOTEL DREAMS HAPPEN HERE

Hotel operations
and guests support
8 million jobs, including
4.5 million direct jobs.
That’s nearly the
entire population of
New York City.

Hotels generate nearly

$170 billion in federal,
state, and local taxes.
That’s about the size of
New Zealand’s
economy.

Powering Our Communities
■ In total, guests spend $483 billion at hotels
and local businesses as a part of their trips,
including transportation, dining, shopping,
and other activities
■ Hotels contribute $590 billion to the
U.S. GDP
■ 61% of hotels—more than 33,000
properties—are considered small
businesses in the United States

Every year, more than

one billion guests
stay in hotels. That’s
15 percent of the
earth’s population.

Supporting Jobs and Investment
■ A typical hotel with 100 occupied rooms
per night supports over 250 local jobs
every year
■ The hotel industry supports $355 billion
in total labor income
■ The hotel industry has increased wage and
salary income by $18.5 billion since 2005,
paying employees $74 billion in 2015
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Insist on THE ORIGINAL –
The Soft Vac Protective
Vacuum Cover !
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BUMPSTER
VACUBUMPER
We offer the ONLY custom-fitted vacuum
cover designed and manufactured to fit
your specific make and model. Soft Vac is
the innovator and the industry leader.

www.softvac.com

Eliminate damage from hotel vacuums.
Furniture dents, baseboard scratches,
banged-up doors and walls all lead to
expensive repair bills.
n Ends vacuum damage
n Eliminates costly repair bills
n Increases housekeeping productivity
n Extends vacuum cleaner life
n Installs in seconds with Velcro
n Soft, durable cordoura fabric outside
n High-density foam rubber inside
n There’s a Soft Vac cover to fit
any vacuum
_____________
SOLD EXCLUSIVELY THROUGH OUR
AUTHORIZED DISTRIBUTORS:
SYSCO GUEST SUPPLY 1.800.772.7676
VACLAND 1.800.822.2897
HESCO 1.800.822.7472

1.800.866.7001

Just a few of
our satisfied
customers:
BEST WESTERN
CLARION
COMFORT INN & SUITES
COURTYARD BY MARRIOTT
CROWNE PLAZA
DAYS INN
DOUBLETREE
ECONOLODGE
EMBASSY SUITES
FOUR SEASONS
GRAND HYATT
HAMPTON INN
HILTON
HILTON GARDEN INN
HOLIDAY INN
HOLIDAY INN EXPRESS
HOMEWOOD SUITES
HYATT REGENCY
LA QUINTA
MARRIOTT
MOTEL 6
QUALITY SUITES
RADISSON
RAMADA
RENAISSANCE
RESIDENCE INN
RITZ CARLTON
SHERATON
SLEEP INN
WESTIN
WYNDHAM

www.softvac.com
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OWNER’S
MANUAL
THE BUSINESS OF HOSPITALITY

S M A R T S T R AT E G Y

Calm After the Storm
REBOUNDING QUICKLY AFTER A NATURAL DISASTER BY KATE HUGHES
THE ODDS ARE GOOD that you’ll never experience a
thousand-year flood firsthand in your lifetime. With
only a 0.1 percent chance of happening in any given
year, these cataclysmic weather events—which often
lead to major damage and loss of life—are not something that most people are prepared for when they do
arrive. However, there have been at least four such
events so far in 2016, including the floods that hit The
Greenbrier, a National Historic Landmark and resort
in White Sulphur Springs, W.Va., in late June.
“We had about 12 inches of rainfall in a very
short period of time. The grounds of the resort were

completely underwater and many of the buildings had
flooded,” describes Elmer Coppoolse, the property’s
COO. Making the situation more difficult, the roads surrounding The Greenbrier washed away and were closed
off for safety reasons. “We couldn’t get to the property
to take inventory until the water started to recede,”
Coppoolse says.
Despite the extensive damage and the loss of 23 lives,
The Greenbrier instantly started rebuilding. “It was imperative that we got back up and running immediately, not
because we wanted to accommodate guests, but because
the surrounding community was devastated by the flood,”
N O V E M B E R 2 0 1 6 LO D G I N G M A G A Z I N E . C O M
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Coppoolse explains. “Our CEO, Jim Justice, opened the hotel up to people who
were displaced. We had over 700 flood
victims staying at the hotel for over two
weeks. We were also a FEMA distribution point. We helped them set up in the
area to take care of that community.”
The flooding was doubly devastating
because the surrounding community relied heavily on The Greenbrier as one of
its main employers. “Fixing the damage
was important, yes, but helping out our
community was most important to us. The real challenge
FLOOD RELIEF
was to get people back to work
FEMA’s Urban Search
as quickly as possible,” says
and Rescue Teams from
Coppoolse.
Missouri Task Force 1 look
at nighborhood maps to
Restoration teams worked
look for residents that
night and day to reopen the
may be stranded in a
property, and fewer than three
neighborhood that was
weeks later, The Greenbrier was
flooded following
back to accommodating guests.
Hurricane Matthew.

“We’re still encountering setbacks,
but the best thing for us will be getting
our occupancy back up following the
interruption. The more guests we have,
the more hours our employees get, and
the easier it is for them to rebuild their
own lives,” says Coppoolse. “It’s almost
too simple, but that’s how it seems to be
working for us and the community.”
While The Greenbrier was able to
start bouncing back relatively quickly, that isn’t always the case for hotels
that experience a natural disaster. To
reopen, a property requires that hoteliers
are well-organized from an insurance
and procedural standpoint, says Jake
Parsons, managing director at financial
advisory and management consulting
firm the Claro Group. “So many properties are just not prepared for a loss from a
weather event,” he explains. “This means
having a really good insurance policy in

place before anything ever happens.”
Parsons recommends that every hotel
work to develop an individualized insurance plan that covers their high risk areas. “For example, if your property is in a
high flood zone, you should probably pay
a little bit extra to have flood insurance
as a part of your policy,” he says. In fact,
there are a number of specialized policies
that cover not just natural disasters, but
protect against liability in the case of a
crime or pollution. “Pollution liability
insurance is actually very important for
hotels,” says Parsons. “Certain infectious
diseases can be spread via standard
equipment like ice machines. If an outbreak occurs, general property insurance
won’t protect the hotel, but a pollution
policy will. You need specific coverage.”
On the procedural side, Parsons says
that every property should have a disaster
response plan that is widely shared

EXPLAINER

THE FEDERAL EMERGENCY
MANAGEMENT AGENCY
(FEMA) COORDINATES
FEDERAL GOVERNMENT SUPPORT FOR U.S. CITIZENS AND
FIRST RESPONDERS AFTER A
NATURAL DISASTER. FOUNDED IN 1979 BY PRESIDENT
JIMMY CARTER, FEMA IS A
PART OF THE UNITED STATES
DEPARTMENT OF HOMELAND
SECURITY. TO RECEIVE ASSISTANCE FROM FEMA, THE
GOVERNOR OF AN AFFECTED STATE MUST DECLARE A
STATE OF EMERGENCY AND
FORMALLY REQUEST AID.
HELP FROM FEMA CAN ENCOMPASS GROUND SUPPORT
IMMEDIATELY FOLLOWING
A DISASTER, REBUILDING
EFFORTS, AND INFRASTRUCTURE RELIEF FUNDS. THE
AGENCY ALSO PROVIDES
JOCELYN AUGUSTINO/FEMA
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FUNDING FOR RESPONSE
PERSONNEL TRAINING.

Are your bathroom fans
EXHAUSTING more than
just moist air?
Rein in energy costs while controlling mold and mildew with a Panasonic
WhisperFit® EZ ventilation fan. The built-in motion sensor turns on the fan when a
guest enters and off again twenty minutes after they leave. Wasted electricity
caused by fans left running all day is eliminated while damage-causing moisture is
brought under control. Featuring powerful, yet quiet operation, WhisperFit® EZ
automatically does its job efficiently and without disturbing your guests.
WhisperFit® EZ from Panasonic—the easy way to a cleaner, leaner operation.
Learn more at us.panasonic.com/ventfans

›››››››››› OWNER’S MANUAL

throughout the organization. “Everybody
needs to be on the same page in terms
of procedure if an event occurs,” he
explains. This includes being conscious
of weather events that may impact your
property, such as a hurricane or blizzard.

along with the day-to-day responsibilities
of running a property. In many cases, it
helps enormously to hire outside help to
ensure that a hotel is recovering financially, as well as hitting reconstruction
benchmarks. “If you’re not a dedicated

necessary to submit a claim.” He also
notes that there are many different kinds
of insurance available to hotel owners—
property, general liability, disaster, crime,
and cyber crime, among others—so it
helps to have someone who is able to
break everything down into
understandable terms.
Coppoolse agrees that
hoteliers should seek the
experience of experts. “One
of my greatest takeaways
after what happened to The
Greenbrier was that any hotel facing damages after a disaster should
hire a public adjuster to handle your
insurance claims,” he says. “One of the
hardest parts was getting our insurance
company to understand and keep up with
the speed we required to get our doors
open and back in business.”

