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In this shuttle,
all 12 seats are first class.

With the Sprinter’s generous amount of space and
ergonomically shaped seats – which seat up to 12 people
comfortably – you’ll soon forget you’re sitting in a van. A comfortable
cabin is maintained via heat-insulating glass and the standard-fit TEMPMATIC™
front automatic climate control. Adaptive ESP® keeps the ride safe and stable
with advanced, dynamic load monitoring. Drivers will appreciate easy parking
with the PARKTRONIC sensor system and rear-view camera. And that’s not
all. We also deliver best-in-class fuel efficiency and class leading low emissions,
complements of our BlueTEC™ V6 efficient diesel engine.
For more information, visit thesprinter.ca

The Mercedes-Benz Sprinter.
Starting at $48,400.*

© 2012 Mercedes-Benz Canada Inc. *National MSRP pricing is shown for informational purposes only. Sprinter 2500 144” Passenger van shown, MSRP starting at $48,400, all-in
pricing up to $52,044.05 dependent on region. Price does not include taxes, levies, fees and delivery charges. Price does not apply in provinces with total pricing requirements.
Please contact your local dealership directly for total price applicable in those provinces. Price subject to change. Dealer may sell for less. Visit thesprinter.ca for more details.
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EDITOR’S PAGE

HIGH STAKES
s any investor will tell you business
ventures come with associated risks.
Obtaining funds, wrangling through
government red tape and dealing with the
ebb and flow of different economic cycles
tests the mettle of even the strongest businessperson. Yet, at the end of the day, investment is necessary if business and cities are to
survive and thrive.
When it comes to hotel investment, the
challenges are significant. In fact, as several
of this month’s investment stories (starting
on p. 26) — written to coincide with this
month’s Canadian Hotel Investment Conference — illustrate, it
takes a great deal of ingenuity and imagination to create and
build a hotel from the ground up. It also takes a great deal of
confidence and chutzpah to generate the funds required to undertake a mammoth project, get it off the ground and sustain it.
And let’s not forget that hotels are more than just places to put
heads in beds, they’re part of a broader community as well as an
important generator of jobs and contributor to the government’s
tax base.
Last month, real-estate mogul Donald Trump trekked north to
officially open his eponymous hotel in the epicentre of Canada’s
financial district. Though Trump doesn’t own the hotel, his marquee name, the owners hope, is the springboard to what will be
a successful venture (see story on p. 20). As the first Trump
hotel in Canada, and only the second outside the U.S., there
was much hype surrounding the opening. Of course, it also
marks the second of four luxury products recently opened in the
Toronto market. Such activity speaks volumes about the confidence investors have in the Canadian economy, and it bodes
well for the jobs it creates and the increased profile it gives the
city and the country.
But, just as investors put their money on the line to help build
our cities, other stakeholders must also step up to ensure we can
deliver on guest expectations and create the experiences world
travellers expect. For years we’ve speculated about whether
Toronto can sustain the level of luxury it’s creating. Well, over the
course of the next few years, we will certainly find out. But one
thing remains certain: if we expect to be the beneficiary of increased travel to our cities, and if we expect luxury properties to
succeed, then we need to effectively market this country to the
rest of the world in a way that resonates and builds excitement
about our destinations. Anything less just won’t do.
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Checking In
THE LATEST INDUSTRY NEWS FOR HOTEL EXECUTIVES FROM CANADA

AND AROUND THE WORLD

OPENING DOORS
TO SUCCESS
Wyndham Hotel Group unites for its annual convention
BY ADRIAN BELL

t may have been April Fool’s day, but it was serious
business at Wyndham’s annual convention, as the
7,200-strong hotel group gathered at the Mandalay
Bay Resort and Casino for Achieve 2012, held in Las
Vegas. “The conference is a live demonstration of the
strength gained by being part of the largest hotel group in
the world,” said Eric Danziger, president and CEO, Wyndham Hotel Group, upon welcoming delegates to the entertainment capital. Speaking on stage to thousands of delegates — with visuals transitioning on screen behind him
— Danziger emphasized the importance of reaching out
and paying it forward. “Today,” Danziger said, “We need
to connect to the whole world, because we’re competing
in a global marketplace. We’re in the business of serving
travellers.” He said the bona fide, competitive advantage
in achieving goals comes from accepting challenges and
paying it forward. “It’s all about doors — engaging and
achieving by opening doors, going through doors opened
for you, leading others through doors and remembering
the people who have opened those doors for you,”
Danziger declared.
All Wyndham brands were represented at the conference,
including, Howard Johnson, Ramada, Super 8, Microtel Inn
and Suites, Planet Hollywood, Baymont Inn and Suites
and Days Inn, to name a few. Irwin Prince, COO and
master franchisor of Days Inn, Canada, spoke about the
state of the Canadian marketplace during his brand presentation session. “It depends on who you ask,” he said,
remarking that transactions for Days Inn are certainly better
in Western Canada than in Eastern Canada.
In an exclusive interview with Hotelier magazine during the convention, Prince said Days Inn is enjoying
enormous success. “The brand’s doing phenomenally well.
We’ve had great success in both conversion and new con-

I
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Irwin Prince (l),
COO, Days Inn,
Canada and
Eric Danziger,
president and
CEO, Wyndh am
Hotel Group

struction over the past five to six years. Today we have
two new Days Inns under construction, as we speak —
one slated for construction before the end of the year, and
another three coming into the system as conversions in
the course of the next two or three months.” The Realstar
Hospitality COO says the average rate this year rose from
$106 to $112, with an occupancy rate of 66 per cent and a
RevPAR of $65 to $70.
As for the brand’s continued growth, Prince is optimistic,
“Days Inn can comfortably grow to about 160 or 170 hotels
across the country. We’re not in every province today; there
are opportunities in Newfoundland and Labrador, [and for]
bigger growth in Maritime Canada as well as in the territories.
And, as we add hotels,” he says, “we add distribution.”
Speaking directly to delegates about the brand’s expansion,
Prince said he’ll “continue to be focused on growing the
brand in a healthy and responsible way.”
Meanwhile, Wyndham announced two new initiatives
at the convention that are designed to increase direct business to hotels. WynReview and MyRequest are the two
new management tools as well as new mobile websites for
its hotel brands. WynReview, provided free to franchisees,
helps manage consumer reviews. Danziger says, “by providing
tools such as WynReview and MyRequest, we are helping
them to position their hotels so that consumers want to
stay with them.”
On the community front, Wishes by Wyndham, the
hotel group’s charitable foundation, donated $100,000 to
Starlight Children’s Foundation during the conference. “We
are proud of our partnership with Wyndham, an industry
leader who shares Starlight’s vision of helping seriously ill
children and their families live through chronic illness or
life-altering injury,” said Starlight Children’s Foundation’s
CEO, Jacqueline Hart-Ibrahim. ◆
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STRENGTH
TO BUILD ON
When you give guests a great experience, they return again
and again. Our nine distinct lifestyle brands, powered by
a global booking platform and the award-winning Starwood
Preferred Guest® loyalty program, enable us to capture
the hearts and devotion of our guests like no other in the
industry – giving you a competitive advantage to build on.
STARWOODHOTELS.COM/DEVELOPMENT
203 964 4468
HOTELS FROM LEFT
FOUR POINTS BY SHERATON CALGARY AIRPORT, CANADA // ALOFT MONTREAL AIRPORT, CANADA
THE WESTIN WALL CENTRE, VANCOUVER AIRPORT, CANADA

©2012 Starwood Hotels & Resorts Worldwide, Inc. All Rights Reserved. Preferred Guest, Aloft, Element, Four Points, Le Méridien, Sheraton,
St. Regis, The Luxury Collection, W, Westin and their logos are the trademarks of Starwood Hotels & Resorts Worldwide, Inc., or its affiliates.
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NEW

PICKING UP
THE PIECES

TAKING
A GAMBLE

GENERATION OF
COMFORT SUITES®

Toronto is going casino-crazy,
with news the Ontario Lottery
and Gaming Corp. is looking for
a location to open a casino in
the Greater Toronto Area.
MGM Resorts International has
set its sights on the city for what
could be a $1-billion resort and
entertainment complex. The
site would include a casino,
hotels, restaurants, spas and

convention facilities. “There is
enormous opportunity in Toronto
to do something truly spectacular,” said Alan Feldman, MGM’s
senior vice-president of Public
Affairs, in an interview with
CTV News. The entertainment
giant, which operates
popular Las Vegas attractions,
including The Mirage, Mandalay Bay and the Bellagio,
hired Toronto- and Ottawabased Sussex Strategy Group, a
public affairs consulting firm, to
present its case at City Hall.

HOTELS SEEKS
NEW GENERATION
OF DEVELOPERS
With destruction comes renewal
and White Point Beach Resort
in White Point Beach, N.S. is
undergoing a massive rebirth
after a fire destroyed the property’s main lodge last November.
A $4-million renovation fund,
including a $1-million loan
from the province, is subsidizing
the highly anticipated rebuild.
The owners hired a uniquely
Nova Scotian team, with design
by WHW Architects of Halifax,
construction by J.W. Lindsay
Enterprises Limited of Dartmouth and interior design by
Design 360, a Halifax-based
firm. The new design will incorporate natural and reclaimed
materials to reflect the old
lodge, including exposed wood
and stone fireplaces. The hotel
has commissioned local artists
to recreate some of the folk art
lost in the fire. Construction
crews broke ground last month,
and the hotel is expected to be
completed by November.

A CENTURY
OF HOSPITALITY
The Fairmont Chateau Laurier in the nation’s capital
turns 100 years old on June 1, and Ottawa’s historic
castle is kicking off celebrations to honour its past
and present. The 306-room hotel has hosted its share
of politicians and celebrities since opening in 1912.
Originally built for $2 million, the Fairmont Chateau
Laurier’s room prices during its inaugural year were
only $2 per night. Charles Melville Hays, the American owner and president of
Grand Trunk Railway — a victim of the Titanic sinking — commissioned the hotel and
had envisioned the Chateau Laurier and other deluxe hotels in Canada to be connected to the Grand Trunk Railway system. To commemorate the property’s rich
history, the hotel will be hosting a range of events, including costume tours, a
memorabilia search and a Centennial Tea. Foodies will enjoy the re-creation of
the Titanic’s last first-class meal served on board the ill-fated ship.

STRATEGIC DESIGN
FOR STRATEGIC
DEVELOPMENT
The new generation of Comfort Suites®
raises the bar on efficient design,
stylish good looks, operational
performance and guest satisfaction.
If you’re seeking a development project
that’s the perfect mix of beauty and
brains, the opportunity is here:

[

]

INCENTIVES AVAILABLE
IN THESE MARKETS*

Edmonton • Kitchener
Ottawa • Prince George

Contact us today - the future moves fast.

905.206.7316
choicehotelsfranchise.ca

CHOICE HOTELS CANADA®
*Additional markets available.

hoteliermagazine.com

©2012 Choice Hotels Canada Inc. All rights reserved.
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Make An Entrance. It’s Time We Met.

Invest in the hospitality leader with more than 4,100 hotels in over 100 countries worldwide.*
Best Western’s long history offers a solid foundation to build superior returns. As one of the world’s
most recognized brands, Best Western’s redefined, three-tier guest experience now makes our
global powerhouse an even more compelling investment, positioned for unprecedented growth in
today’s segmented travel market. It’s time you met with The World’s Largest Hotel Chain® for all the
profitable details.

The World’s Largest Hotel Chain®

bestwesterndevelopers.com | 800.847.2429
Best Western and Best Western marks are service marks or registered service marks of Best Western International, Inc.
©2012 Best Western International, Inc. All rights reserved. Each Best Western® branded hotel is independently owned and operated.

MAY HOT complete_M/A Hot cover.layout 12-05-07 10:25 AM Page 7

THE CENTRAL CANADA PAY-OUT
Hospitality workers in search of the highest-paying jobs need
look no further than Central Canada. A recent study from HVS Executive
Search, a Mineola, N.Y.-based consulting firm, revealed median salaries

THERE’S
STRENGTH
IN NUMBERS.

in Ontario and Quebec are the highest in the country by four per cent.
On the other hand, median salaries in Atlantic Canada are

Rooms:

544,000

eight per cent lower than the national average.

Properties:

InBrief
InterContinental Hotels
Group (IHG) has launched
its new lifestyle brand, Even,
a concept focused on wellness
and relaxation. Its first hotel
is scheduled to open in 2013.
“The wellness sector continues
to grow year over year and the
launch of Even Hotels will
allow IHG to take advantage
of this long-term trend,” said
Kirk Kinsell, president, the
Americas, IHG...The Alberta
Hotel & Lodging Association
(AHLA) drew 500 delegates
to the Fairmont Jasper Park
Lodge for AHLA’s 92nd
Annual Convention and Trade
Show. Frank O’Dea, co-founder
of Second Cup, presented the
keynote address, followed by
an awards ceremony and seminars, including one called
“Conquering the Labour
Market Challenge” by Dave
Kaiser, president and CEO
of AHLA...Toronto’s Sutton
Place Hotel, a downtown landmark, will close its doors on
June 15 to make way for a
condo development...Best
Western International upped
its expansion in South America
by opening its newest Best
Western Premier hotel in
Brazil. In addition to the Best
Western Premier Majestic
Ponta Negra Beach, the company plans to add another 20
hotels in Brazil by 2017...
Homewood Suites by Hilton
in Oakville, Ont., owned and
operated by Bayview Hospitalilty,
was recognized in the 17th
Annual Oakville Awards for
Business Excellence (OABE),
taking home the award for
Restaurant/Hospitality/Tourism
hoteliermagazine.com

Provider of the Year...The
Pan Pacific Vancouver hotel
released results of its new meeting
booking technology and marketing platform, Passkey
GroupMax, which helps
streamline meeting logistics.
The platform generated
$39,200 in upsell revenue for
the company...Woodlawn
Hospitality Group is undertaking a dual construction project
for a Holiday Inn Express
Hotel and Suites and
Staybridge Suites in Waterloo,
Ont. It’s set to open in 2013
and will offer 250 rooms, an
indoor pool and a spa, and larger
set suites with a kitchen for
extended-stay guests...MultiSystems, Inc. (MSI), a hospitality technology solutions
provider, released its “nTouch”
mobile app, which provides
real-time access to hotel data,
including room availability and
RevPAR...Knights Inn Canada
Franchise Systems Limited
announced new franchise
agreements for six new Ontario
locations to open this month,
including units in Midland,
Huntsville and Downtown
Toronto...360 Vox Asset
Management Inc. has entered
into a five-year asset management agreement for a portfolio
of hotels, including the Fairmont Vancouver, Fairmont
Empress in Victoria, B.C.,
Fairmont Royal York in
Toronto, Fairmont Chateau
Laurier in Ottawa, Fairmont
Queen Elizabeth in Montreal
as well as two U.S. properties...The Toronto Don Valley
Hotel and Suites is undergoing
a major renovation and will
re-open as the city’s first urban
resort this summer. The

Years:

6,700
65

Countries:

30+

Potential:

Unlimited

905.206.7316
choicehotelsfranchise.ca

CHOICE HOTELS CANADA®
Source: Internal data as of 9/30/10. Data reflects open and underdevelopment
properties worldwide.
©2012 Choice Hotels Canada Inc. All rights reserved.
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Vincent Gillet

Michael Glennie

Hank Stackhouse

decades-old hotel will incorporate unique colour schemes,
urban furniture, modern technology and water elements
in its interior design...The
Howard Johnson Montreal
is undergoing a $2.5-million
renovation project, including
revamping guestrooms, public
areas and remodelling its exterior. The Canadian Resort
Development Association
(CRDA) launched luxurylakesideliving.org, a website
dedicated to promoting fractional ownership properties in
Canada...Quality Inn in St.
André, N.B., Comfort Inn and
Suites in Sylvan Lake, Alta.,
and Quality Inn in Matane,
Que., were among the top
Choice Hotels 2012 Platinum
Hospitality Award winners.

People
Michael Glennie is the new
president and COO of Fairmont Raffles Hotels International (FRHI). He will
oversee global operations for
Fairmont Hotels and Resorts,
Raffles Hotels and Resorts,
and Swissôtel Hotels and
Resorts. Since joining FRHI
in 2005, Glennie has held
roles, including president and
vice-president of Real Estate
and Development for FRHI.
Glennie replaces Chris Cahill,
who recently became the executive vice-president of Global
Operations for Las Vegas
Sands Corp...Vincent Gillet is
the new global brand leader for
W Hotels Worldwide and Le
Méridien Hotels and Resorts.
With more than 20 years of
experience in luxury lifestyle
brand management, Gillet was
most recently chief marketing
officer for Six Senses Resorts
and Spas in Bangkok, Thailand...Larry Light is the new
hoteliermagazine.com

global chief brands officer for
InterContinental Hotels
Group (IHG). He has also
served as global chief marketing
officer for McDonald’s...The
Hotel Association of Canada
(HAC) elected Hank Stackhouse as the new chair of the
Board of Directors. With more
than 30 years of experience,
Stackhouse is the recently
retired president and CEO of
Delta Hotels and Resorts. Six
corporate board members were
also elected as corporate officers, including Robert Pratt,
Nora Duke, Irwin M. Prince,
Philippe Gadbois, Satinder
Dhillon and Vito Curalli…
Ryan Matheson was named
director of Sales and Marketing
for Sheraton Guildford in
Vancouver. Matheson most
recently held the position of
senior regional sales manager
with Metropolitan Hotels. He
will lead the sales and marketing efforts while focusing on
driving revenue growth for the
company…Scott de Savoye is
the new general manager at the
Holiday Inn San Francisco
Civic Center. De Savoye was
most recently the GM of
Holiday Inn Toronto
International Airport.

SupplySide
Mohawk Group, a Chatsworth,
Ga.-based commercial carpeting company, is bringing technology to the floor by equipping its sales staff with iPads
to present flooring concepts
to clients. “The iPad gives our
commercial team the ability
to tap into all of our internal
systems and provide the latest
information on-demand,” said
Merrie Barnett, director of
Marketing for the Mohawk
Group.

1 4/25/2012 10:01:26 AM
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ICONS & INNOVATORS

I

In March, Kostuch Media launched
its fledgling Icons and Innovators
Breakfast Speaker Series. In the first
instalment, Hotelier’s editor/publisher,
Rosanna Caira, interviewed Four
Seasons’ founder and chairman
Isadore Sharp, as his company was
about to close its Yorkville property
and prepare to move into its new flagship hotel on Bay and Scollard Streets.
10
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LOOKING
SHARP
A conversation with Four Seasons’ Isadore Sharp
from KML’s newly launched breakfast speaker series
INTERVIEW BY ROSANNA CAIRA

Th e following is an
abridged version of th at
interview.
ROSANNA CAIRA: This year
marks the 51st anniversary
of the first Four Seasons
Hotel. You now have 86
properties in 35 countries.
Did you ever imagine when
you opened the first motor
hotel on Jarvis Street in
Toronto in 1961 that you
would create such a worldrenowned hotel company?
ISADORE SHARP: There was
no idea and no vision for
the company. Remember
my background is in construction, and that’s what I
intended to do for the rest
of my life. I was only building a hotel as a real estate
deal — nothing more. I

wasn’t looking to build a
company — one deal and
that was it. My ideas really
were formed through a
stepping-stone approach.
CAIRA: Four Seasons has ex-

panded into markets one
might not expect, including
India, Istanbul, Egypt and
China. Yet in Canada there
are only three Four Seasons.
At one time, you had units
in Montreal, Ottawa, Edmonton, Calgary and even
the Minaki Lodge in northern Ontario. Why the international focus and the lack
of Canadian properties?
SHARP: Obviously it’s easier

to work in your hometown
[so when I started] Toronto
became the easiest thing.
The next step, of course,
hoteliermagazine.com
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was where else in Canada
might we be able to grow:
Vancouver, Calgary and Edmonton. At the time, we
were building and owning
or leasing, so it was still real
estate. We built and had
hotels in Canada’s major
cities, but they were a bit of
a mixed bag. It wasn’t until
many years later we refined
and decided to only operate
medium-sized hotels of exceptional quality and try to
be the best.
That came as a result of
an experience we had while
opening a hotel in London,
England in 1970. A light
turned on for me personally
as to what I, and the company, could do best. That’s
when we first made the
statement that we would
only own and operate medium-sized hotels of exceptional quality. And, if you
look at that statement, the
earlier hotels didn’t fit —
not to take anything away
from them, because every
hotel to this day was a
meaningful contribution to
the success of Four Seasons.
CAIRA: In the early days, you

opened in a lot of business
centres and then in the
early ’90s you began to
focus on resorts. Was that
based on what you saw
happening in the world or
was it the logical next step?
SHARP: That’s exactly how it

started. Many years before
we were offered an opportunity to look at a resort in
Hawaii. At that time we
were small and didn’t have
anything in the resort business. So I turned down the
deal. We weren’t ready for
it, [which required] quite a
different means of marketing
and therefore was put on the
back burner. But as we conhoteliermagazine.com

tinued to grow into the
United States, in particular, then we did have a
base, and we were building
a bit of a reputation. So I
said, ‘Well, let’s look at the
resort opportunities,’ because we were able, with
the same business people
and leisure travellers who
were coming to Four Seasons, and we had enough
confidence, to be able to
market the resort. Today
we still have more hotels in
city centres, but resorts are
now a big part of it.
CAIRA: A few years ago

when you had 82 properties, you’d stated you’d like
to double that number in
the next decade. You’re
now at 86 units, how big do
you envision the company
becoming in the next
decade?
SHARP: I’m not picking a

number to say, ‘Let’s try x.’
I’m using a number that’s
really a fact, because we
have quite a robust pipeline
of hotels in one form of development or another.
There are over 60 hotels either under construction, or
that will open this year,
and others that are under
construction that will open
in the next two to three
years. The last time I
looked at the list there
were around 14 deals that
we have already made letters of intent; and management contracts signed, that
total is over 60.
Today we have 86 hotels,
so when I talk about doubling the number over 10
to 12 years it’s going to be
a natural evolution. Going
forward we will more than
likely be able to make eight
to 10 new business deals
every year.

“

TO TRULY BE
EFFECTIVE YOU
MUST EARN THE
TRUST AND
RESPECT OF
THE PEOPLE
YOU ARE
EMPOWERED
TO LEAD BY
YOUR INFLUENCE

”

the ability to unite, direct
and motivate. People have
different styles; mine is
dealing in a much more
personal way, trusting in a
manner, which many people will probably call naïve.
CAIRA: Six years ago when

you completed the deal
with Prince Alwaleed Bin
Talal and Bill Gates you
took on a different kind of
role. And then a couple of
years ago you moved away
from the role of CEO. Even
though you retain a minority
share in the company and
function as founder and
chairman, how involved are
you in the company today?