In many cases, it helps enormously to hire outside
help to ensure that a hotel is recovering financially,
as well as hitting reconstruction benchmarks.
“Having check-in calls with owners, managers, and staff in the immediate hours
before a storm is paramount,” he says. “As
is touching base afterwards to discuss any
damages or lack thereof.”
It can be difficult for a hotelier to
switch gears to manage recovery efforts

risk manager, there are things that will
likely slip through the cracks,” Parsons
says. “Some insurance programs even
cover the cost of an engineer or a specialist to come and assess structural damage,
as well as a forensic accountant who can
assist in preparing the financial details

CONNECT the DOTS

Disaster Recovery

It can be hard to figure out first steps when
reeling from a natural disaster. It helps to have
a plan in place—just in case. Jake Parsons,
managing director at financial advisory and
management consulting firm the Claro Group,
offers the following advice for hoteliers whose
properties have been hit by a natural disaster.
Human safety is paramount. “Owners need to focus on the
safety of their guests and employees. A lot is happening at once,
but making sure everyone is safe comes first. Evacuate people if
necessary.”
Take steps to mitigate additional losses. “For example, if
a tornado comes through and takes the roof off of your hotel, you
should put a tarp over the hole to prevent further damage.”
Report everything to insurance. “Even if damage looks to
be minor, it’s always better to err on the side of providing your
insurance notice and then deciding that the damage wasn’t severe
enough to pursue a claim. You don’t want what looks to be a small
issue to grow into something unmanageable. Think minor water
damage that infiltrates walls and leads to a full-blown mold problem. If you didn’t report the water damage, it might not be covered.”
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Contact a restoration company—quickly. “When an area
experiences a major disaster, you’re not the only one who needs
restoration services. You want to notify your restoration company
immediately so you’re at the top of their queue and you’re not waiting two or three days for assistance.”

GUESTS LOVE YOU BEST

Best-loved Bed

WITH
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Surveys show Sealy Posturepedic owners are more satisfied
with their mattresses than owners of competing innerspring products.
With Sealy Posturepedic® mattresses in your rooms, your guests will
be more satisfied, too — and that’s a powerful advantage for your
property. It’s all because Sealy Posturepedic mattresses are the only
beds orthopedically designed for better sleep. Guests will sleep
great and stay loyal to you because of it. What’s not to love?
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snacks, and soft drinks.
To examine the fi nancial
impact of retail operations
on U.S. hotels, we analyzed
the revenues, expenses, and
profits provided by 467 properties in the Trends in the
Hotel Industry that reported
retail sales data each year
from 2010 to 2015. All of the
properties analyzed managed
their own retail operations.
Properties that leased their
retail operations were excluded from the analysis.
REVENUE AND
PROFIT GROWTH

From 2010 to 2015, retail
sales revenue for the properties in our sample increased
at a compound annual growth
rate (CAGR) of 4.1 percent.
This is less than the growth
in total hotel revenue (6.1
percent) during the same
period, but greater than the
average of all other-operated
departments (3.7 percent).
MARKET REPORT
Among the various
property types, retail revenues grew the most at
full-service hotels, and the least at resort properties.
As full-service hotels adjust their food and beverage
offerings, self-service mini-marts with prepared
THE INCREASING EFFICIENCY OF HOTEL RETAIL OUTLETS
foods, microwavable items, and alcoholic beverages
BY ROBERT MANDELBAUM
are popping up in hotel lobbies and replacing threemeal-a-day, all-purpose restaurants, mini-bars,
and room service. The mini-mart revenue has not
HISTORICALLY, HOTELS HAVE OFFERED RETAIL OPERATIONS
fully replaced the revenue lost within the food and
primarily for guest convenience and satisfaction. And the revenue
beverage department, but it does meet an increasing
generated by hotel retail outlets typically represents only a small
consumer preference.
part of total hotel revenue—of the properties in the Trends in the
Retail revenue growth has lagged at resort hotels,
Hotel Industry database of CBRE Hotels’ Americas Research that
but they still achieve the highest levels of retail
reported retail revenues and expenses, retail sales made up just
revenue. In 2015, resort hotels achieved annual retail
0.9 percent of total hotel revenue in 2015. Additionally, retail
revenues equal to $1,535 per-available-room (PAR)
operations vary greatly depending on the type of hotel. The retail
basis and $6.01 per-occupied-room (POR). The
department at resorts often includes clothing stores, gift shops,
extensive retail offerings at resort hotels have reand newsstands full of custom-branded items with the hotel’s
mained fairly consistent, thus limiting sales growth
logo. On the other end of the spectrum, limited-service properties
compared to the other, evolving property types.
frequently operate a small kiosk located next to the front desk that
Convention hotels, with large public spaces and
sells items mainly for the guest’s convenience, such as toiletries,
greater guest counts, also
achieve above average retail
sales figures. In 2015, conAt 50 percent of department
vention hotels enjoyed retail
revenue, the cost of goods sold
sales of $892 PAR and $3.17
is the greatest expense for hotel POR.
retail outlets.
Retail sales volume is lowest at limited-service ($1.03

Shopping For Profits

50%
30
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POR) and extended-stay ($0.76 POR) hotels. These
property types were the forerunners of the minimarts that the full-service hotels are now emulating.
However, since limited-service and extended-stay
properties typically offer one or two complimentary
meals, the opportunity to sell more extensive (and
expensive) food items is limited.
Growth in retails sales may have lagged overall
hotel sales, but the story for retail department profits
is very positive. From 2010 to 2015, the departmental profits for self-operated retail outlets increased
by a CAGR of 7.6 percent. Retail department profits
increased the most at full-service (10.2 percent) and
extended-stay (8.8 percent) hotels.
The healthy growth rates for profits can be partially attributed to the changing nature of the retail offerings. The mini-marts
and kiosks previously
Among the various
mentioned require very
little, if any, staffi ng.
property types,
Most are manned by
retail revenues grew
front desk personnel.
the most at fullIn 2015, total labor
costs equaled just 17
service hotels, and
percent of departmental
the least at resort
revenue on average for
properties.
the entire sample, which
contributed to the 27
percent profit margin achieved during the year. This
is greater than the 22.9 percent profit margin recorded in 2010, thus emblematic of the enhancements to
efficiency.
At 50 percent of department revenue, the cost of
goods sold is the greatest expense for hotel retail outlets. Per the rules of the Uniform System of Accounts
for the Lodging Industry, departmental profits for all
operated departments are calculated before deductions for undistributed expenses such as administration, technology, marketing, maintenance, and
utilities.

R ETA I L O P E R AT I O N S

2015 RETAIL DEPARTMENT REVENUE CONTRIBUTION
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Robert Mandelbaum is director of Research Information Services for CBRE Hotels’ Americas Research.
To purchase the 2016 Trends in the Hotel Industry
report, please visit the firm’s new Property Information Portal at pip.cbrehotels.com.

Cost of Goods Sold

50%

Salaries & Wages

12.3%

Payroll-related
Expenses

SOURCE: 2016 Trends in the Hotel Industry;
*Before the deduction of undistributed expenses

Hotel owners and operators continually alter their
operations to meet the changing requirements of
their guests. Stimulated in part by changing food and
beverage facilities, as well as the growing desire for
quicker and simplified retail outlets, properties have
expanded their offerings of kiosks and mini-marts.
This transformation has occurred in both full- and
limited-service hotels. These new retail operations
have proven to be well received by guests, as well as
highly efficient and profitable.

4.7%

Other Expenses
Department Profit*

27%
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DRILL DOWN

High Performers
SOFT-BRANDED HOTELS REAP THE BENEFITS
OF AFFILIATION WITH MAJOR DISTRIBUTION
CHAINS BY PATRICK MAYOCK

REVPAR: SOFT BRANDS VS. COMPETITORS
$200
$175
$150

A CLOSER LOOK

The above information is a tad misleading, however. Soft brands naturally play in higher-rated
chain-scale segments. Thus, it shouldn’t come
as a surprise that they yield higher ADR than a
national average.
32
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Of the nine soft brands we analyzed, two are categorized as upscale, three
are categorized as upper-upscale, and four are categorized as luxury. We redid
the analysis, comparing soft brand performance against aggregated performance of those three classes, which also includes independent hotels categorized as luxury, upper-upscale, and upscale.
While the change is muted, the results are the same: Soft brands still report
higher ADR and RevPAR than a combined roll up of data from the luxury,
upper upscale, and upscale classes. ADR, on average, was $32.70 higher,
while RevPAR was $12.15 higher. Soft brands also fare comparatively well
when class performance is separated. Soft brands on average play somewhere
between properties classified as luxury and upper-upscale.
Keep in mind that the averages are just that—averages. This analysis begs
many questions: How do individual brands or properties skew these numbers?
Perhaps more importantly, what is the true cost of customer acquisition amid
the context of brand franchise fees?
At a high level, at least, soft brand market reps can rest easy. The data suggests the backing of a major brand does give otherwise independent hotels a
rate and revenue boost that delivers on that singular promise.
n Patrick Mayock is senior director of research and development at STR.

© 2016 STR, Inc. All rights reserved.

HENDERSONVILLE, TENN., has launched a
singular promise in recent years: Retain the
flexibility of independence, get the backing of
a major brand. This approach has been fueling
the swell of so-called “soft brands” launched in
recent years. And, for the independent hotelier
who abhors the constraints of brand standards,
this is a fairly compelling value proposition.
Everyone wants a safety net, and global distribution can provide just that.
That’s the premise, anyway. But does the data
complement or contradict?
Before we answer that question, let’s concretely
define “soft brands,” which can be a nebulous
term in this industry. For our purposes, soft
brands will be individual hotels that are affiliated with major chain distribution that maintain
their own design, name, and branding.
We aggregated performance data from the
following nine soft brands: Ascend Collection,
Autograph Collection, BW Premier Collection,
Curio Collection, Dorchester
Doyle Collection,
In the U.S., soft Collection,
Luxury Collection, Tribute
brands displayed Portfolio, and the Trump
the ability to charge Hotel Collection. We then
that data against
significantly higher compared
national averages for tradiaverage daily rates tional “hard” brands, as well
than traditional as true independent hotels.
What did that data show?
brands and
In the United States, soft
independents. brands displayed the ability
to charge significantly higher average daily rates than traditional brands
and independents.
On a trailing-12-month basis, which removes
the effects of seasonality, soft brands were
shown to yield, on average, ADR that was $81.59
higher than traditional brands and independent
hotels combined. The resulting RevPAR was
$57.79 higher.

THE

GAP

We are an entrepreneurial direct lender specializing in providing financing for the
construction of new hotels. With extensive real estate expertise and customized
capital solutions, we deliver unmatched value to help our clients achieve their goals.
Contact us today and let us go to work for you.