CAIRA: When you mention

Four Seasons everyone has
an image that comes to
mind. Usually it’s about
great service and leadership.
What makes a good leader
and what makes you good at
what you do? Do you think
the concept of leadership
has changed over the last
few years?
SHARP: It’s a personal opin-

ion, but leadership must
embody trust, integrity and
optimism to be effective.
Now there are many different styles and, I believe,
leadership is situational
[based on] what is required
at a point in time. Leadership must be earned. To
truly be effective you must
earn the trust and respect
of the people you are empowered to lead by your influence. Through trust you
then can get people to rise
to their best, because you
believe in them. And because you believe in them
and trust them, they don’t
want to let you down.
They go beyond what they
thought they could do
themselves. [Leadership is]

SHARP: Going from a public
to a private company was a
major transaction in my
life. It wasn’t done for financial purposes. It was done,
because I controlled a company and it was an opportunity to preserve its legacy
by joining with two partners who would never have
to sell. The only thing that
changes a company is the
ownership. These are people who have a lot of history with the company —
Prince Alwaleed for almost
15 years and Cascade
through Bill Gates. They
were major shareholders
of the public company, so
they’re very much committed. They understood the
company’s business model,
and therefore it would carry
forward. It was done for that
purpose. But in so doing I
didn’t want to change my
lifestyle, so I maintained
control in the company in a
way that allowed me to continue running it even
though I only had a minor
share in it. But the main priority of every CEO is always
to be prepared for succession
MAY 2012 HOTELIER
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with the inevitable or the
unexpected.
Having my whole life at
stake in Four Seasons, one
of my main tasks has always
been who the next CEO
would be. In every company the CEO changes every
eight to 10 years; that’s a
natural process. About
three or four years ago I
identified who I thought
could manage this next
step. This is a decision
I could control and one
I didn’t want to make a
mistake about. I was careful
in choosing Katie Taylor.
I put her in a position as a
COO but told her, ‘look,
that represents chief operating officer but think about
it as a CEO in training.’ I
felt by still being there it
would make her more comfortable in the decision-making process, to have some-

“

I DON’T
NECESSARILY
REFER TO ANY
HOTEL AS OUR
FLAGSHIP, BUT I’M
TAKING THE
PRIVILEGE TO
CALL [THE NEW
FOUR SEASONS
TORONTO]
OUR FLAGSHIP
BECAUSE THIS IS
MY HOMETOWN,
AND I’M SIMPLY
VERY PROUD

”

body where the buck stops at
my desk made it a lot easier
for her transition.
But in deciding to step
down a couple years ago, I
wanted to preserve a role in
the company that I thought
would still be helpful for
her and the company, [and
the role] is something I’ve
always done, which is controlling the aesthetics:
what you see, what the
company looks like as well
as the concepts of how it
should come together architecturally. It’s something
I’ve always done with the
designers and engineers we
hire. So I said ‘I’ll continue
to take control and have
that approval process.’
And, with over 60 hotels in
development process,
there’s enough that keeps
me busy in terms of what I
like doing. As far as giving

up the day-to-day crap,
that’s no big deal.
CAIRA: When you move into

the new Four Seasons on
Bay and Scollard this summer, it’s going to be a stunning building and feature
several unique amenities
you’ve never had in this
hotel, including a spa.
SHARP: Yes, it will be a
spectacular building. We’ll
be having a hiatus getting
ready to open there. I don’t
necessarily refer to any
hotel as our flagship, but
I’m taking the privilege to
call this our flagship because this is my hometown,
and I’m simply very proud.
We’re incorporating
everything that over the
years we’ve learned becomes
a necessary part of people’s
expectations. So you build

INTERNATIONAL EXPOSURE
LOCAL EXPERTISE

Over the past 12 months,
CBRE Hotels Canada has
completed transactions
totalling over $700 million
and undertaken valuation and
advisory services with asset
values totalling $3 billion.

Bill Stone
Deborah Borotsik
Mark Sparrow
Luke Scheer
Greg Kwong

Brian Flood
Kimberly Dickey
Nathan Marks
Karina Toome
Lisa Keogh

TORONTO | CALGARY | VANCOUVER
CBRE Limited, Real Estate Brokerage

Clockwise from top left: Holiday
Suites Fort McMurray, Algonquin
&0 &% .&$ / - 1/ ! &* * 1+ / + ./ ! 1 / 1+ 21* $ / #
& 0 / 1+ * &% * / &0 &% .&/ + % / ..&% / +

Inn Yorkdale, Radisson Hotel &
Resort, InterContinental Hotel
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INTRODUCING CANADA TO
A BETTER PLACE TO STAY

We invite you to join our award-winning chain
of more than 300 hotels as we accelerate our
growth across Canada. Microtel is the only
prototypical, all new-construction brand in the
economy segment. This provides developers and
owners low cost of construction combined with
expert support from ground break to grandopening all backed by the revenue-generating
and cost-savings services of the world’s largest*
hotel company, Wyndham Hotel Group.
And the formula seems to be working. For the past
10 years, Microtel Inn & Suites by Wyndham has
been rated highest in guest satisfaction among
economy/budget hotel chains by J.D. Power
and Associates.**
Join us as we embark upon a second decade of
excellence, and you’ll understand why Microtel
truly is “DESIGNED FOR A BETTER STAY”.
ARTIST RENDERING

MICROTEL INN & SUITES BY WYNDHAM
COLUMBUS, GA

MICROTEL INN & SUITES BY WYNDHAM
JACKSONVILLE AIRPORT, FL

MICROTEL INN & SUITES BY WYNDHAM
ANDERSON CLEMSON, SC

Ranked “Highest in Guest Satisfaction Among
Economy/Budget Hotel Chains Ten Years
in a Row” by J.D. Power and Associates

MICROTEL INN & SUITES BY WYNDHAM
PERRY, GA

To learn more, call 888-223-4680
or visit whgdevelopment.com

*Based on number of hotels.
Offering by prospectus only. Wyndham Hotel Group, LLC., 22 Sylvan Way, Parsippany, NJ 07054, 973-753-6600. All hotels are independently owned and operated excluding certain Wyndham and international Ramada
hotels which are managed by our affiliate or through a joint venture partner. © 2012 Wyndham Hotel Group, LLC. All rights reserved. **Microtel received the highest numerical score among economy/budget hotels in the
proprietary J.D. Power and Associates 2002-2011 North America Hotel Guest Satisfaction Index StudiesSM. 2011 study based on responses from 61,313 guests measuring 11 economy/budget hotels and measures opinions of
guests who stayed in a hotel May 2010-May 2011. Proprietary study results are based on experiences and perceptions of consumers surveyed June 2010-May 2011. Your experiences may vary. Visit jdpower.com.
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upon the successes and
knowledge you’ve had. Years
ago I used to say the latest
hotel we open should be our
best, because it incorporates
the experience and knowledge and therefore, it should
rise to the top.
CAIRA: The Four Seasons is

known for upscale elegance
and luxury. Obviously the
last few years have been difficult for the luxury segment. Do you think the notion of luxury has changed
in the last 50 years?
SHARP: It’s become more
refined and sophisticated
in terms of the word luxury.
But when you go through
a recession — and we’ve
gone through many — you
have the same perception,
frugality becomes king.
People talk about let’s now

“

I USED TO SAY
THE LATEST
HOTEL WE OPEN
SHOULD BE OUR
BEST, BECAUSE IT
INCORPORATES
THE EXPERIENCE
AND KNOWLEDGE
AND THEREFORE
IT SHOULD RISE
TO THE TOP

”

look at how we conserve
lower costs, but that’s shortlived because by nature
nobody goes backwards in
lifestyle by choice. You work
to aspire to get ahead, for
your children, for yourself
and family, so it’s a constant
move upwards. When things
turn down as they have in
the past, you buckle down,
you change a bit and conserve and do what’s right.
But as things turn around
again you adopt what I call
the new normal. You go
back to a normal way of life,
but the experiences you
have learned during that period of downturn — you
gain by that.
CAIRA: When you open the

new Four Seasons in a few
months it’s going to be a
different marketplace in
Toronto, because we now

have several luxury properties in Toronto, including
the Ritz, the Trump, and,
later this year, the ShangriLa. Do you think Toronto
can sustain that number of
luxury properties?
SHARP: Definitely. Remember these people aren’t
coming here because they
don’t see an opportunity.
They look at Toronto, they
look at Canada and they
say, ‘This is the major centre of this country.’ We all
share the same size of pie.
We all bring business with
us. So the market expands
proportionally and each
company — in order to
make its hotel a success —
is marketing and attracting
new people to Toronto. The
city is the beneficiary of
these products that come and
become part of its services.

We Know Hospitality.
When you want your hotel managed right, turn to the experts: Crescent Hotels and
Resorts. As a recognized North American top 10 hotel management firm built by operators, we passionately embody the spirit of service in everything we do. Crescent operates
hotels and resorts throughout the US, Canada and the Caribbean and we’re approved
to manage full-service premier brands by Marriott, Hilton, Intercontinental, Starwood,
Hyatt and Radisson. For us, hospitality is more than a business—it’s a way of life.

www.chrco.ca
Call us to discuss how Crescent can improve
the performance, and value of your investment.
Tony Cohen, SVP of Business Development 416.918.1335
Gerry Tissenbaum, Director of Business Development 416.925.4649

11:55 AM
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Intuitive Designs. Authentic Service.
Signature Offerings. Coveted Reputation.
From The Ritz-Carlton to Fairfield Inn & Suites, our portfolio
of lodging brands is the broadest and most compelling in
the business. Intuitive, innovative designs, thoughtful
service touches and unique offerings deliver exceptional
experiences and appeal to customers whatever their trip
purpose. Our legacy of lodging leadership, coupled with
an ability to anticipate and drive new demand, gives
Marriott the most coveted reputation in the industry.
We see a world of opportunity everywhere we look. With
70 properties and a robust pipeline of over 25 hotels, our
Canadian portfolio continues to grow. And opportunities
exist for owners to enter Canadian markets with exciting
brands including Autograph Collection and TownePlace
Suites.
With more than 3,700 properties worldwide and the
broadest portfolio in lodging, Marriott is the right choice
for travelers and the right choice for your next project.
Learn more about the many opportunities that Marriott
International has to offer.
Visit MarrriottDevelopment.com or call Michael
Beckley (905-366-5230) or Manlio Marescotti
(905-366-5240).
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We are a service that
suits the needs of the city.
Sometimes the economy
might cause some problems
as we get started, but, overall, you build these hotels to
last 50 to 100 years. During
that time there’s going to be
economic cycles. There’s
room for all of us. I much
prefer to go into a city that
has a lot of top-end hotels,
because that means the
market is big enough. I think
that’s the way all these hotels
are looking at it.

great service?

tomer as their expectation.
The Four Seasons brand
stands for the consistent
quality of our service. Every
company, every place in the
world, can do it some of the
times and many try to do it.
That smile and ‘have a nice
day’ is what they start with,
but that doesn’t count if that
is what you hold out to the
customer as what they
expect. To me it’s the ability
to deliver on the customer’s
expectation of what they’ve
heard, and, in more cases, to
try to exceed that. That’s
what you would consider as
quality service.

SHARP: Service has to be

CAIRA: When you look at

measured on its consistency.
It’s not what you can do
some of the time; it’s what
you can do all of the time
that determines what you
can hold out to the cus-

the last 15 years we’ve been
hit with a great deal: 9/11,
SARS, a couple of recessions, the last of which was
particularly challenging.
Recently we’ve also been

“

THE FOUR

SEASONS BRAND
STANDS FOR
THE CONSISTENT
QUALITY OF
OUR SERVICE

CAIRA: How do you define

”

plagued by problems in the
Eurozone as well as problems in China. What’s the
biggest challenge moving
forward in the next decade?
SHARP: In terms of recessions,

the last one was clearly different. There’s nobody in
the workforce today that
has experienced a situation
as critical and as difficult.
The last was the Great Depression. After we got
through it they made reference to it as the Great Recession. So this last time in
2008-’09 clearly produced a
major drop in the economy.
It was at the abyss; everything was falling off the
cliff. Clearly, many companies could not get through
it. Luckily the governments
did the right thing. In
Canada we really were
above the fray. You’ve got

Nice Rooms. Great People.
Do you have Nice Rooms and Great People? As one of Canada’s largest hotel
franchisors, we provide unmatched support for your hotel. We offer unique
business drivers like Canadian based Sales and Marketing departments,
and dedicated Canadian Operations & Support staff who work with you
personally, to drive room nights and increase your bottom line.

Let Travelodge make this your best year ever. 1-800-646-2435

Executive Suite, Travelodge Parksville

travelodge.ca
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to give credit to our banking system. They were the
only banks around the
world that were able to sustain without getting into
trouble. It was a serious
downturn, but it’s passed.
Now people are saying,
‘Maybe it’s a double-dip.
Things aren’t going to be
as good as we thought.’
You’ve got to recognize that
if it was the worst recession
we’ve ever seen then it’s
going to take longer to
come out of it and [recovery] will be slower. So the
people who are saying,
‘Well, this is not the way it
was before and we should
be out of this in eight to 10
months,’ no way. This is
going to take years.

the tourism industry and
perhaps hotels, specifically,
can do to stimulate business during our recovering
economy?

a refinement of many
things we’ve taken for
granted, mechanically,
electrically and structurally. There’s great concern,
as there should be, and
which may become
more prominent in the
way people do things
in terms of the environment and
making sure we’re
conserving
energy as best
we can.
As far as the things that
we call amenities, like the
shampoo and all those
things, they will continue
to be better. No perfume in
soaps and no perfume in
the cream, things that people become conscious of as
we go forward. But the
biggest change in the industry is going to come from social networking and what
that will do in terms of
helping us communicate
with our customers.

SHARP: Communication is

CAIRA: What do you think

important. With the ability
now to use the Internet,
and what social media
brings to the table, there’s
an enormous opportunity.
That’s going to be the
biggest change in hotels.
We’re just scratching the
surface in understanding
how much that can mean
to our industry. Because
communication and letting
people know what’s available and what’s happening
is everything.

has to be in place for innovation to take place in a
company?

CAIRA: What do you think

CAIRA: When you look at

Four Seasons you clearly
are one of the leaders in
the industry with regard to
innovation. What do you
think are the next amenities in hotels?
SHARP: There’s going to be
hoteliermagazine.com

having difficulty, because he was
heading our MIS department and he was trying to
get our company into the
computer world, which at
that time, they were resisting. He was speaking to
one senior person in the
company and said, ‘You
know, the mind is like a
parachute. It only works
when it’s open,’ and I think
that’s what you have to
continue to give people …
that sense that we’re not
looking for whose idea it
is; we’re looking for the
best ideas.

SHARP: You have to have a

culture that asks people to
keep an open mind. As a
company, we have grown to
be what we are through innovation. Remember, this
industry has been around for
500 years. We didn’t invent
anything. We’ve taken an
industry and added and created value for the customers
by doing things that would
be appealing to the customer, and they in turn respond. Innovation versus
being inventive is what,
Four Seasons, has done
since day one.
My son had a great expression when he worked
for the company. He was

‘

THE MIND
IS LIKE A
PARACHUTE,
IT ONLY
WORKS WHEN
IT’S OPEN

’

CAIRA:

What you’re
talking about is culture and what you’re
saying is a huge part of the
Four Seasons culture —
being open to change and
being innovative. Culture
is one of the Four Seasons
four pillars. How do you
define it?
SHARP: Culture is a compa-

ny’s standard and the rules
upon which they expect
people to work — it’s not
about telling people how to
lead their lives but how you
expect them to act and behave when they are representing the company.
There are many different
routes people can follow
subject to what the company’s objectives are. At Four
Seasons it’s based upon
trust and integrity. That
becomes the religion of the
company. There’s a book
that came out recently,
called How th e Migh ty Fall
by Jim Collins who has
written several books on
corporations that have
risen to the top and how
they lose their way. The
one thing he maintains is
MAY 2012 HOTELIER
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Build with the
Brand that’s
Building
Days Inn G2 Prototype
Hotels are now under
construction in
Winnipeg, MB
& Yorkton, SK

you never compromise
your core values. Never.
He demonstrates how
companies have gone from
that elite group and lost
their way because [they
changed], even incremental little things and they
[think] ‘Well, who’s going
to notice? It’s only one or
two per cent.’ And, maybe
they don’t [notice], but it’s
the mindset of how those
people start thinking, ‘Wow,
we can make a little more,
do a little more, by giving
a little less.’

IS AN EVER-

RECEDING GOAL.

IT’S THE PURSUIT
OF EXCELLENCE
THAT ALLOWS
YOU NEVER TO
BE COMPLACENT,
TO ALWAYS SAY,
‘WHAT ELSE
SHOULD WE

CAIRA: In your memoirs,

you cite a fifth pillar —
to become the industry’s
undisputed leader. Do
you think you are?
SHARP: Well you never want

to admit you are. I’ve always maintained that perfection is an ever-receding
goal. It’s the pursuit of excellence that allows you to
never be complacent, to always say, ‘What else should
we be doing?’ We’re acknowledged by many people to be leaders but undisputed means you’ve won
the gold at the Olympics.
Everybody in the world
judges you that way and
says you are the best. So
that’s what the objective
is. Until we get everybody
who would give us that
vote — and we don’t get
that everywhere — we’re
keeping it as an objective.
CAIRA: In the foreword of

Want to be next?
416.966.8387
daysinn@realstarhospitality.com

“

PERFECTION

your memoir your wife,
Rosalie, states that you
have an innate humanity
that sets you apart. You
believe every person has
potential and it’s opportunity that really makes the
difference in a person’s
growth. How did opportu-

BE DOING’

”

nity help you achieve success and what opportunities have you in turn tried
to provide to your Four
Seasons employees?
SHARP: We are all born

with DNA of some skills.
We all have it. The question is do we get the
chance through our upbringing to nourish it? It’s
either nature or nurture,
and they both play a role.
It becomes a question of
how you believe in yourself so that when opportunity passes your way you
grab it. You say, ‘I’ll take a
chance with that.’ Really,
it’s a question of one’s
ability to not fear failure,
to say, ‘Why not?’ There
are great examples of heroes who have done the
hoteliermagazine.com
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impossible. We have our
own Canadian hero Terry
Fox. He did the impossible. It’s the ability to believe and not let the challenge deter your
willingness to grab onto
the opportunity. For many
people, it sort of passes
you by and you think, ‘I
should have done that.’
Well, that’s when you
have the courage of conviction that you’re going
to try. What’s to lose?
[Don’t] be fearful of the
fact that it might not
work, because there is
always a learning experience that goes with it.
CAIRA: You have been very

central to the success of
the Terry Fox Marathon of
Hope. What would your
advice be for the industry
today about community
involvement? How can
a company incorporate
charitable giving into its
business model so it can
make an impact?

gard to sustainability. We
are committing to plant
10-million trees around
the world. So each hotel
is picking up on the challenge to be part of the
community. We as a hotel
company, when we go to
a new city, we make that
point, and I used to say it
at the opening of every
hotel, ‘I trust over time
that we will earn our position as a responsible citizen
of your community.’ Every
hotel was given that mandate. What is it that you
should do in that community? Every corporation has
something to give back. I
think what you find from
that is you develop camaraderie of the people who
then take pride in the
company, and therefore
everybody benefits.
CAIRA: As the person who

founded the company,
how do you want to be
best remembered?
SHARP: The true measure of

SHARP: There are so many

worthy causes, but we’re
limited in our time and efforts. Whatever cause can
be dealt with where you
can involve more people
within your company,
something that everyone
can participate in — and
not necessarily by giving
money, because I think the
most charitable thing people can do is give of their
time. There are many ways
that can be done. We found
that supporting Terry Fox
was something everybody
[could relate to], because so
many people are touched
by cancer. That has worked
for Four Seasons.
We at Four Seasons have
added another element
this coming year with rehoteliermagazine.com

one’s success is really how
many people have had an
improvement in their life
— business and social — as
a result of your leadership
and what you have done.
As a legacy what I would
like to be known as is a
person who has caused
thousands upon thousands
of people to have a better
life because of the success
of Four Seasons. That
should continue, because
I think one’s success is not
really what one does, but
how many other people
have risen with the tide. ◆
To view a video of th e
complete interview between Rosanna Caira and
Isadore Sh arp, visit
foodserviceworld.com.

Serious style
that’s seriously
affordable.
Style doesn’t have to
come at a premium.
The newly designed
Motel 6 Phoenix allows
you to give your guest
the comfort they are
looking for at a price
you’ll both enjoy.

Sites available across Canada.

For franchise information:
motel6@realstarhospitality.com

416.966.8387

MAY HOT complete_M/A Hot cover.layout 12-05-07 10:27 AM Page 20

3

1

W
(Clockwise from
top), 1) Trump
guestrooms feature
h igh -end amenities.
2) Guests ch ecking
in at th e reception
desk will notice th e
imposing th reedimensional ch erry
blossom branch
strategically located
beh ind th e reception
desk. 4 & 8) Of th e
h otel’s 261 rooms,
127 are suites.
7) Wh en guests
arrive at th e porte
coch ere, th ey’re
greeted by a scene
of beautiful people,
created by Canadian
artist Steph en
Andrews
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5
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COVER STORY

PLAYING
THE
TRUMP CARD

The Trump International Hotel & Tower arrives
in Toronto, inspiring champagne wishes and caviar dreams

P H O T O S 1 , 5 , 8 B Y I I B Y I V D E S I G N / D AV I D W H I T TA K E R P H O T O G R A P H Y ; A N D P H O T O S 2 , 3 , 4 , 5 , 6 , 7 B Y I P H O T O A G E N C Y

BY ROSANNA CAIRA

hoteliermagazine.com

When Talon International Development, owners of Toronto’s Trump International Hotel & Tower, purchased the parcel of land at the epicentre of
Canada’s financial district in 2001, they didn’t know what type of hotel
they wanted to build. But, given the coveted real estate, it was clear it
would become a landmark destination.
Fast forward a decade, and the pricey footprint at Bay and Adelaide has
spawned an elegant and sophisticated hotel. After several delays, the property
opened in January in what is fast becoming a crowded luxury segment; it
brings with it a chic vibe and upscale amenities as well as a level of personalized service the owners claim is unparalleled in Canada.
Not surprisingly, the hotel’s well-heeled
pedigree means expectations for the luxe
property were heightened from the get-go.
After all, the $500-million property flies the
Trump flag, one of the most widely recognized and controversial names in the business
world. The hotel owners, a partnership between husband-and-wife team Val and Inna
Levitan, and Toronto billionaire Alex
Shnaider, have spared no expense in creating the hallmark destination.
Still, there were a few bumps along the way,
which Shnaider alluded to at the ribbon-cutting ceremony in mid-April. “When we
launched our property is 2004, there was considerable skepticism regarding the demand for
luxury properties such as ours in Toronto. Yet,
we are not the types to back down in the face
of critics,” he said determinedly. “Over the
years Talon has weathered rumours, a harsh climate and global economic uncertainty;
through it all we never lost sight of our goal,”
added the mogul, who moved to Toronto from
St. Petersburg, Russia at the age of 13.