MIKE JAYNES

MATT MITCHELL

214.269.9540
mjaynes@hallstructured.com

214.269.9542
mmitchell@hallstructured.com
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SPIRIT OF THE 60S
Gary and Kathy Friedle restored

BAC K STO RY

the Monkey Tree to its 1960s glory,
designing with bright colors and
period-appropriate furnishings.

Putting Down Roots
NYC PROFESSIONALS HEAD TO CALIFORNIA TO OPEN THE MONKEY TREE HOTEL
BY KRISTEN ZALESKI AND KATE HUGHES

FOR SOME PEOPLE, the 25-year mark of a career is a time for major

promotions and doubling down on your chosen path to get to the next
level. For others, it’s a time to re-evaluate and decide whether this particular profession is one you want to be doing in your 50s, 60s, and beyond.
For Gary and Kathy Friedle, realizing that they had logged 25-plus years
in finance and architecture, respectively, in a fast-paced, New York City
environment was the kick they needed to take stock and rethink what
they wanted out of their careers.
“We’re a big believer When they were younger, the couple
talked about opening a bed and
in doing a lot of due always
breakfast. “I like to cook and she likes
diligence; we know to talk to strangers,” Gary Friedle says,
“So a bed and breakfast was
what we know and we laughing.
really a perfect fit for our interests.”
know what we don’t.” When their college-bound son decided
Gary Friedle, co-owner of to pursue his education in California,
The Monkey Tree hoTel the Friedles quietly started looking into
business options on the West Coast. After
doing a bit of research, they took their B&B idea and sized up, opting
to buy a boutique property in Southern California’s Palm Springs.
This was—and then again became—the Monkey Tree Hotel.
Designed in 1960 by famed architect Albert Frey, the Monkey Tree
Hotel was a Palm Springs destination for celebrities in the ’60s, ’70s, and
early ’80s. As the years went by, the property lost some of its luster, be34
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coming The Legacy from
1986 to 1994, and then
The Terra Cotta Inn until
2015. When the Friedles
saw that it was on the
market, they knew it was
the property for them.
The Monkey Tree
presented both a challenge and an opportunity.
Kathy used her background in architecture to restore
the hotel to its 1960s glory, with bright colors and
furnishings that nod to the period. Once the renovation was complete, the Friedles decided to change the
name of the property back to The Monkey Tree Hotel,
acknowledging its historic roots.
The refurbished Monkey Tree caters specifically to
an active and outdoorsy clientele. “We intentionally
developed a property that we would like to stay at,”
says Gary. Little touches like facilitating morning jogs
and laundering workout clothes show an attention to
detail that improves guests’ niche experience. Gary
channeled his passion for cooking into the property’s
food and beverage program, choosing menu items and
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ble locations and what to expect; he also
offered tips from his own experience in the
field. Happily, their high-powered careers
provided the capital necessary to fund and
maintain a challenging startup.
One of the factors the Friedles had to
adjust to was how to manage a boutique
property so affected by external factors
like weather. In Palm Springs, the tourism
industry can be just as cyclical as the climate
patterns. Knowing to expect a market with

ups and downs made planning ahead for
fiscal security important.
This couple has channeled two completely different careers to succeed in the hotel
space. With their complementary skill sets
and willingness to grow and learn, they have
worked to master everything from social media advertising to housekeeping. “We wanted
to make it successful, and we’re really looking
forward to making this a multiple property
experiment,” says Gary.

TWO
ONE
BIG PROBLEMS,

EASY SOLUTION.

PROBLEM
ONE.
PROBLEM
TWO.

SOLUTION.

consulting on the commercial kitchen that
was installed. The Monkey Tree’s cuisine
was curated to not only be delicious, but also
aligned with healthy choices.
Of course, regardless of their experience
as “customers,” the Friedles still had a lot to
learn about starting and running their own
hotel company. Gary and Kathy aggressively
sought out information when they were in
unfamiliar territory. “We’re a big believer in
doing a lot of due diligence; we know what
we know and we know what we don’t,” Gary
says. They consulted a former inn owner
who provided valuable advice on possi-

If you ignore your bathtub drains during renovation,
your guests will find corroded finishes and hair
clogs…not good for business. Watco
Universal NuFit® will make an old drain
look new—installing directly OVER old
drains in minutes. We include a grid strainer,
too, to prevent disgusting hair clogs. A new drain, no
clogs…two problems solved. No tools, no time, no sweat.

UNIVERSAL NUFIT ®

816.796.3900 n watcomfg.com Useful. Innovation.
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MICAH GREEN
FOUNDER, PRESIDENT,
& CEO, MAIDBOT
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UP-AND-COMERS
DESIGN
FINANCE & REAL ESTATE
OPERATIONS
TECH

BEST
AND

HOTEL
INNOVATORS
WHO ARE
MAKING
STRIDES

BRIGHTEST
Many industries pride themselves on consistently providing the same product or
service with few discrepancies from year to year. Hospitality, on the other hand, is a
business that cannot afford to be stagnant. To own, operate, or provide services for a
property, one must be willing to throw out the blueprints and start anew on a regular basis,
to accommodate shifting technologies such as virtual reality, please new generations of
guests like millennials and the up-and-coming Generation Z, and battle waves of unprecedented competition such as Airbnb.
That is why innovators in all areas of the industry—design, technology, operations, and finance—are so vital to hotels. The movers and shakers
LODGING has highlighted on these pages have proven themselves
to be hospitality’s brightest stars—sometimes before even hitting
age 40. Here is a look at the brave new world of hotels that lies
ahead, beginning with these 50 innovators.

KOREY HOWELL PHOTOGRAPHY
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2016 INNOVATORS

UP-AND-COMERS

MICAH
GREEN

20-YEAR-OLD HOSPITALITY AND ROBOTICS
ENTREPRENEUR BRINGS A FRESH PERSPECTIVE
TO ISSUES IN HOTEL OPERATIONS

W

hen discussing his company with potential clients or investors, CEO of hospitality
robotics company Maidbot Micah Green is
very aware of his young age. “I’m talking to
people who have been in the hotel industry
for decades, and some of them don’t want to
listen to a 20-year-old kid who—they assume—doesn’t know what
he’s talking about,” he says.
But Green has been entrenched in the lodging industry his entire
life. His mother, Cindy Estis Green, founder and CEO of hospitality
analytics company Kalibri Labs, in Green’s words, “brainwashed
him” into hospitality at an early age. After high school, Green
enrolled in Cornell University’s School of Hotel Administration. While doing a housekeeping rotation as part of his
studies, Green started to think about innovating the
long stagnant room cleaning process. Then it hit
him—robotic assistants that would do the laborintensive work so room attendants could focus
more on tasks that require a human touch.
And so began Maidbot. Named “Rosie,” after the
Jetson’s housekeeper, Maidbot’s housekeeping robots clean guest room floors while room attendants
take care of the rest. Based on intensive studies,
use of Rosie cut room cleaning time by 10 to 20
percent and reduced incidents of housekeeping-related injury.
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Rosie uses a powerful vacuum to clean all types
of floors and each robot is packed with sensors
that allow it to learn from its surroundings and collect data about
every room it cleans. With all the data Rosie collects, Maidbot
can communicate to the operations staff via a mobile dashboard
if something needs attention, such as a spot on the carpet that’s
always dirtier than the rest of the room. “Data collection is great,
but if it’s not actionable, what’s the point?” Green asks. “We’re
creating an intelligent system and a smart platform that gives
everyone on your team a dashboard full of helpful information.”
With such a forward-thinking product, the company is growing rapidly. “Just over a year ago, Maidbot was an
idea scribbled on a napkin,” Green says. “Now, we
have nearly a dozen workable prototypes that are
turning heads in the lodging market.”
Green can’t discuss it in detail, but major hotel
companies are keeping a very close eye on what
Maidbot is up to. “People get really excited about
robots,” he says with a laugh. “We’re setting up
business relationships and getting on authorized
vendor lists. We’re building the foundation for a
long run in this industry.”
Up next for Maidbot is a series of pilot
programs in major hotels. These programs will give
Rosie a chance to prove her worth in a real hotel
environment. “In preparation for the pilots, we’ve
been working on perfecting the software that
makes Rosie autonomous,” Green says. “These robots have the technology of a self-driving car, so
they need to be extremely efficient and accurate.”
Green is excited to continue to developing Maidbot in the lodging industry. “Many people think of hospitality as slow to change, but so many hoteliers
are innovators and are looking to be early
adopters of technology that can really
change our industry for the better. It’s
an amazing place to be.” —Kate Hughes

JUST OVER
A YEAR AGO,
MAIDBOT
WAS AN IDEA
SCRIBBLED
ON A NAPKIN

PURPOSE HOTEL

RYAN RIVETT

In September 2016, celebrity
photographer Jeremy Cowart
began a Kickstarter campaign to
fund Purpose Hotel. The project
has been gaining traction since
and has far surpassed its initial
goal. Every amenity supports
humanitarian efforts. Even paying
for faster internet service donates money to human trafficking
victims. Each room sponsors a
child’s education.

Inspired by his grandfather’s work
with Super 8 Motels, Ryan Rivett,
president and COO of My Place
Hotels of America, has worked to
develop an economy brand that can
accommodate both short term and
extended stay guests. “I challenge
every component of my team to
ask questions often, objectively and
tenaciously. Innovation is stimulated
not by having answers, but by
asking questions,” he says.

CATIE
MANGELS

CHRIS
LOEFFLER
Chris Loeffler, CEO of Caliber
Hospitality, has strived to build a
company that rehabilitates properties, betters the local community, and creates jobs. He decided
to fuel company growth and
build client wealth using private,
individual investor money instead
of the more traditional financial
institution funding and has developed an in-house strategy for all
aspects of the investment cycle.

Within her first eight months as
VP of acquisitions and development for Commune Hotels and
Resorts, Catie Mangels signed
two major deals. Now with more
than a year with the company
under her belt, Mangels continues
to thrive. “For me, it’s not just
about getting a deal done—it’s
about partnering with our owners
to create a one-of-a-kind experience for guests,” she says.