The brainchild of Toronto-based Zeidler
Partnership Architects, the mixed-use development marries a 261-room hotel on 19
levels, with 118 residences, ranging in price
from $2.1 million to $35 million. Like all
Trump hotels, the building’s architecture is
dramatic, featuring a stone, steel and glass
façade, crowned by an articulated spire.
The building towers more than 900 feet
above Toronto and, at 65 stories high, it’s
Canada’s tallest residential building and the
second-tallest structure in the city, adding
drama to the city’s skyline.
Building the skyscraper on such a small
parcel of land took a “lot of master engineering and master architecture,” says Inna Levitan, CEO and managing partner. But she
beams with pride at the end result. “It’s not a
formula, cookie-cutter hotel,” she adds.
Indeed, it’s anything but. From the moment guests arrive at the porte coch ere, a
sense of drama envelops them. “For us, it was
about the experience from the moment you
arrive,” explains the effusive Levitan. “We
MAY 2012 HOTELIER
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Czech crystals in hues of grey and
aubergine; at night the blossoms are lit with
LEDs against a black-glass background.
9
Representative of spring, and a new beginning, the blossoms — a favourite of Levitan
— are a recurring motif throughout the
property, evidenced in the artwork in the
hotel bedrooms, the carpeting and even the
ceilings. “My husband and I are both Russian immigrants, so to have an opportunity
to bring a hotel like this into the city we
live
in is quite exciting,” adds the co-owner.
8
The front desk features an opening that
allows staff to step out from behind the
counter to greet guests. And, unlike other
hotels, Trump staff doesn’t wear name tags.
“That was Mickael’s idea,” Levitan says, referring to the GM. “As Mickael asked me,
‘When guests come to your house, do you
wear a name tag?’” Having staff come out
from behind the desk allows them to create
a relationship with the guest.
The Trump Toronto experience is about
being different. “We have never tried to do
10
what the competition has done,” explains
Damelincourt, a native of France. “Everything you see is unique — from a product,
(Clockwise from the top) The Donald arrived in Toronto in mid-April to officially
architecture and design standpoint as well as
open the hotel that bears his name. Along with him were his children Eric, Donald Jr. and
from a service standpoint.” The hotel emIvanka. The banquet space on the ninth and 10th floors is connected by an impressive grand
chrome-finished winding staircase with filigree etching; members of Talon Development and
ploys 260 staff, offering a high staff-to-guest
Trump pose with their Toronto jerseys, presented by members of the Maple Leafs and Blue Jays. ratio, not surprising given its high level of
personalized service.
invested a great deal of time, effort and dollars into the
Given the high-end luxe product and its location,
public art so, upon your arrival, you’re greeted by [a scene Trump was the natural management choice. “We felt it
of] beautiful people.” The expansive 500,000-tile wall mo- was a brand we could affiliate with,” explains Levitan.
saic was created by Canadian artist Stephen Andrews and “They stand out on a service level. I don’t believe there’s a
plays with a textural pattern of porcelain, glass, stone and better brand,” she says emphatically. “They understand
gold, depicting a stadium filled with a cheering crowd. It’s luxury. [There’s] a real family behind the name. It’s not a
one of the few areas in the hotel where guests are treated bunch of corporate people who put together an agenda,
to such a vibrant display of colour. “The entire concept be- give you a manual and say run it.” The admiration is muhind the hotel is [based] on the black-and-white cham- tual. At the hotel’s official opening in April, Donald
pagne-and-caviar colour theme, and we wanted the people Trump was laudatory in his praise of Talon. “About eight
to be the colour and the light of this property.”
years ago I began this voyage and it turned out to be a beauInside, the lobby was designed to feel residential, “more tiful voyage because the end result is something, the likes of
like a luxurious estate than a hotel,” says Mickael which, not only throughout Canada, but worldwide, hasn’t
Damelincourt, the GM, who moved from the award-win- been done. It’s a spectacular building and [what] Inna, Alex
ning Trump Chicago two years ago to head the Toronto and Val, have done is incredible,” he said.
project. “It’s intimate but at the same time extremely stately
Of the hotel’s 261 rooms, 127 are suites. “To appeal to
and glamourous,” adds Levitan. Mouldings and 10-foot ceil- the high-end clientele, you want to have a very good porings make the hotel feel spacious, while expansive floor-to- tion of the rooms as suites,” explains Levitan. And, adds
ceiling windows offer commanding views of the city, bring- Damelincourt, there is no VIP floor. “All guests are VIPs,”
ing the outside in. As home to a hotel and condos, the he emphasizes.
lobby demarcates that duality with two separate areas conAward-winning Toronto designers II by IV have connected through the black-and-white colour scheme.
veyed a sense of glamour throughout the hotel’s public
Guests checking in can’t help but notice an imposing spaces and guestrooms. “This hotel represents an internathree-dimensional cherry blossom branch strategically lo- tional opportunity to set a presence in the city, to open
cated behind the reception desk. Hand-fashioned from the market for what Toronto really stands for,” says Dan

W
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Completely re-engineered
Completely re-designed
Now with Digital Controls, the Friedrich PTAC is the ideal
cost effective solution for hotel and motel rooms.
• Loaded with over 40 standard features
• Rated quieter than 4 of the top selling competitive units by hotel guests
• Voted “Best Appearance” over other leading brands
• State-of-the-art digital controls are easy to use and feature one-touch operation
• Fits competitors’ sleeves (42” W x 16” H) without a baffle kit
• Energy efficient with EERs up to 12.2

Visit master.ca/ptac for details.
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Menchions, partner of II by IV. “When we were given this tion to detail. They want the best, and they want it now.”
opportunity to design the hotel, we said let’s bring back Trump delivers it through signature services such as the
classic design and give it a modern feel.”
Trump attaché, a hybrid concierge/butler who meticulously
It’s hard to escape the feeling of luxury — whether guests records each guest’s preference and maintains a detailed
stay in a 550-square-foot studio, starting at $495, or a one or guest history to ensure ultimate guest satisfaction.
two-bedroom 750-square-foot suite, priced at $695. StandAnd, in an increasingly stressful world, what’s a luxury
ard amenities include Trump Home mathotel without refuge for guest pampering.
tress by Serta, white-on-white Italian Bellino
The bi-level 15,000-square-foot Quartz Cryslinens, a tufted-leather headboard with
tal
Spa, perched high above the city on the
“THE FIVE-STAR
matching leather or wood side tables. All
31st
and 32nd floor, offers inspirational city
CUSTOMER IS
views while guests unwind. Named for the
guestrooms feature high-end amenities such
CHANGING. THEY
19th-century Russian ritual of using quartz
as Nespresso coffee machines, flat-screen
USED
TO BE MUCH
crystal baths for healing, nurturing and
HDTVs and bedside touch panels to conOLDER. TODAY, THEY detoxifying, the spa has 10 treatment rooms,
trol lighting and window coverings.
TRAVEL A LOT,
and includes a spray-tan room, a hair-styling
In the bathrooms, deep soaking tubs, walksalon and separate VIP lounges for men and
in glass showers with 14" rainfall shower
THEY UNDERSTAND
women. It too has an attaché who guides
heads as well as black-lacquered custom vanQUALITY AND THEY
ities, and in-mirror TVs, create an aura of
guests through the spa experience, which also
WANT ATTENTION
tranquility. And, with today’s guests more
features a heated indoor 65-foot saltwater inTO DETAIL”
plugged-in than ever, each of the rooms housfinity pool, steam baths, sauna and fully

W

es the latest in business entertainment technology, including wireless high-speed Internet access and flatscreen LCD TVs.
But the owners hope service will set the property apart.
“Luxury is changing,” states Levitan. “The five-star customer is changing. They used to be much older. Today, they
travel a lot, they understand quality and they want atten-

AQUATIC, FITNESS
& SPA GROUP INC.
From design/consultation
through to construction
and aftermarket service
and supplies, PPL has been
providing Ontario and
Caribbean hotel owners,
architects and operators
one-stop shopping for all their
pool, hot tub, sauna, steam
and fitness needs since 1970.

equipped gym with exercise studios.
Appealing to Bay Street’s power brokers, Stock restaurant is captained by Todd Clarmo, formerly of Toronto’s
Canoe restaurant. The swank eatery, on the 31st floor,
seats 135 with an additional 40 seats upstairs in a private
dining room, which can accommodate overflow. Soaring
18-foot ceilings are matched by sweeping city views and

trump international
hotel & tower

Recent Projects Include:
Four Seasons Toronto
Hazelton Hotel Toronto
Hilton Toronto
Hotel Le Germain Toronto
Shangri La Toronto
Ritz Carlton Toronto
Thompson Hotel Toronto
The Atrium Turks & Caicos
Comfort Suites Turks & Caicos

To capitalize on our over 40 yrs of
experience, friendly professional service
and volume purchasing power call:

äx®Êxä£ÇÓ£äÊU£nää{ÈxÎäÈÓ
www.pplgroup.com
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design details such as a leather-wrapped hostess station,
built-in banquettes with leather seats and tufted fabric backs
as well as herringbone wood flooring in warm grey-fumed
oak. It even features an outdoor patio built on an overhang.
As for wine aficionados, master sommelier John Szabo has
assembled a wine list that features 5,000 bottles showcased
in a stunning wine wall.
Though early restaurant reviews haven’t been
favourable, Levitan, who owns and runs the restaurant,
isn’t fazed. “It’s hard to get a reservation,” she says. “People who genuinely love to experience the finest things in
life don’t really react [to reviews]. As Donald Trump says,
‘Any publicity is good publicity.’”
Those looking for a place to unwind and indulge in a
drink after work can opt for Suits, the main-floor lobby
lounge. “I call this location Main and Main,” quips Levitan. “This is the heart of the city — where deals are made.
The exposure to the entire corner, with your four primary
banks is significant. Everything is at a glance.”
Suits plays into its close proximity to the TSE by highlighting the day’s stock-market activity on a TV screen at
the bar. “When [numbers] are going up, people drink,
when [numbers] are going down, people drink even more,”
quips Damelincourt. “We wanted this space to feel substantial but also comfortable,” adds Levitan, pointing to
details such as tufting, comfortable seating and banquettes, while underscoring the lounge’s chic elegance,

punctuated by black crystal chandeliers, ebony wood, Italian
onyx and antique mirrors.
At 12,000 square feet, the banquet space on the ninth
and 10th floors deliver seating for 160 and 200, respectively,
with standing room for 550 people. The rooms are connected by an impressive grand-chrome finished winding
staircase and filigree etching, making it ideal for weddings.
“The beauty of the space,” says Damelincourt, “is you can
have a reception on one floor, followed by dinner on the
other. It allows us to personalize the experience.” Since
opening in January, Levitan boasts “We’ve already been
seeing repeat guests. It’s great to get people in through the
door the first time, but when they come back, it’s a sign
we’ve done something right,” she says.
There’s no mistaking that Trump Toronto is designed to
be a show-stopper. Still, there are those who wonder
whether Toronto can sustain the recent influx of so many
luxury properties. Levitan and Damelincourt aren’t worried.
“At the end of the day, it’s just 1,000 rooms,” says the former. As to whether guests will pay top dollars, Damelincourt is confident the hotel will become the market leader
in RevPAR and rate. “You have to remember that until
now Toronto didn’t have the product.” That’s no longer the
case. With a range of luxury offerings to suit every taste,
Toronto may finally have arrived as a world-class destination. What remains to be seen is whether there are enough
champagne wishes and caviar dreams to sustain it. ◆

Congratulations Trump International Hotel and Tower
Toronto and II BY IV Design Associates on your
achievement. BLT was honored to be part of the team.
Photography by David Whittaker

YOUR HOSPITALITY
BUILDING PARTNER
B.L.T. Construction Services Inc.
416.755.2505 ext. 25
bltconstruction.com
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PANEL (clockwise from top left): Rosanna Caira, editor and publisher, Hotelier;
Edward Khediguian: national vice-president, Franchise Finance, GE Capital
Solutions; Chip Ohlsson: vice-president, Development, Northeast/Midwest/Canada,
Starwood Hotels and Resorts; Vinod Patel: president, Northampton Group Inc.;
Jackie Sloat-Spencer; assistant editor, Hotelier; Kenneth Gibson: president and
CEO, InnVest, and COO of Westmont Hospitality Management Limited and Westmont
Hospitality Canada Limited; Adrian Bell; associate editor, Hotelier; Brian Stanford:
director, PKF ; Drew Coles: vice-president, Hotels, Oxford; Philippe Gadbois: senior
vice-president, Sales and Marketing, Atlific Hotels; Scott Duff: senior director,
Development, Canada & Alaska, Global Development Group, Starwood Hotels and
Resorts; and Kevin Toth: president and COO, Skyline Hotels & Resorts
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INVESTMENT ROUNDTABLE

SOUNDING

OFF
Once again this year, Hotelier partnered with Starwood Hotels and
Resorts to host the second-annual Investment Roundtable

///////////////////////////////////////////////////////////////////////////////////////////////////

Last year was supposed to signal new beginnings, but even best
laid plans can be foiled. Today, we’re dealing with a new normal
as occupancy rates slowly increase along with hotel supply,
especially in Toronto, where luxury mixed-use projects are
reshaping the city’s landscape. Interest rates remain low,
Americans are staying home and Canadians continue to
champion the staycation. There are the attacks by Mother
Nature, the struggle with OTAs and the seemingly endless airline
woes. In the end, hoteliers have readjusted their thinking and
are slowly seeing returns. To discuss these issues, Hotelier
joined with Starwood Hotels & Resorts to host the second
annual Investment Roundtable, moderated by Rosanna Caira,
editor and publisher of Hotelier, and featuring the nine hotel
operators, owners, financers and developers listed on the
previous page. Keep reading to find out what’s on their minds
in this abridged version of the roundtable discussion.

[

Photography by Margaret Mulligan
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STATE OF THE INDUSTRY

it’s better to get $1 more than your cost than nothing.

What’s your perspective on the state of the industry
in the past year?
Brian Stanford: Bottom lines were flat. If you look at the

Khediguian: You also have less supply in some of these

Western markets versus the GTA. In the GTA you have a
lot of supply — I’m not saying supply from a negative perspective; there’s a lot of unit, a lot of holders, a lot of dynamics in diversity and branding, there’s a lot of movement. So when there is diversification in a particular
segment or sector — whether it’s the hotel sector or the
mining sector — it’s more elastic from a price standpoint.

East versus West it wasn’t much different in terms of end
result of the performance metrics, which are much better
out West. That’s largely rate-driven, not occupancy driven. This year we’re looking at a modest demand outpacing the supply growth and some improvement in occupancy, maybe no more than inflationary impact overall in
rates. But that should translate into something between
five- and seven-per-cent of an improvement to bottom
line, which is a good starting point.

Gadbois: That same comment applies to major American
cities — you do not see that cannibalization that we
throw up on ourselves here.

RECESSION AND RATES

Kevin Toth: What’s really changed is OTAs have commodi-

Is the recession over?
Chip Ohlsson: The recovery has been [ongoing] since 2009.

tized our industry. That’s the real monster. We just had the
Hotel Association conference, and $7.1 billion in North
America goes to OTAs, that historically, would go direct
to hotels.

The difference is we had a huge drop-off, and everybody
wanted to see a huge rebound. It’s going to be a slow climb.
Stanford: As you look at the economic impacts on our in-

dustry, the realities are overall occupancy room nights in
2011 were better than they were in 2007 and 2008. The
issue is we had a six- to seven-per-cent increase in supply,
which is mitigated occupancy, but more importantly, mitigated rate recovery. We didn’t fall quite as dramatically as
the U.S. market did, and we are not rebounding at the
same level either.
Kenneth Gibson: We are our own worst enemies in this in-

dustry — on price. That’s been a trend. It’s not a trend
when you get into a little bit of a weaker economy. The
first thing that we do as an industry is start discounting
rate rather than product quality.
Ohlsson: It’s funny. It takes a day to cut rate but years to re-

cover it.
Stanford: If you look at Central Canada, and the occupancy

performance we’re having in Toronto, Montreal and Central Canada as a whole, it’s stronger occupancy levels than
what we’re seeing in Western Canada. We are sitting there
with rate structures, overall, that are $6 to $7 below where
they’re at, which is having an impact on our profitability,
our values — all those things — and it just doesn’t make
sense, because we are in a better position in Central Canada than we have been, probably from 2005 and 2006.
Edward Khediguian: You’re not going to induce demand, de-

mand is driven systemically; it is what it is. It’s a mixed
bag of demand driven by sector, which is what you’re seeing out West, but there’s also a limit.

We go to Europe and pay huge rates, but people don’t do the
same in Canada. Why?
Ohlsson: There wasn’t a lot of luxury product in Toronto,

but now that it exists, it needs to charge a luxury rate.
The problem is these luxury hotels open[ed] at a bad time,
and they opened together and cut each other’s throats, as
opposed to [stand]ing firm.
Toth: They have to build some volume base. And the op-

portunity and hope is once that base is built in, and redistributed, they’re going to be able to move their rates.
Stanford: Downtown Toronto has become one of the biggest

challenges of a rate issue across the country. We have run
70 per-cent in Downtown Toronto for the last 10 years, we
will do so even with this new product, and if [these] new
asset[s] that need to command $400, $500 rates are trying
to strive [for] 70-per-cent occupancy, you’re going to do it
at a $200 rate. If they hold the rate strategies intact for a
period to build volume over time, that’s going to be a positive thing. But we have not moved rates.
EXPECTING THE UNEXPECTED
Do you suspect there will be any unforeseen development
in the next year?
Gibson: Development is going to continue to be a bit

muted in the next couple of years, and I hope it’s going to
be. If you think about the Toronto Airport, how somebody
can justify building a hotel in the Toronto airport market
is beyond me, because we’re struggling with a market
[where] there’s an oversupply.
Stanford: From a development perspective, 2000 was the

Philippe Gadbois: We’ve created a monster; it’s called a rev-

enue manager, and the theory behind that introduction is
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MAY 2012 HOTELIER

best year we ever saw. We had 10,000 rooms come into
the market — we’re not going to see that pinnacle in the
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/////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////
next five to six years. We are going to see 4,000 to 5,000
rooms coming into the market on an annual basis, which
is one to 1.5-per-cent supply growth, and a disproportional
amount of that is going to be in Western Canada, primarily
because we can make the economics work better. We’re
still going to see development in Central Canada, but if
we’re looking at one to 1.5 per cent nationally, that’s
going to be two to 2.5 per cent out west and less than one
per cent in Central Canada.

became loyal to segments, and then we became loyal to
the point systems. One of the things we’ve rolled out in
the last year is called GPS, and what we’re trying to do is
put the hospitality back into it and use technology to do
that. It’s about learning about people’s habits and what
they like and what they want. Telling them, we know you
like this drink, we know you like to eat this; we know you
like to check out late. We have a lot of access to information, and we don’t use it enough. We’re hoping to make
people loyal to brands again.

BRAND SELECTION
How do you choose the brand when you’re looking
to build or convert a hotel?
Toth: We look at the market first. We look at what’s not

there to see if there’s a brand that’s better for one of our
buildings. We look at changing brands. We’ve been successful in changing brands in some cases and not so successful in other cases; it takes a year to recover your capital costs and get your piece of business back because there
is loyalty to certain brands. So, to go out and just willynilly change brands isn’t always the best thing for us.
Ohlsson: Changing brands and segments almost makes the
most sense. Changing brands is a tough piece, but when you
change brands and segments, that’s where you get the lift.
Does brand loyalty still exist?
Drew Coles: Technology has helped that evolution im-

mensely. Fifteen years ago you didn’t have OTAs, and you
didn’t have electronic booking channels easily accessible.
You had to get with a big brand to get plugged in.
Ohlsson: We used to be very loyal to a brand, and then we
hoteliermagazine.com

Toth: We look at brand valuation, mostly from a threepronged stool. It’s not only does the brand have a loyalty
program — because most brands have it — but what’s the
legacy of that loyalty program, what’s the depth? Do I
want to make my investment with a brand, or do I want to
make my investment with Expedia?
Ohlsson: We’ve moved away from free room nights, and

now we’re giving lifetime experiences. If you can go to the
Tonys or the Oscars — those are the experiences people
not only talk about with social media, they tweet about it;
it’s on Facebook.
FINANCING
Where do you source your primary financing?
Gadbois: Our owned assets, because primarily our owner is

U.S.-based, and deals primarily with Bank of America and
Mass Mutual. Our managed assets are financed through a
variety of means, from cash to credit union. We started to
work with NMG and, again because our single-largest
third-party owner is a public vehicle, a lot of the cash to
those plays comes in the issue of debentures.
MAY 2012 HOTELIER
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out. Maintain your relationships with the folks that are
going to be consistent, and do the right kind of structure.
CANADIAN FUNDAMENTALS
How do you feel about the Canadian fundamentals moving forward?
Gibson: The fundamentals in Canada in

the economy are still pretty solid; it just
hasn’t translated into RevPAR.
Scott Duff: We’ve continued to rely more

on leisure traffic from domestic sources,
because you didn’t have the strong Japanese economy 10 years ago or a weak
Canadian dollar that made it easy to
charge big rates for American traffic. All
that stuff ’s gone away; you’re having to rely on more
Canadian-based traffic, and you wonder if households will
start to feel the crunch because of interest rates going up.
What’s going to happen to your leisure markets as well
and the economy as a whole?
Gibson: It’s cheaper for Canadians to travel out of Canada

so that has put some pressure on domestic travel, and the
economy is good, it’s driving the dollar.

/////////////////////////////////////////////////////////////////////
Vinod Patel: We try to make it a mixed bag. Obviously GE is a

key partner on the debt side, and we have some schedule-A
banks through relationship lending over the years that
they’ve funded us. Recently we’ve started doing business with
BDC to diversify. They’re a lender, but they’re still a lender
in terms of last resort because of their methodology and their
approach to the business. So we prefer the GE mentality —
they’ve understood our business and talk the same lingo.
Toth: Ours is primarily private equity. One of our major
shareholders is an offshore, publicly traded company. And
we have a variety of lending partners on our development
side and acquisitions from class-A to class-E lenders.
Will access to debt change in the next year?
Khediguian: It’s very cyclical in this industry — guys come

in, guys come out; there aren’t many focused lenders that
have business groupings focused on the segment. So, that’s
good and bad. If it’s focused, you’ve got an intelligent way
to underwrite structures so you’re sustainable and feasible
over a longer period. There are lots of lenders. Colliers did
an excellent job in their report; they did a profile on the
capital debt. Folks who come in and do stupid structures
and owners and borrowers taking advantage of those stupid structures, if not done properly, they get caught
through the cycle and obviously the lenders get caught.
You’re right in diversifying your lending base; you’re right
in taking different options through the cycles, but obviously not to over-depend on someone who will be in and
30
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Patel: That paired with oil prices, the secondary, tertiary

markets rely on that drive up market if the decision is
whether the family [should] get out there for a weekend or
[if] a corporate guy [should] make six trips a year instead of
12. A $100 barrel of oil doesn’t help.
Gadbois: The biggest challenge, at least in the medium
term, is still Central Canada — how Ontario and to some
extent Quebec, reinvent themselves away from a manufacturing-based economy.
Stanford: We have our own economy in the hotel sector that

we need to be cognizant, and it doesn’t really matter which
financial institution you look at, the prospects for economic
growth over the next five years, while positive, are not [seeing] a huge rebound. We’re looking at two to 2.5-per-cent
growth GDP, and maybe there are certainly brighter spots.
We looked at travel outlooks, and if you look at the next
five years, there’s nobody who is expecting travel growth in
almost any province above 2.5 per cent per annum.
Patel: There’s a flux of capital coming into the city in

terms of development, and it is a haven for a flight capital
from other parts of the world. You see these condo developments, which concerns [me] because not one office
tower or commercial facility is going up, and you’re
scratching your head saying, ‘OK, where’s this going?’
Toth: It’s almost as if we’ve given up [on] the inbound/out-

bound international traffic. I’ve heard Canada is the numhoteliermagazine.com
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ber-1 tourism brand in the world — it sure as hell doesn’t
translate into traffic in Canada.

portunities where we can share Ontario and the Muskoka
area, Northern Ontario, with them.