MARC POTASH
Now president and COO, Marc
Potash joined RAR Hospitality as
a corporate consultant and analyst in 2012. Since then, he has
helped grow the company from
a start-up to its current position
as a management company with
over 20 hotels in its portfolio.
“As an industry outsider, I bring a
non-hotelier’s perspective when
analyzing hotel and corporate
operations while ensuring that we
support team member growth.”

JENNIFER
GRIBBLE
As VP of the Holiday Inn Express, Staybridge Suites, and
Candlewood Suites brands in the
Americas, Jennifer Gribble has
developed initiatives that bring
about a marked change for both
guests and owners. She aided in
the development of Holiday Inn
Express’ Formula Blue design
solution and the Stay Smart
marketing campaign, which is
driving strong lifts in awareness,
consideration, and favorability.

NOAH
BRODSKY
Noah Brodsky, SVP of worldwide
loyalty and customer engagement
for Wyndham Hotel Group, transformed Wyndham Rewards
into U.S. News and World Report’s
top loyalty program. Adding seven
million new members in just 18
months, the program offers
guests opportunities to earn
points no matter how often they
travel. “There’s something in it
for everyone, and that was the
way we really thought about the
program,” Brodsky says.

GIOVANNI FORNI
Giovanni Forni, vice president
of Cedar Capital Partners,
co-founded the Young Hoteliers
Summit Association, which
works to improve professional
opportunities for young talent in
hospitality. The association—and
annual global summit in Switzerland—opens a dialogue between
hotel companies, educational
institutions, and newcomers in
the industry.

ABI
MANDELBAUM
After receiving his MBA from
UPenn’s The Wharton School, Abi
Mandelbaum co-founded YouVisit, an award-winning virtual reality
technology company that creates
immersive experiences for travel
and leisure, in addition to other
industries. The company’s ability
to harness and monetize virtual
reality can help add to hotel
partners’ sales and marketing
initiatives and bolster consumer
engagement.
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ANDA
ANDREI

2016 INNOVATORS

DESIGN

STRIKING OUT ON HER OWN GAVE THE
PRINCIPAL OF ANDA ANDREI DESIGN
AN OPPORTUNITY TO WORK ON
BOUNDARY-PUSHING PROPERTIES

R

“ I FELT THAT IF I
WANTED TO PIVOT IN
MY CAREER, IT WAS
NOW OR NEVER.”
40
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enowned designer Anda Andrei’s mark can be
seen on such boutique standouts as the Royalton New York, the Mondrian Los Angeles, and
the Gramercy Park. After a rewarding 30-year
career with Ian Schrager, most recently as his
president of design, Andrei decided to start her
own firm three years ago.
“I was blessed to be able to work with the best people
in the industry, to be a part of some of the most innovative
hotel projects of the last three decades, and to collaborate
with the best brilliant and talented minds of our world,” she
says. “It was a very hard decision to make, but I felt that if I
wanted to pivot in my career, it was now or never.”
The day the London EDITION opened in the fall of 2013,
Andrei decided to leave her post with Schrager and take a
few months to figure out the next phase of her life. It was
a chance meeting on the street with Jay Sugarman, CEO of
New York City-based real estate investment company iStar,
that led to a once-in-a-lifetime opportunity. “I had known
him for many years. He said, ‘Anda, I think I have a perfect
project for you.’” Sugarman wanted to enlist Andrei as the
creative director and design lead for iStar’s multi-billion-dollar revitalization of Asbury Park, N.J., where it owns more
than 35 beachfront acres of land. After one site visit, Andrei
fell in love. “I felt like, oh my god, to be able to develop a
city…it was such a different scale than just a hotel, with so
many more components.” The initial piece of the project was
the first hotel to open in Asbury Park in 50 years. Andrei and
her team, which included Bonetti Kozerski Studio and hotel
innovator David Bowd, took a long-vacant Salvation Army
building and transformed it into The Asbury, a 110-room
classic beach hotel with a touch of rock ’n’ roll.
As principal of her own firm, Andrei chooses challenging
projects that push the envelope, and favors classic designs
over gimmicky ones. “I don’t enjoy going to a place that is hot
for three months, and after that it looks dated, the furniture
looks stale, and it’s like a cartoon of a design.” In addition
to her role in Asbury Park, Andrei also served as creative
director for real estate mogul Aby Rosen’s 11 Howard hotel
in New York City’s SoHo neighborhood, and was the design
lead on the new Brooklyn Museum restaurant, The Norm.
Hotel rooms are some of the most challenging spaces to
design, compared to restaurants and public spaces, because of the many detailed layers that can affect the overall
guest experience, Andrei says. “When you start getting into
the hotel room—where you actually sleep, bathe, make love—
it’s the most intimate part. You live in that place, and every
material touches you. Any sort of defect can radically affect
your stay.”—Megan Sullivan

CHANCELLOR’S
HOUSE
Located in the university town of
Oxford, Miss., Chancellor’s House
is a super-luxury hotel that offers
the highest levels of accommodations and service. With details
such as marble entryways in the
guestrooms and standup bars
in the suites, not to mention the
handmade mahogany dog kennels
from Jamaica for guests’ pets,
Chancellor’s House takes the
luxury segment to the next level.

RAKEL COHEN
As SVP of design and development for Euro Capital Properties, Rakel Cohen’s modern and
contemporary design promises
a bright future for the Watergate
Hotel, a property plagued by
scandal and infamy. “While many
other hotel brands would shy
away from previous scandals, we
embraced it with playful, yet subtle, touches paying homage to its
history, while also paving the way
for a new chapter,” Cohen says.

GENE KAUFMAN
In August, a 202-room EVEN Hotel
opened at 46 Nevins Street in
downtown Brooklyn. It was the
50th hotel designed by architect
Gene Kaufman to open in NYC.
Kaufman, who is the principal and
owner of Gene Kaufman Architect, has more than 25 additional
NYC hotels in the works. Kaufman
is known in the hotel industry for
being able to maximize value in a
city known for its high construction and land costs.

DAYLIGHTED

RUSS SHATTAN
As SVP of acquisitions and
development for MCR Development, Russ Shattan is an expert
in adaptive reuse projects. He has
helped with the transformation
of a number of iconic properties,
including the The High Line Hotel
in Manhattan. The property was
formerly the General Theological
Seminary, which dated back to
the mid-1800s.

Founded on the belief that “art
should be everywhere,” digital
art company Daylighted relies on
a screen, rather than canvas, to
display carefully curated—and
easily changeable—artwork in
hotels and restaurants. Through
Daylighted, business owners can
support local artists by digitally
showcasing their work, and,
through the SmArtGallery feature,
they can purchase artworks from
local and nonlocal artists alike.

JOHN C.
PORTMAN, JR.
Originally designed by John C.
Portman, Jr. in the 1960s, 230
Peachtree Center in Atlanta is
experiencing a revitalization. This
year, Portman returned to his
design and transformed it into the
Hotel Indigo Atlanta Downtown.
“To be able to revisit our design
and adapt it to suit the needs of
Atlanta today was significant for
our city, important for our firm,
and very special to me,” he says.

WYNDHAM
GARDEN
Wyndham Garden, the first global
hotel prototype by Wyndham
Hotels & Resorts, was designed
using natural materials and earthtones to present a garden-like
atmosphere, while large windows
and natural light make guests
feel like they’re outside. There
are nine prototypes already
under development, with the first
Wyndham Garden set to open
next year in Bridgeport, W. Va.

WEST ELM
HOTELS
Launched in September in partnership with hospitality management team DDK, West Elm Hotels
aspires to create properties that
add to the sense of community in
a local city. Each West Elm hotel
will feature local design elements
that reflect the traditional décor,
cuisine, and culture of the region.
Artwork for each hotel will be locally commissioned to give guests
a sense of the area.

GENERATOR
HOSTELS
Generator Hostels aims to attract young travelers by pairing
luxury designs with a unique
social atmosphere—the properties are designed to draw
guests into common areas.
Generator CEO Fredrik Korallus
says, “The least important thing
we sell is the bed. It’s all about
the experience.” In late 2017,
Generator will open their first
U.S. location in Miami, Fla.
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FINANCE & REAL ESTATE

KALISA
MARTIN
AND JEFF
BELIZAIRE
FINANCING AND OPENING A BED
AND BREAKFAST THROUGH
UNORTHODOX MEANS

O

“WE KNEW THAT
OUR AUDIENCE
WAS OUT THERE
BECAUSE WE
WERE MARKETING TO
PEOPLE LIKE
OURSELVES.”

ne of the most challenging pieces of starting a new hospitality venture is finding
funding and developing a financing system
that works in tandem with that project’s
vision—and all funding begins with finding
the right platform to serve as the foundation for the new project.
In March 2014, Kalisa Martin and Jeff Belizaire were
feeling bogged down by the long New York City winter.
The pair decided to escape to the warm, sunny shores
of Jamaica for a long weekend. It was on this trip that
they got the idea to open a B&B together. “We thought,
why not?” they describe. “It could happen, and could
happen right here in Jamaica.” Their brief vacation
and respite from the hustle and bustle of the city re-energized
them both as they returned home to start working on their new
project. By June, they had laid the groundwork to set their B&B
project in motion. By July, Martin and Belizaire had quit their jobs
in the city and by October, they had settled down in Jamaica to
open a bed and breakfast called The Runaway.
From the project’s conception, The Runaway Jamaica placed
an emphasis on community and cultural experiences. This
mindset led Martin and Belizaire to use crowdfunding website
Kickstarter as the main method of funding for the property. Kickstarter allows hosts to set up project campaigns with a fundraising goal, and then the public donates money to the projects. In re-
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turn, they receive perks for their donation
if the project is fully funded. “Announcing
the project on Kickstarter not only gave us
a platform to spread the word and get some up-front
capital. It also invited folks to take this journey with us
and be part of the process,” they explain.
The Runaway is the first hotel project to receive the
majority of its financing from crowdfunding sites, but
Martin and Belizaire were confident that Kickstarter
would provide the proper platform for their project to
get off the ground. “We knew we were offering something markedly different. We also knew that our target
audience was out there because we were marketing to
people like ourselves,” they say. The Runaway surpassed its fundraising goal by over 50 percent, a total of $47,000.
The Runaway team found that using a unique platform like
Kickstarter as a means for developing funding had several benefits. Namely, they had easy access to upfront capital—all of the
money raised through their campaign went directly to them with
no interference. And, due to the social nature of the Kickstarter
platform, The Runaway Jamaica already had a strong social media presence before the project was even ready for guests.
“It’s amazing how in this day and age, sometimes all you need
is a great idea and a demand in the market to build a business,”
they explain. “Because of Kickstarter, we were able to focus on
the vision first and the capital followed after.”—Olivia Rizzo

HILARY
NEWSOM
Hilary Newsom, president/partner at the PlumpJack Group, has
transformed the company. Under
Newsom’s leadership, PlumpJack
has added five businesses to its
repertoire and tripled its revenue.
Newsom is now preparing the
PlumpJack Fund, which will allow
the company to donate money
to the community for medical
research, education, and
communal development.