With the trend to lifestyle brands, is there room for brands that
have been around for years?
Duff: It’s hard when you have a large system, where you

Gibson: We’re in the low spot of the cycle, and although

may have several hundred or 1,000-plus units to turn
around. You could be pushing a decade — by the time you’ve
done that, the world’s onto the next thing. To be fresh and
novel is going to be hard.
Gibson: You’re not going to build a lifestyle hotel in North
Bay, Ont., et cetera. That’s a more urban city-centre type
for a consumer. There’s still a need to have the diversified
brands in secondary/tertiary markets.
Duff: Frankly a prototypical new limited-service product in

those markets would be an oasis. You’ve got markets where
Comfort might be the most recent hotel that’s gone into
that market, and that was maybe 20 to 25 years ago.
Ohlsson: You’re not using the lifestyle brands to replace it;

you’re filling a void. We built a property in Rogers,
Arkansas, and it was an Aloft, and it did exceptionally well.
And I couldn’t figure out why the bar was doing $3,000 a
night, and then you start to realize the hottest place in town
used to be the Applebee’s.
Coles: Is the tail wagging the dog or is the dog wagging the
tail? Some of these lifestyle brands
came out to embrace the lifestyle
segment, and then you talk about
the old buildings, and how do you
marry that together? We have the
old buildings in Canada, we have a
brand that’s been a traditional brand,
and we’re having a look at areas like
Chateau Lake Louise that has a natural lifestyle environment for a certain segment. We can’t modify the
box itself, but we can modify what’s
inside the box, and the service offering comes with that.

we are not going to see double-digit growth, we’re in for a
few years of positive growth based on the timeline.
Duff: Not to be a downer, but overall geopolitical instability is

— just look at what’s happened since we did this a year ago,
and wow. Just factoring in the natural element — everything
from the uncertainty about wanting to spend money but also
the way it could affect our industry. It seems every week
you’ve got another Air Canada-related issue.
Coles: We seem to be building volume. Rate can be a chal-

lenge, but the real challenge is how we translate that into
building investment value in our hotels — real value and
sustainable value and not just getting back to ’07 values.
Stanford: We are in a much better supply/demand balance
today. We are looking at no more than 40 to 50 new projects a year, so there isn’t going to be a lot of development
to drive that. If you look at the next two to three years,
development is going to be mitigated, but that’s not a bad
thing. We really need that catch up; the projects are going
to be more difficult, because we are going to be looking at
secondary and tertiary markets and have to work harder to
make those projects work, but they’re going to be there.
That’s a much better story than 2009/2010. ◆
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Gadbois: The other category we

haven’t talked about is green, so
congrats to Starwood with Element.
But there’s really no green brand on
the normal transient property.
THE FUTURE
Could you highlight future bright spots
and challenges in the industry?
Toth: One of the bright spots in our

company is new Canadians moving
to Toronto. We want to create op-

Manufacturer direct Sales + Service available: 1-888-325-3957
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Your Next Growth

Opportunity
We are an industry leader in the global hotel
market. With a portfolio of award-winning brands,
combined with our best-in-class systems, IHG
can help you maximize your growth potential.

Contact our Development Team to learn
how you can be a part of our success.
Call 866.933.8356,
visit IHG.com/development or
email development@IHG.com.

©2012 InterContinental Hotels Group. All rights reserved. Most hotels are independently owned and operated.
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INVESTMENT
udging by recent activity in the
hotel sector, operators are getting serious about renovation
projects that have been on the back
burner since the economic downturn.
Fix your gaze on any Canadian city’s
skyline and you’ll notice several cranes
poised to do the heavy lifting.
Despite the fact occupancy rates
are lower today than pre-2009 —
considered a banner year by most in
the hospitality industry — and the
economy has not fully recovered,
there has been a huge increase this
year in renovation projects compared
to the last two.
The reason, says Eric Malcolmson,
director of Toronto-based HLT Advisory
Inc., is operators are now thinking
about positioning themselves so
they’re in sync when the markets heat
up. “Part of the move is driven by interest rates, another part is driven by
overall improvements in the hotel market and economy in general,” he says.
Having spent several decades in the
hotel renovation market, Peter D’Amato,
president of HCL Group Inc. in Concord, Ont., confirms activity is on the
rise. “We can usually gauge what’s
coming six months down the road by
what designers are doing today. A
lot of owners put a hold on renovations around 2009, for good reason,”
says the veteran hotel renovator.
“We’re now seeing a huge turn as
people are getting prepared for the
summer and fall.”
Given that occupancy rates have
yet to regain their peak numbers, new

J

Th e lobby of
th e Sh eraton
Vancouver
Airport Hotel
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NEW AND
IMPROVED
Renovating your property can be a financially tricky undertaking
BY DENISE DEVEAU

competitors are making a big splash
on the urban landscape, and interest
rates are better than the norm. The
perfect time to begin reviving older
properties is now, say hotel operators
and developers.
“If you have the ability to go out
and renovate in a down cycle, your
hotel will be in a position to compete
in an up cycle,” notes Scott Duff, senior
director, Development, Canada and
Alaska for Toronto-based, Starwood

Hotels and Resorts Worldwide Inc.
“You don’t want to take rooms out of
service during key seasonal periods or
robust economic times.”
As D’Amato sees it, smart operators
are looking at the situation as a
whole. “They’re keeping up with what
the market and the economy is doing.
They have their analysts looking
down the pipeline and seeing that
we’ve bottomed out now, and it’s time
to put projects back on the front
burner and get moving,” D’Amato explains. “They’re getting ahead of the
game and having product that will be
fresh and updated within six or eight
months versus a year or more down
the road. They’re starting to pull the
trigger and make it happen,” he says.
The growing threat of competition
from new branded properties cannot
be underestimated either. Chuck
Henry, president of New York-based
Hotel Capital Advisers, Inc. warns
that as brands such as The Ritz-Carlton and Shangri-La make their way
into major urban Canadian centres,
MAY 2012 HOTELIER
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TRANSFORMATION
(Clockwise from top left):
Renaissance Vancouver
Harbourside Hotel lobby;
Courtyard Brampton Bistro;
Sh eraton Montreal Airport
Hotel suite

existing properties will have to wrestle
with the best way to maintain their
market share. That typically means a
refresh in one form or another. “The
good news is it costs a lot less per room
to renovate compared to what it costs
the new guys to build,” he says.
Hoteliers have to be mindful of their
property’s appearance, reputation and
overall curb appeal. While their neighbours are putting on their Sunday best,
they themselves may appear a little
worn out. The glitz and sparkle of a
new property can make an older hotel
look tarnished. “If you have lots of
shiny new product being built around
you that offers high quality, and your
last renovation was a decade ago,
you’re facing a big threat,” Duff says.
“That’s when you have to undertake
this type of investment.”
RETURNS OF A DIFFERENT MEASURE

Whatever the motive behind renovating or repositioning a property, the
process demands a clear vision and
strategy. Manlio Marescotti, vice-

president of Lodging Development
for Marriott Hotels and Resorts in
Mississauga, Ont., says Marriott brand
standards require major renovations
every six or seven years. When deciding on the investment required, many
basic questions are asked. “Can you
justify the investment through the
economic return you will be getting?”
he says. “Do you need to make some
major structural changes or add facilities such as a spa, additional restaurants or meeting spaces? How sustainable over the long term, is the market

you’re in? And can you compete with
new properties coming in?” ponders
Marescotti.
While a financial ROI lies at the
heart of any renovation decision, the
outcome can mean different things to
different players. “An institutional or
Real Estate Investment Trust [REIT] investor is looking for assets that have a
stable cash flow they can use to generate investment yields,” Malcolmson explains. “They’re looking for accretive
growth and income streams. Private
equity, or owner-operator-type in-

191 Eglinton Ave. E., Suite 201
Toronto, ON M4P 1K1
Tel. 416-482-5216
www.hca.ca
hchristakis@hca.ca
hoteliermagazine.com
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vestors are looking for high returns to
create value from that investment, focusing on what needs to be spent to
reposition the hotel to take it from
point A to point B.”
However, Malcolmson notes that
with today’s market conditions ROI expectations are lower than those prior to
2009. “ROI targets used to be 20 per
cent or higher, but with the current
market, it’s more in the mid-teens.”
Linas Saplys, founder and senior project manager at Oakville, Ont.-based
Architecture and Planning Initiatives,
agrees the Canadian hotel industry is
better positioned for renovations and
new builds. But, it has to look ahead.
“People need to think about where
they want to be over the next 10 years.”
THE INTEREST-RATE PLAY

Long-term planning also needs to take
into account interest-rate fluctuations. While today’s low interest rates
may help kick-start projects, it’s not a
guarantee over the long-term, cautions

Malcolmson. “The lower cost of borrowing makes financing favourable
right now; but it’s important to plan
on rates increasing in the future.” It may
cost five cents to borrow $1 today, but
what will it cost in three years?
According to Henry, while interest
rates may be good, the debt/equity
ratio demands have changed. “Five
years ago you could borrow 75 per
cent of the cost of a project at about a
seven-per-cent interest cost. Today, at
five-per-cent interest rates, you can
only borrow 50 to 60 per cent of what
a project costs.” Marescotti agrees,
“You definitely need more equity
going into a project.”
Since you can’t always assume you
will be in a low-interest rate environment, a ‘stress test’ is in order when
planning, Duff says. “Look ahead and
determine how things would be if the
rates go up to seven or eight per cent.
Does your plan still make sense and
is it feasible?” asks Duff. “One other
caveat in a lower interest rate market is

A Visionary Partner

that construction costs tend to be
higher,” he adds. “Lenders may be
more conservative on leverage as well.”
Ultimately, while favourable interest rates can help, they’re not necessarily a deciding factor over the long
term, Henry says. “There have been
times when loans cost nine per cent
and other times when they were 2.5
per cent. But rarely did those rates
make a difference between success
and failure. Ultimately, availability of
capital is more important than the
cost of that capital.”
Despite current conditions, renovations are simply a part of the business,
says Adrian Mauro, president, of
Burlington, Ont.-based Chamberlain
Architect Services. “Brands are always
looking to keep it current and stay
ahead of the curve. In many cases,
hotel operators are mandated to upgrade to a new look,” says Mauro, “but
that’s a positive thing, because competition drives business. And brands are
not prepared to accept second best.” ◆

PIP
YOUR
PROPERTY
WITH

Our talented team of Architects &
Constructors have created and renovated
hundreds of hotels for every major brand
across Canada, China and the USA. Let us help you design
a PIP that will exceed your expectations, not your budget.
- Adrian Mauro, Chamberlain Architect Services Limited
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Ottawa U Montreal U New York U London, UK

36

MAY 2012 HOTELIER

Visit Adrian at his "C-2 PIPs" presentation
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A NECESSARY EVIL
Are hoteliers being bitten by
the OTA creature they helped create?
BY LAURA PRATT

wenty-five years ago, Vittorio
Di Re was part of a group that
had to swallow a bitter pill
every month. Twelve times a year, he,
like many other hoteliers, drafted
cheques to travel agents — a 10-percent cut from their bottom line in
commission payouts for guests the
agents had sent their way. “There was
always such a fuss about issuing those
things,” remembers Di Re, now GM
of Montreal’s Le Saint Sulpice hotel.
“It was always, ‘ugh, awful … 10 per
cent!’ But looking back, I can’t believe we thought we had anything to
complain about.”
Since then the industry has
evolved, and the evolution is summed
up with a three-letter acronym: OTA.
Online travel agents, now well
known on the modern hospitality
landscape, are casting longer shadows
than ever before. And the hotels that
benefit from the rooms they peddle
are shivering in the shade.
So, what’s the issue? For one, the
whopping commissions the massive
web-based entities take, routinely in
the 20- to 30-per-cent range. Consid-

T
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er also the slew of limitations OTAs
impose on their partner hotels regarding details such as the cutoff point at
which unsold inventory is restored to
the property for its own sales efforts.
And their very presence irks a lot of
hoteliers, who grumble that they’ve
lost control of their own assets, a reality made even more bitter because
they invited the snakes into their
own meadow. “In my humble opinion,” sighs Jeff Froehlich, director of
Sales and Marketing at Vancouver’s
Shangri-La Hotel, “Hotels created
the monsters that are OTAs.”
ROOM RESERVATION ROOTS

Hotel rooms used to be purchased
over the phone — with the guest
contacting the hotel directly — or
through a travel agent. Cindy Estis
Green, co-founder and CEO of Dallasbased Kalibri Labs, says back in the
day, consumers’ travel-research options
were very limited. “There really wasn’t
anywhere for you to go besides the
weekend section of a newspaper.”
Enter the OTAs. Their arrival was
met with muted enthusiasm. Suddenly,

there was a fantastic resource that
would sell hotel rooms on behalf of
hoteliers. Properties happily dumped
inventory onto the online marvels.
And, why wouldn’t they, asks Jennifer
Drew, director of Market Management for Expedia’s lodging partner
services division. In addition to its
global footprint, Drew points out, Expedia offers a virtual marketplace for
customers and a selling opportunity for
hotels. Additionally, the OTA relieves
its ‘partner’ of all manner of responsibilities. “The hotel doesn’t have to take on
the individual complexities of doing
business around the world,” says Drew.
Not everyone agrees with Drew.
“The industry’s come to a bit of a
boiling point, and the commissions
are too high,” says Mark Lomanno,
an executive board member with
NewBrandAnalytics, a social media/
data-harvesting firm based in Washington, D.C., and a speaker at the upcoming CHIC conference in Toronto.
Eventually, says Froehlich, the online
players began waving a sword so powerful that “hotels needed to bow
down to whatever they were asking.”
MAY 2012 HOTELIER
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“