DAVID MARVIN
With an MBA from Rensselaer
Polytechnic Institute and a Master
of Science degree in real estate
from Massachusetts Institute of
Technology, David Marvin has
used his knowledge of engineering and construction to form
Legacy Ventures, where he now
serves as president. As Legacy’s
founder, Marvin has led the company in developing $500 million in
real estate and more than 1,500
upscale hotel rooms.

MARRIOTT

INTERNATIONAL
Marriott’s merger with Starwood
Hotels & Resorts has created the
largest hospitality company in the
world. Marriott now owns and
operates over 5,700 hotel properties across the globe, encompassing 30 brands and 1.1 billion
hotel rooms. The merger has
brought about plans for a newly
revamped rewards program that
combines the best features of the
Marriot and Starwood programs.

ARLO
HOTELS
Owning and self-managing a
hospitality brand is a risk that
Quadrum Global, an investment
and development firm, is willing
to take. A group of hospitality
experts teamed with Quadrum
Global to open Arlo Hotels, two
New York-based luxury properties. Arlo Hotels combines an
organic experience with simplified
and refined décor.

SONESTA
ES SUITES
Sonesta ES Suites likes to say
they “reimagine” properties.
A conversion brand, Sonesta
ES Suites makes a property
transformation an all-encompassing experience, including
“reimagination training” to engage
employees and familiarize them
with brand standards. Employees
additionally have the opportunity
to experience hotel spaces as
a guest.

THE
CONSOLIDATORS
“Consolidation” is the word on many hoteliers’ lips following
Marriott’s absorption of Starwood, but that is not the only
merger worth noting this year. In September 2016 three
merged entities were officially announced: Gemstone Hotels and Benchmark Hospitality declared that Benchmark
would represent their merged brand identity. Commune
Hotels & Resorts and Destination Hotels announced its
new overarching company, Two Roads Hospitality. Additionally, Red Lion Hotels Corporation closed its acquisition
of Vantage Hospitality Group on Sept. 30.

TOM WOOD
Senior financial analyst Tom Wood
has assisted hotel management and
development company OTO Development in the sale of over 35 hotels.
Wood’s expertise has helped the
company create attainable budget
processes for all of its properties.
“I take a very hands-on approach;
I like talking to our GMs in the field,
getting to know our operational
teams, and providing them with
tools to help us become
more successful,”
Wood says.

JORDAN
LANGLOIS
Vantage Hospitality gained an
asset when hiring Jordan Langlois
as VP of brand management in
2002. Through the Member Care
Manager and Sales Support &
Assistance Program, Langlois
oversees investment returns to
the company’s 1,200 hotel owners. In 2015, Langlois also created
the Vantage Competitive Intelligence Program, which provides
owners with crucial business
information on a monthly basis.

CHRISTOPHER
HENRY
In 2008, Christopher Henry
co-founded the Majestic Hospitality Group, a company dedicated
to assisting old properties move
into the here and now. Henry is
not afraid to push the envelope
and employ experimental tourism
tactics to his line of work. In his
eyes, “breaking the developer
mold was my contribution. As a
millennial hotelier, I see the future
of our industry rooted in crafting
experimental destinations.”
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OPERATIONS

STEVE
CARON

THE HEAD OF VACATION RENTALS
BY CHOICE FIGURES THAT IF
YOU CAN’T BEAT THE LIKES OF
AIRBNB, YOU CAN JOIN THEM.

S

teve Caron knows vacation
rentals. He has more than 20
years of experience building
and running vacation rental
businesses. With a background in computer science,
his packed resume includes serving on
the executive team for ResortQuest and
VacationRoost.com, founding PackLate.
com, and launching a startup vacation
rental company for Tourico Holidays before he joined Choice Hotels in April 2016
to head up their new venture—Vacation
Rentals by Choice.
Caron came on board just two months
after Choice debuted this new branch of
their company in February. For its move
into the vacation rentals market, Choice
selected partners in the
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rental management industry to provide
guests with local, residential experiences.
Though the rentals offer a much different
stay than staying in a traditional Choice
hotel, the link to the hotel company allows
guests to still reap the benefits of Choice
Rewards. In his current position, Caron
is spearheading this journey into the $23
billion vacation rental market—hoteliers’ answer to the Airbnbs of the world. “Choice
is a technology leader and my background
is in integrating vacation rental property
management systems into a unified structure,” says Caron.
He believes that together, he and
Choice can take the rental market
by storm. “We feel like we’re going
to bring a much higher quality
product to the table. Actually, we
don’t even feel it; we know it.”
The franchised endeavor broadens
Choice’s horizons immensely: There are
roughly 5,000 vacation rental managers
in the United States, and these managers’
properties have an average occupancy
of 30 percent, leaving a huge number of
unsold nights up for grabs.
“We see a huge opportunity,” says
Caron. “Choice already has traditional hotels for short stays, so the vacation rental
market really fills a hole for longer trips.”
Vacation Rentals by Choice prides itself
on being able to provide a higher quality

product than independent rental services.
But with the promise of taking the stress
out of renting a vacation home comes a
lot of hard work. Caron says it is much
like running a hotel—there are still beds
and guests, after all. The difference is that
these properties are all owned by separate
individuals, making it a greater challenge
for property managers to provide value
to the home, book it, rent it, and provide
revenue.
“Our mantra is, ‘How do we bring
Choice’s trust, honestly, integrity, and quality and extend that to our property manag-

“WE FEEL LIKE WE’RE GOING TO BRING A MUCH
HIGHER QUALITY PRODUCT TO THE TABLE.
ACTUALLY, WE DON’T EVEN FEEL IT; WE KNOW IT.”
ers?’ We’ve positioned ourselves to be the
champion for those property managers.
To help them gain and retain homeowners
because, at the end of the day, that’s how
they build their business—by having additional inventory and having homeowners
stay with them,” he says.
Caron feels the beauty of Vacation
Rentals by Choice is that the model is so
perfectly aligned with the property managers’ needs that the managers are able to
boost business without completely taking
the reins. —Casey Gale

ALICE
ALICE, a software system that
manages both front- and backof-house transactions, helps
owners connect to operational
services and allows guests to
communicate with the hotel
via app or text message. Alex
Shashou, ALICE co-founder, says,
“Only by delivering a platform for
all departments to work together
and connecting this to guest
mobility were we able to truly
progress the guest experience.”

SCOTT
SCHAEDLE

DAYUSE
Dayuse, a platform that simplifies daytime room bookings, is
popularizing the “daycation” trend
by offering guests and hoteliers
an easy way to rent unused
hotel rooms at reduced rates.
Dayuse continuously benefits
businesses by renting up to two
daytime bookings per day and
can increase revenue by up to 10
percent. In the future, the company plans on expanding their rental
service to meeting rooms.

In 2013, Scott Schaedle founded
Quore, a platform to manage daily
guest operations. The software
monitors all aspects of the guest
experience, including complaint
tracking. “While working as an
engineer at a successful hotel, I
recognized a need for improved
communication among the staff
and increased organization and
accountability to handle requests
and work orders,” he says.

TRU BY HILTON
Tru by Hilton is all about creating a
hotel space that is as operationally
efficient as possible, while providing a
high quality guest experience. From the
lobby to the guestrooms, Tru’s simple,
yet innovative, design allows guests
to take advantage of self-service and
avoid waiting for a team member to
assist them. Tru’s single-serve, graband-go beer and wine options, as well
as their self-serve breakfast stations,
allow guests to customize their experience to meet their needs.

WATERWALK
HOTEL &
APARTMENTS
Hotels and apartments are
vastly different; while hotels
include amenities, apartment
renters always need to outsource for basic household necessities like cable and electric.
WaterWalk Hotel & Apartments,
created by Jack DeBoer of Value
Place, completely eliminates
these differences. The allinclusive brand combines the
most appealing features of an upscale, extended-stay hotel with the
lifestyle of apartment living.

ANDY MASI
Andy Masi, co-founder of Clique
Hospitality, has been shaping the
Las Vegas nightlife scene since
2001 by leading the charge on
curated lounge and dining experiences. Now more than ever, he is
ramping up partnerships with major players such as MGM Resorts
International to debut their first
venue concept, The Still, at The
Mirage Hotel & Casino.

LE MERIDIEN
CHARLOTTE
Le Meridien Charlotte’s new
themed breaks take mundane
business meetings and transform them into an Old Charlotte
cultural experience. Complex
director of sales and marketing
for Le Meridien Charlotte, Maxine
Elleby, says, “Le Meridien food
and beverage offerings immerse
meeting attendees into the local
culture so meeting attendees feel
what is it to be a Charlottean.”

AGNELO
FERNANDES
Agnelo Fernandes, senior vice
president of marketing and sales
at Terranea Resorts, created
StoryLab, an initiative that
launched earlier this year. StoryLab is a premium entertainment
platform that accepts email
submissions for unique stories
that the marketing team can then
choose to produce. “Being innovative is a key driver to enable us
to succeed,” Fernandes says.

REFINERY
HOTEL &
WELLTHILY
Refinery Hotel’s 2016 wellness
campaign, “Journey Joyfully,” showcases its partnership with Wellthily,
an experimental design firm that
combines wellness and travel. The
health program includes Wellthily
travel kits and tablets powered by
Zappos in select guestrooms, as
well as a series of fitness and
mindfulness events on property
all year round.
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JEREMY
JAUNCEY

TECH

RECOGNIZING THE IMPORTANCE OF ORGANIC
AUTHENTICITY IN SOCIAL MEDIA MARKETING

J

“MY VISION WAS FOR
INSTAGRAM TO BECOME
THE DESTINATION FOR
TRAVEL INSPIRATION
AND DISCOVERY ON
SOCIAL MEDIA AND TO
BUILD A COMMUNITY OF
TRAVEL ENTHUSIASTS
THAT WOULD CREATE,
SHARE, AND APPRECIATE HIGH-QUALITY
VISUAL STORYTELLING.”
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eremy Jauncey’s Beautiful Destinations is on the
cutting edge of social media-driven advertising.
The company uses authentic images, taken by real
travelers, to represent brands and destinations
online—namely on Instagram—rather than the more
traditional route of using specifically-created marketing materials to promote a specific property or product.
The company launched when Jauncey began featuring the
work of friends who were traveling around the world and
taking beautiful photos on his Instagram. “I always credited
them in the caption and celebrated their work,” he says.
Since Jauncey’s friends were not social media experts, the
images were more natural and engaging. “My vision was for
Instagram to become the destination for travel inspiration
and discovery on social media and to build a community of
travel enthusiasts that would create, share, and appreciate
high-quality visual storytelling,” Jauncey describes. With such
a vision, his creative process begins with the compelling
imagery, rather than a focal point for a company’s product.
With such a unique business plan, Beautiful Destinations
quickly took off, with its social media following skyrocketing
past one million, two million, even 10 million. “Now, we are
the award-winning creative agency behind the largest travel
and lifestyle community on Instagram, Facebook, and Snapchat. We have more than 12 million followers in 180 countries
and we’ve become the source of daily inspiration for millions
of people around the world,” Jauncey describes.
Originally planning to only operate within the travel industry, Jauncey and Beautiful Destinations have since expanded
their Instagram portfolio with Beautiful Hotels, Cuisines,
Matters, Apparel, and Menswear, and launched the BDestinations and BCuisines Snapchats.
Through hard work, ingenuity, and a responsiveness to the
social climate, Jauncey has established himself as a leader
in new-age advertising and has situated himself to provide
content to a variety of service and product providers. Future
plans include adding 360-degree video, virtual reality, and
incorporating any new social platforms as soon as they hit
the scene.
“As each social media platform continues to evolve, we’re
identifying best practices for the brands we partner with.
For example, Snapchat is best for capturing live, behind-thescenes content in a raw format, while Instagram’s new ‘Story’ feature gives you the ability to curate a multi-dimensional
story with images and videos that were previously captured
or captured in the moment. We’re using both with our partners.” Jauncey says. By putting the emphasis on the stunning
visuals and beauty culled from his coterie of photographic
enthusiasts, audience engagement is constantly climbing and
product association is experienced in a more positive and
emotional way. —Kristen Zaleski

JONAH
PARANSKY

PRADIP MULJI
In 2009, when Pradip Mulji first
took over the La Quinta Inn &
Suites in Cedar Park, Texas,
he encountered a number of
issues affecting its operations. In
response, Mulji and his company,
LodgingControls, Inc., created the
Mobile Operating Platform (MOP),
a digital solution that can track
maintenance, inspections, lost
and found items, and what rooms
are clean or need to be. MOP is
available to all hoteliers.

As CEO of SkyTouch, Jonah
Paransky has aimed to change
what hotel companies expect
from Personal Management
System (PMS) vendors. Paransky
has pushed SkyTouch to invest
greatly in upgrading the product
and to offer customers a seamless transition from their previous
PMS vendor without operational
disruption. SkyTouch offers
24/7 support.

T.J. PERSON
T.J. Person, CEO of OpenKey
couldn’t resist the opportunity to
disrupt the hospitality industry
with digital keyless technology.
To check-in, guests only need to
show their ID after receiving their
digital key directly to their cell
phones. OpenKey also provides
owners and management with a
digital master key to open every
door in the business. Person
says, “It’s a win, win, and that’s
what innovation should do.”

CHARLIE
OSMOND
When he became frustrated
with OTAs while booking a family
vacation, Charlie Osmond created Triptease, a company that
increases direct bookings. By
integrating digital tools to a hotel’s
website, the Triptease data
platform optimizes conversion
rates. Osmond adds, “The rate of
adoption by hotels and the conversion uplift are the real proof of
the impact of the innovation.”

EXPEDIA
Expedia has joined forces with
some of its most prominent
players in the hotel industry to
provide travel services beyond
booking. The OTA recently began
working with Red Lion Hotels
Corporation to offer an easier
way to enroll in their loyalty program: Consumers who
visit the site and want to pay the
membership rate are automatically enrolled in Red Lion’s Hello
Rewards program.

CONTROL4
Control4, a networking and
operational system, is used to
automatically change the atmosphere of a hotel guestroom.
And, according to David Phillips,
director of hospitality and MDU
sales for Control4, the system
can be applied to already existing
in-room tech and amenities.
“Whether you have an existing hotel that’s 100-years-old or brand
new, we have products that can
work in both environments.”

ALOFT
HOTELS
“Project: Jetson,” an initiative
created in collaboration between
Aloft Hotels and DigiValet, is an
iPad-based guestroom solution
for luxury hotels. Project: Jetson
equips Aloft rooms with voice
activated technology that feels
futuristic while being extremely
effective, allowing guests to do
everything from putting on music
to adjusting the temperature.

CINDY
ESTIS GREEN
The Distribution Channel Analysis
Study—completed by Cindy Estis
Green and her associates at
Kalibri Labs—examines the distribution landscape and the impact
channel mixing has on the bottom
line. But that is just one of many
digital marketplace issues Green
is working to tackle as CEO: She
is also spreading awareness
about the challenges of booking
deception practices.

PATRICK
BOSWORTH
Success in the hospitality business
is familiar to Patrick Bosworth,
co-founder and CEO of Duetto.
Duetto provides a predictive analytical
structure through a pricing engine
platform, giving hoteliers the tools they
need to optimize their profits. “With the
ability to independently yield rates by
channel, segment, and room type in
real time, we enable hotels to find the
most optimal price to maximize revenue on every single transaction,”
Bosworth describes.
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MORE THAN

THOUSAND
Products
Available

YOUR SINGLE-SOURCE
SUPPLIER
Whether you’re performing maintenance,
delivering on guest expectations, or improving
your property, we have what you need that
will help you increase guest satisfaction,
occupancy rates, and RevPar. Depend on us
for a vast offering of MRO, OS&E, and FF&E
products, expert solutions from our CMHS
professionals, and fast, free delivery that will
help you stay ahead of the competition.

BECAUSE EVERY JOB COUNTS.
Visit hdsupplysolutions.com for more information.

Jim, CMHS
Senior National Account Manager
17 Years of Hospitality Experience
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SUPPLY LINE
ESSENTIAL PRODUCT KNOWLEDGE

Modern Design
MDC’s Barclay Butera collection
is simple and elegant with neutral,
single color prints that radiate
through modern, geometric designs.
The wallcoverings are crafted
with grasscloth, exuding a natural,
sophisticated feel with an
intricate texture that adds dimension.
WWW.BARCLAYBUTERA.COM

Celestial Collection
A sense of fascination with the celestial unknown
inspired Raleigh Denim to create their first textile
collection—aptly titled Looking Up—for Bernhardt
Textiles. Raleigh Denim’s design philosophy is
one based on uncompromising principles:
American made, American sourced, timeless,
simple, and never boring.
WWW.BERNHARDTTEXTILES.COM

TRENDSPOTTING

Heaping on Healthy Options
It’s no secret or surprise that more and more travelers are seeking healthy options when on the road. Hotels have been striving to accommodate these travelers since day one, but now they’re starting to think outside the box and piloting new wellness-focused programs. While
there have been some brand-wide initiatives—Marriott has healthy vending machines in some locations, Westin’s menu has been re-vamped
thanks to SuperFoodsRx—individual hotels are also doing their part to offer guests a fitness culture. For example, the Hyatt Regency Aurora
recently collaborated with the University of Colorado Anschutz Health and Wellness Center to develop a comprehensive menu of wellness
options, including team building activities featuring physical activity, registered dieticians acting as lunch and learn speakers, spa breaks
that involve yoga, smoothies, and chair massages, and cooking classes. “The wellness movement, which we have seen consistently grow over
the past several years, has had a major impact on the travel industry of today,” says Stephan Meier, general manager of the Hyatt Regency
Aurora. “We believe it’s our obligation to provide access to fitness activities, personal trainers and nutritious food options so that our guests
can continue to maintain a healthy lifestyle when away from home.”
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Worldly
Wallcoverings
Inspired by the aesthetic exchange
between the East and the West that
developed in the 18th century,
Innovations Design Studio’s
Bauxite, Mayfair, and Orissa
patterns join the Innvironments line
of environmentally-friendly commercial wallcoverings. Innovations
introduced the line in 2000 to
feature products that use only
natural materials and waterbased inks and coatings.
WWW.INNOVATIONSUSA.COM

Transitional Tiles
Interface Hospitality’s
Portmanteau collection of carpet

Beauty and
Performance
Silver State’s Modern Eclectic is
an exclusive Sunbrella collection that
marries beauty and performance,
breaking down the barriers of practicality
with fabrics that can be used both
inside and outdoors. The look is modern
to transitional, with a heavy influence of
traditional in the pattern design.
WWW.SILVERSTATETEXTILES.COM
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tiles references far-flung locales. Six
groupings of patterns are offered,
ranging from organic to traditional to
modern. Each grouping—which includes
a pattern and two transitions—also
contains four distinct pile heights that
create an optical effect as if the motif
is fading in and out.
WWW.INTERFACEHOSPITALITY.COM

SHHHH….Guests at rest!
Whether resting, working, playing or sleeping, providing
a cool, comfortable and quiet environment for your guests
to enjoy is key to their satisfaction. Don’t let your in-room
HVAC disrupt their stay!
The newly redesigned ETAC-II from Gree and Carrier
Enterprise is now even quieter and more efficient than
ever before. The unit is wireless and hardwire thermostat
control ready, and advanced humidity control ensures
individual comfort. You’ll put your CFO at ease too, with
advanced energy-saving capabilities and the longest
standard warranty in the industry.
Wake up to the ultimate in-room temperature control solution.
For more information, contact Carrier Enterprise today.

Visit us at HX: The Hotel Experience,
November 13-15, 2016, NYC, Booth 2854

1-866-239-4440 • WWW.GREE-ETAC.COM
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Source
Code
Digitally Printed
Grand Rapids-based Burch Fabrics partnered with
Morbern to create the company’s first digitally-printed
vinyl. The two patterns, Kinetic and Full Circle,
evoke a contemporary feel through the use of color
blocking. Full Circle features a
circular pattern on a grid with
alternating color blocks. Kinetic
uses a modified ogee shape,
employing pinstripes and multi-

Be In
Contact

TEXT MESSAGING PROGRAMS
IMPROVE GUEST EXPERIENCE AND
HOTEL EFFICIENCY BY KRISTEN ZALESKI

tonal colors to add interest.
WWW.BURCHFABRICS.COM

Interior Interest
A dynamic fusion of color and
texture, Patina, from the Móz
Designs Blendz Collection,
integrates the depth of color and
variegated tones of copper, but
in a lightweight, easy-to-install
Móz metal. Patina’s organic,
natural finish creates visual interest in any interior installation.
WWW.MOZDESIGNS.COM

I

n the competitive hospitality industry, efficient, convenient
technology has become less of an amenity and more of a
necessity. Curtis Burdette, general manager at
Double JJ Resort chatted with LODGING to share
some insight on how SMS text service Maestro
helps the resort communicate with guests
before they arrive, alert them when it’s time
to check-in, and contact them anytime
thereafter, revamping the conventional
check-in process without compromising
the rustic feel of their resort.

l How did you decide to start using
Maestro? | We decided to start using it when we
switched our property management system to Northwind.
Using Swift SMS we verify our guests’ cell phone number,
which is great for two reasons. First is that we have it on file
for emergencies, future contact, and follow-up. It also helps us
keep guests up-to-date regarding the status of their rooms. So
if they’re here early it alerts them when the room is clean and
inspected and it doesn’t require us to chase them down.
l How has that impacted guest experience so
far? | Our guests love the advanced technology. People want
to know that they’re getting the most up-to-date information. Because we’re such a big resort, if it’s super busy, our
housekeepers are working really hard to get the rooms ready
in a timely manner. The front desk is hustling and people are
waiting, sometimes patiently, sometimes not. The message is
automatic, so the front desk doesn’t have to look and see, or
try to reach housekeeping on the radio. So it saves us from
managing extra chaos and keeps the guest in the loop.
l Were you able to see a noticeable uptick in
guest satisfaction? | Yes, especially with our regular
guests. We get a lot of early check-ins—people who come for
a day trip on the first day. So, what we’ve done in our computer system is what we call a “soft check-in,” which means
we’ve checked them in, ran their credit card, and updated their
contact information, but we haven’t given them the keys to the
room because it hasn’t been inspected yet. Guests are thrilled
that they don’t have to keep calling the front desk or continually
come up and check if the room is ready. It just notifies them
when to come back. Having a system like that really delivers on
the instant gratification that people are looking for in hospitality.
I’ve worked at other hotels and that instant communication with
guests, to let them know that their room’s ready, starts the stay
out right. That’s very key to having a positive experience.
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YOUR CALL
PRAY OR SPRAY

Organic Imagery
Sonoma by Versa Wallcovering uses organic
imagery suggestive of vines, sun-dappled reflections, and flowing fields. Fourteen color treatments
include pearlescent metallic inks and range from

KILLS
BED BUGS

clean neutrals to aqua and summer green to
sophisticated charcoal. Sonoma coordinates with
Versa’s Regency Silk texture. Made from 20 oz.
Type II vinyl on Osnaburg backing, Sonoma is
NSF International-certified.
WWW.VERSAWALLCOVERING.COM

Metallic Textiles

Visit us at HX,
November 12-14,
BOOTH #2646

LebaTex, Inc.’s new signature upholstery,
Sequence, is a densely woven texture with metallic accents. Sequence is offered in 11 colorways,
with vibrant jewel tones and sophisticated neutrals.
Sequence has an Incase finish, allowing for strong
stain and microbial resistance for the life of the
fabric. WWW.LEBATEXINC.COM

The Westin Grand Vancouver

Linenless Solutions
LUXURY MEETING & BANQUET FURNITURE

Southern Aluminum provides luxury style meeting and
banquet furniture that is built to withstand the vigorous
demands of the hotel industry.
T2 Tables

The Linenless Table Co.
888.993.3016 www.sa-tables.com

N O V E M B E R 2 0 1 6 LO D G I N G M A G A Z I N E . C O M
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Subtle Illusion
From Carnegie Fabrics, Xorel Between the Lines is ideal for
wallcoverings and panels, and is also applicable for upholstery.
This eco-friendly fabric is PVC free, third party certified, and highly
durable. One of the designs, Fractal, features geometric shapes that
create an intriguing architectural pattern and a subtle 3D illusion.
WWW.CARNEGIEFABRICS.COM

Exclusive Design
Brintons has partnered with designer Stacy Garcia to launch
an exclusive new design collection, Altered Gravity. The
collection, which includes 14 patterns, draws inspiration from
diverse disciplines of the art universe; abstract expressionism
collides with contemporary graphic design, and digitally rendered textures melt between layers of mixed media paintings.
WWW.BRINTONS.NET

Hotel Safes $99
Our Safes Are In Every Hotel Brand In The U.S.A.
Over 250,000 safes installed!

In 1924 Jeanne Lanvin opened
her atelier de parfums in
Paris-and a world of olfactory
delights was born.

LUXURIOUS. DISCERNING. TIMELESS.

Global

Safe Corporation
54

1-800-545-4947
www.hotelsafes.com
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For more information,
visit us online or call us today!

800-541-6775
EssentialAmenities.com
1171E Lyons Rd., Dayton, OH 45458

THE HUNTER HOTEL
INVESTMENT CONFERENCE

SAVE THE DATE

MARCH 22-24, 2017
ATLANTA MARRIOTT MARQUIS

hunterconference.com

REGISTER NOW TO RECEIVE AN EARLY REGISTRATION DISCOUNT!

G6 Hospitality

MWT

H O T E L
ARCHITECT

H O S P I TA L I T Y

stay a while… a few days… a few years.

EMPOWERING EVENT
EVEN TECHNOLOGY

FOR SPONSORSHIP INFORMATION CONTACT:
Nancy Petenbrink, Conference Director
770-916-0300 | nancy.petenbrink@hunterhotels.net

CONFERENCE CO-CHAIRS:
Lee Hunter, Hunter Hotel Advisors
Bob Hunter, Hunter Hotel Advisors

FOUNDERS:

THE NATIONAL HOTEL REAL ESTATE AND FINANCE CONFERENCE

DESIGNED FOR HOTEL OWNERS
AND INVESTORS
LOD_ad.indd 1

10/26/16 2:42 PM
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Dynamic Impact
Angulo, a member of the Side by Side Collection
from Teknion Textiles, was created to inspire
dynamic compositions in hospitality and commercial
interiors. The textile combines a traditional epingle
construction with a large scale graphic. Inspired by
contemporary building facades, the strong
geometric pattern stretches and compacts
vertically, creating dramatic impact.
STORE.TEKNIONTEXTILES.COM

Wild Side
From the Formica Group, dECOLeather recycled leather is
available in 18 deep colors and three rich textures, including crocodile,
walrus, and wild buffalo. dECOLeather creates an appealing aesthetic,
providing the look, feel, and smell of leather, with the added benefit of
being eco-friendly. WWW.FORMICA.COM

#1 FLORIDA | #5 USA
RETURN ON INVESTMENT RANKINGS by SOFI

RENEW YOUR

SUBSCRIPTION TODAY!
Send updates on contact information and
new subscription/cancellation requests to
the circulation department at
dserfass@lodgingmagazine.com.
Questions? Call 215-321-9662 ext. 64.

Let your degree take you places.

VISIT US ONLINE AT
www.lodgingmagazine.com/subscribe
to sign up for one of our free digital products.
Lodging magazine digital subscription
Lodging Daily News
Lodging Education newsletter
Lodging Design newsletter
Lodging Operations newsletter
Lodging Real Estate & Finance newsletter
Lodging Technology newsletter
Industry promotions

Apply Today!

HOSPITALITY.FAU.EDU | 561.297.6000
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www.lodgingmagazine.com/subscribe

EXTRA!
EXTRA!

DAILY

NEWS
Targeting industry executives and decision makers, Lodging Daily News
brings context to the hospitality industry’s biggest stories. Each morning,
it delivers the latest headlines to your inbox, along with timely profiles and
updated developments on critical industry issues impacting your business.
Subscribe to Lodging Daily News and get in the know!
To advertise, contact Don Serfass at 215-321-9662, ext. 64
or dserfass@lodgingmagazine.com

Official Publication of
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CHARTREUSE

PEACOCK

Color Pop
Textile company Brentano has announced its predictions for 2017
color trends. The six colors chosen are adventurous and optimistic,
and will bring variety to design in the new year. They include Coral,
Elephant, Chartreuse, Peacock, Bloom, and Almost Black.

BLOOM

WWW.BRENTANOFABRICS.COM

INTRODUCING
Find this amenity collection
throughout the prestigious

THE HOTEL COLLECTION
EXCLUSIVELY BROUGHT TO YOU BY HOTEL EMPORIUM INC.

www.aqua-aston.com
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© 2016 Edgewell. Hawaiian Tropic is a trademark of Edgewell Personal Care Brands, LLC and is used under license by Hotel Emporium, Inc.

PRODUCT SHOWCASE
HX: The Hotel Experience/BDNY

LOYALTY
THROUGH
CONNECTIVITY
CCR provides Managed Internet
solutions to Hotels and Restaurants
across the US and Canada. Our scalable
connectivity offerings will keep you
connected and your guests happy
24/7/365. Visit our booth to learn more,
and show this article for a free coffee
voucher!

ESSENTIAL
AMENITIES

CONVERSATION
CENTERPIECE

Essential Amenities, Inc. exclusively
provides the Poggesi Collection of
guest room amenities to luxury resorts
and boutique hotels. The unisex Coco
Mango personal care items invigorate
and inflame the senses with sweet high
notes of orange, coco mango, and citrus.
None of our items are tested on animals.

Create a linenless, contemporary
atmosphere with the sophisticated design
of the XCube Table™. The combination
of beautiful laminate table tops and
interchangeable folding bases is sure
to be a conversation piece. As another
option, our one-of-a-kind Swirl table tops
can be paired with a multicolored LED
lighting spectrum with multiple settings.
Enhance any presentation with Southern
Aluminum’s XCube Table™.

www.essentialamenities.com

ccr.net/industry-solutions/
hotelmanagement

ELEMINT
COLLECTION

SOLUTIONS YOU
CAN TRUST

An industry game-changer in hospitality
amenities, Elemint uses up to 73% less
plastic than typical product packaging.
Comprising 100% PET plastic and soybased ink, this unique pouch application
literally stands up to the highest
standards of eco-friendly production.
Elemint is preferred by hoteliers and
appreciated by guests because: less plastic
+ less headaches = sustainable smiles for
hoteliers, guests, and our planet!

dormakaba Lodging provides total
access control throughout any property.
Solutions include our latest access
management software with its totally new
interface and integration capabilities.
Guests are sure to enjoy the modern
convenience of our mobile access
solution while our full-range of perimeter
controls augment hotel locking systems
to manage back-of-house access.

www.hotelemporium.com
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www.southernaluminum.com

www.kabalodging.com

ENERGY-SAVING
COMFORT WITH
THE E-TAC II
Backed by the industry’s longest
standard warranty, the E-TAC II offers
guests a quieter stay while providing low
energy consumption rates. A front desk
management interface to determine
room occupancy and programmable
sleep timer mode makes energy
efficiency simple.
www.carrierenterprise.com
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ADVERTISEMENTS

PRODUCT SHOWCASE

TRIPLE DISPLAY
ALARM CLOCK

Global Safe Corporation in its 17th
year is a leading manufacturer of
electronic hotel safes. Our safes are
installed in over 250,000 hotel rooms in
the USA and other countries including
every hotel brand in the United States.

The iHome patented LCD Triple
Display Alarm Clock has “time on its
side.” The contemporary unit—with Qi
Wireless charging, Single Day Alarm,
Sure Alarm Battery back-up, and Gentle
Wake volume controls—displays time
on the front, left and right sides for
easy viewing. Dual USB ports provide
convenient mobile device charging.

www.hotelsafes.com

hoteltechnologies.com

STERIFAB
There is no other product available
ANYWHERE like STERIFAB®. This
ready to use insecticide/disinfectant
has been manufactured in the US
for almost 50 years. It not only
kills bedbugs and other insects, but
also disinfects. It can be applied to
mattresses, upholstered furniture,
carpets, and almost all other areas.
www.sterifab.com

HX: THE HOTEL EXPERIENCE/BDNY

GLOBAL SAFE
CORPORATION

MARKETPLACE

To advertise, call 215-321-9662, ext. 64
TELECOMMUNICATIONS

5000+ HOTELS-MOTELS WORLD-WIDE TRUST

5 Years
Warranty
Easy
Financing

MATRIX HOTEL PHONE SYSTEM
FOR EFFICIENT FUNCTIONING







Use Mobile Phone as a Wireless Desk Phone
Personalized Guest Services
Auto Attendance
Music on Hold
Call Accounting
PMS Support
Call: 1-(800)-283-0539
Fax: (888) 717-7472
sales@matrixhotelpbx.com
www.matrixhotelpbx.com

SURFACE REFINISHING

DO IT ONCE, DO IT RIGHT!

dging Ad for 2014
24 YEARS OF EXPERIENCE & PROUD MEMBER OF THE B.B.B.
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NAME BADGES

ADVERTISER INDEX

817794_Artistic.indd 1

Hospitality
Namebadges
helping make best
impressions since 1947.
Visit www.reevesnamebadges.com
View 18 user-friendly models, blanks of material & design you’ll easily
engrave or label for staff in-house as needed or order your namebadges
all staff-ready, factory engraved, shipped on very next or following day.
Call 1-800-452-1161, let us help with any questions and if wanted send
sample/s you choose, engraved as you wish (free, no calls & no obl’).
PEST CONTROL

BED BUGS?
KILLS FOR 1 YEAR*

VA88™ kills bed bugs on contact, eliminates current infestations and
is proven to prevent infestation or re-infestation for up to one year.
✘ No toxic chemical liability, residue, has no odor, and does not stain.
✘ 100% non-toxic and will not harm the environment.
✘ No need to replace furnishings
✘ Back in service the same day
✘ Guaranteed
*Certified by the American Academy of Entomological Science
Contact us at appliedsciencelabs@att.net or 619.825.2121

Applied Science Labs | www.vaxinatewith88.com
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LODGING
M E D I A
WE KNOW THE
HOSPITALITY
BUSINESS
Our subscribers are highly qualified
industry leaders representing the
most reputable companies in the
hospitality industry.
LODGING is the voice of the industry, providing access to thought
leaders and a deep understanding of hospitality trends. From
real estate investment to daily operations, our content touches
all areas of the increasingly sophisticated lodging sector.
OUR VISION
LODGING wants to connect you to the people who matter most
in deep and meaningful ways. When you advertise with us,
you’re not just one of many voices struggling to
be heard. Your campaign will be given exclusive
priority to targeted demographics across a
diverse variety of distribution channels, so it is
guaranteed to be seen by only the
most relevant audience members.
OUR PRODUCTS

● LODGING magazine
● www.lodgingmagazine.com
● LODGING AHLA Daily Newsletter
● LODGING Vertical e-newsletters
● LODGING Digital Editions Sponsorship
● Custom e-blasts
● Webinars, Social Media, Video, Events, Custom Publishing

NORTH-ATLANTIC
JOHN KNECHT
732-425-0091
JKNECHT@LODGINGMAGAZINE.COM

SOUTHEAST / MIDWEST
HOLLY KAYE
440-465-0468
HKAYE@LODGINGMAGAZINE.COM

WEST
SOL ORTASSE
OFFICE: 310-526-3988
MOBILE: 310-729-9674
SORTASSE@LODGINGMAGAZINE.COM

CHECK OUT

Club Lounge at Renaissance Chicago O’Hare

MAKE IT POP
The public areas feature the same

SENSE OF DISCOVERY

lustrous light neutrals and accents

The full makeover of the Club Lounge provides a better

of metallic gold and charcoal

dining environment for multiples and single travelers, as

applied in the guestrooms, “with

well as a refreshed buffet area. “The new ceilings cap-

an additional pop of bright auber-

tured the bon mots from Chicago authors and local people

gine to give some depth

of note for a fun, discoverable moment for club members

and balance.”

and their guests,” Prendergast describes.

STAY CONNECTED
The Gettys Group also ensured
that the redesign kept guest
connectivity at the forefront.
“Wherever possible, we added
connectivity for guests and hotel
visitors for the ease and ability to
work, live, and play anywhere in
the hotel,” Prendergast says.
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FOLLOWING LAURUS CORPORATION’S

ACQUISITION OF THE PROPERTY in 2013, the

Renaissance Chicago O’Hare Suites Hotel recently
underwent a $6.5 million renovation of its 326
guestrooms and public areas. The hotel is steps
away from the “L” Blue Line to downtown and a
short ride to the airport, making transportation a
natural theme to weave into the redesign. Hospitality design firm The Gettys Group devised a
narrative that called for a sophisticated modern
traveler who embraced Chicago’s neighborhoods

and experiences, and the notion of travel and transit, explains Principal Meg Prendergast. “Rather
than focus on being an airport hotel, we focused
on being 15 minutes from downtown of a major
international city,” she says. In the new casual
restaurant, Asado Urban Grill, the carpet showcases a custom design based on an aerial view of the
train tracks coming in and out of the city. Other
connections to downtown Chicago include a large
black and white photograph inside the guestroom
of a loft looking out to the city skyline.

A new home. A new campaign.
A new AHLA.
AHLA has transformed. In 3 years our membership has tripled to 24,000.
Our industry’s voice is stronger than ever and we outgrew our website.
So we built a new one at ahla.com and created a new powerful way
to tell our industry’s story.
Introducing ‘Dreams Happen Here’.
A national campaign highlighting the
upward mobility of our employees and
the job creation and community building
of our industry. Today a front-desk clerk.
Tomorrow a General Manager, Owner or CEO.

Check-in to the new AHLA Today! Visit www.AHLA.com