THEY WON’T NECESSARILY TAKE
COMMISSION BUT THEY MIGHT CHARGE
YOU JUST TO DRIVE PEOPLE TO
YOUR SITE. IT’S A SCARY IDEA

”

—MARK LOMMANO

NEW BRAND ANALYTICS

That included the imperative of
heavy allotments with zero or minimal cutoff days. For bigger hotels,
that wasn’t such a problem, but for
boutique properties, the development
was more troubling.
RATE PARITY

Rate parity is the order of the day on
this front. The new transparency OTAs
delivered to the scene is significant,
Estis Green says, for the privacy of
which it deprives hoteliers. It’s more
difficult now to create rates for select
groups of guests. Even the so-called
opaque providers such as Hotwire and
Priceline, have been exposed. Clever
consumers, increasingly comfortable
with the way things operate, can narrow their search parameters and predict which hotel room they’re buying
with some accuracy.
The net result, says Estis Green,
whose company conducts hotel data
analytics, is that hotels can’t really
compete on price alone anymore. It’s
why, in today’s new reality, competition is a game played with other factors, including value-added services,
rates based on multiple nights’ occupancy or other inspired — even desperate — offers devised by hoteliers.
“You have to be more creative than
ever,” says Estis Green, who recently
co-authored a comprehensive report
on hotel distribution channels. The
ultimate trick to navigating the new
landscape is for hoteliers to gain a better understanding of their customers,
38
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and to apply that knowledge in a way
that’s mindful of the distribution channels that deliver them.
TRAVEL TRIBUTARIES

There are five main channels consumers can choose to purchase a hotel
room: OTAs; brand.com (a hotel
brand’s website); the global distribution system (GDS) and voice — the
1-800 phone numbers many hoteliers
use. There’s also spillover from walk-in
business, call-in business, groups and
meetings booked through sales managers and others. There are new channels hungry for a bite of the US$2.7billion travel commission pie, whose
emergence will further complicate the
scene. Some, like Room Key, the new
hotel search engine created and powered by hoteliers, will actually drive
business to hotel websites. There’s also
Google’s Hotel Finder; Facebook’s
soon-to-launch travel-booking tab; the
consumer advocate cum travel agent
called Tingo and iTravel, the application Apple Inc. is developing that
could become the travel industry’s
equivalent to the iTunes Store. It may
provide more competition for OTAs
than hotels.
In any case, says Lommano, the new
travel tributaries will change the entire playing field. Hotels won’t give
them any parameters at all, he points
out, and a different pricing model will
have to emerge. “They won’t necessarily take commission or such, but they
might charge you just to drive people

to your site. It’s a scary idea.”
The costs associated with the various distribution channels through
which hotels gain their business fluctuate wildly. Certainly OTAs are a
high-cost channel, but every channel
has fees, and the potential in any market is different based on those channels. An independent hotel on the
beach is probably using an OTA more
than a branded five-star urban hotel
that has its own loyalty program.
BEST BOOKING BET

The optimal channel is one that
leads directly to the hotel itself. The
dollars spent by guests who book
through a hotel’s website are pocketed by the hotel. To that end, operators might improve the look of their
websites, include better content,
post quality photos and generally ensure the site is superior to the competition. Additionally, they might spend
some time contemplating value-adds:
including free breakfasts, complimentary
room upgrades and late check-ins.
Loyalty programs also serve as powerful anchors for an increasing number
of hotels. When someone buys a room
through an OTA, he doesn’t enjoy the
benefit of added points to his standings with the property.
Going forward, say industry pundits, a hotel group’s revised modus
operandi should include building an
optimal channel mix that smartly divides resources among all the options.
“That’ll be challenging for the hoteliers,” says Estis Green. However,
maximizing cheaper channels and
minimizing expensive ones is vital.
Online travel agents are evil,
Froehlich says, but necessary. “There’s
no point trying to put the monster
back in the box.” And no one is disputing OTAs’ right to real estate in
the hotel universe. The notion that
OTAs have grown too big for their
britches notwithstanding, says Le
Saint Sulpice’s Di Re, doesn’t mean
hoteliers are talking divorce. “We
have no choice,” he shrugs, conceding
the fact the online agents have massive marketing power. “You’re damned
if you do, damned if you don’t.” ◆
hoteliermagazine.com
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INVESTMENT
he Conference Board of Canada
predicts Canadian GDP growth
will hover around 2.4 per cent
in 2012. While this might not be overly bullish, extensive and diverse debt
and equity sources, historic low interest rates and a stable financial infrastructure make Canada a highly attractive market for domestic investors.
Fortunately, Canada continues to garner
broad international interest from investors who recognize the importance
and surety of Canada’s strong banking
system, wide-ranging resource-based
economy and fiscal discipline throughout
business sectors. These traits have provided the foundation for a healthy upswing in hotel transaction activity, rather
than the unsustainable frenzied activity
witnessed in 2006 when mergers and
acquisitions activity was at its zenith.
In the first quarter of 2012 hotel
transaction volume was 151 per cent
ahead of the same quarter last year,
representing an increase of 27 per
cent over the fourth quarter of 2011.
Building on year-end 2011 transaction volume of $1.2 billion, almost
three times greater than the recorded
volume just two years earlier, the
availability of product on the market,
improved consumer and business confidence and the general sentiment
that debt will remain available and
affordable in the foreseeable future,
CBRE Hotels projects Canadian
hotel transaction volume could reach
$2 billion in 2012.
Throughout much of 2011 investors
witnessed volatile international markets, tempered consumer confidence
and stalled debt markets, particularly in
the Eurozone. In the United States, 2011
was characterized by economic setbacks,
including slowed residential and commercial construction. Government debt
woes and a build-up of distressed properties for sale also contributed to a
somewhat tempered outlook for 2012.
Canada was not immune to these
global forces. However, the country
and its commercial real-estate markets continued to represent stability
and predictability in a world characterized by uncertainty and risk. The

T
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RIPE
FOR INVESTMENT
Continued momentum is expected in 2012
BY BILL STONE, CBRE

country’s low exposure to European
debtors, countered by solid domestic
credit markets lead to readily available consumer and business credit,
which in turn supported the robust
transaction activity experienced in
2011. There was a 10-per-cent increase in the number of hotels sold,
which will be the impetus for continued momentum in 2012. The number
and diversity of deals being brought to
market is escalating and with cap rates
and pricing stabilizing, these will drive
activity. That said, buyers are willing
to pay a premium for value and redevelopment enhancements and these
opportunities will continue to attract
worldwide, competitive attention.
Transaction activity began to build
in the second quarter of 2011 when
quarterly activity quadrupled with the
sale of the Sutton Place Hotels in
Vancouver and Edmonton ($197.5
million) and the Delta Vancouver

Airport ($55 million). The year continued with the landmark sale of the
InterContinental Toronto as part of
the Metro Toronto Convention Centre
Complex ($237.4 million for the entire
complex, including the hotel, convention centre and office building) and the
four-hotel Concord Hospitality portfolio ($71.1 million). In 2012, large-scale
transactions have included the sale of
the Four Seasons Hotel Toronto for redevelopment (pricing confidential),
Radisson Fort McMurray ($25.1 million) and Four Points London ($19
million). The trend to convert hotels to
residential condos when there is a convincing development story is apparent,
not only from the sale of the Four Seasons, but also from the pending sale of
the Sutton Place Hotel Toronto.
Canadian private investors continue
to dominate, but there is renewed interest from private equity, hotel investment companies, REITs and sovereign
MAY 2012 HOTELIER
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wealth funds. With few exceptions,
non-domestic investors have been virtually absent buyers since 2006 when
they represented more than half of total
volume. We are witnessing a noticeable
spike in interest by American investors
as well as off-shore groups, largely from
Japan, Singapore, Malaysia and China.
Although few deals have yet to be finalized with these buyers, we believe foreign interest will strengthen, particularly
for highly recognizable cash-flowing assets in high barrier-to-entry markets.
Canadian commercial mortgage transaction volume also continues at a strong
pace in 2012 with significantly more
debt available to support escalating
transaction activity. Deal structures have
shifted somewhat in favour of the borrower compared to 2010 when underwriting guidelines remained stringent
coming out of the global economic recession. However, lenders continue to
favour the institutional type of agreements that judiciously use leverage.
As lenders and investors look for more
asset allocation, deal support remains

solid and is showing signs of strengthening for hoteliers with strong flags, professional management and businessoriented locations. Large corporate
portfolio and individual single-asset
financings occurred last year. Pension
funds, life insurance companies, private
lenders, tier-1 banks, regional banks,
credit unions and government-sponsored lenders were active and appear
to be gearing up their lending capital
for more aggressive deployment for the
balance of the year.
Deals are being completed with
leverage in the 50 to 65 per cent loanto-value range. Debt-service coverage
ratios are typically 1.50 times or
greater. While hotels still command a
slight pricing premium, interest rates
remain historically low and spreads in
the 250 to 350 basis points range
translate to extremely attractive finance rates of 4.5 to 7.5 per cent (fiveyear term) depending on asset quality,
location and covenant strength. In
some instances, for upscale and luxury
hotel properties, spreads may break the

200 basis points level and dip as low as
175 basis points. For hotel properties
that sit on corporate balance sheets,
covenants are more geared to maximize debt/equity and minimize earnings before interest, taxes, depreciation and amortization (EBITDA) and
interest multiples with standard carve
outs and cross-default provisions.
In terms of new supply, we’re in the
early stages of the development cycle.
The increased availability of debt and
strong economic activity levels in resource-based markets has spurred new
hotel development in several secondary
and tertiary markets. New development
continues in larger markets as hotels capitalize on robust condominium markets
in Toronto, Montreal and Vancouver.
As we approach the mid-year mark
there is optimism that activity within
the Canadian hotel investment sector
will be dynamic throughout 2012. But,
in contrast to the past rising markets,
the sector has the benefit of strong underlying operating fundamentals, plentiful debt and overall confidence. ◆
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SHOW ME THE MONEY
After a few years of inactivity, transactions are growing
BY ALAM PIRANI, COLLIERS INTERNATIONAL HOTELS

fter a bumpy roller-coaster
ride, the transaction market
continued its upward trend,
recording more than $1.1 billion in
volume in 2011, making it the fifthstrongest year since Colliers began
tracking hotel transactions in 1985,
and the highest since the all-time
record of $4.6 billion in 2007.

A

HIGHLIGHTS FOR 2011

• Transaction volume grew to reach
$1.107 billion in 2011, representing 54-per-cent and 167-per-cent
increases compared to 2010 and
2009, respectively.
• A total of 99 transactions were
completed in 2011, significantly
above the 86 sold in 2010 and 74
in 2009, while average price-perroom also increased to $108,000, a
30-per-cent increase over 2010.
• Average transaction size demonstrated a healthy improvement at
$11.2 million by year’s end, bridghoteliermagazine.com

ing the gap from 2009 and 2010;
narrowing closer to the long-term
average of about $13 million.
• Cap rates averaged 8.9 per cent nationally with full-service properties
180 basis points lower and limitedservice hotels 110 basis points higher
than the average.
• The market was fuelled by highquality offerings of full-service and
select-service hotels, in many cases
offered in a competitive bid process.
Hotel investment companies and
institutional investors led the way,
with private capital representing a
lesser share than in previous years
as they were outweighed by other
equity sources.
• Cross-border sellers accounted for
40 per cent of transaction volume.
These sellers were primarily U.S.based private equity funds that disposed assets to re-deploy capital in
other opportunistic ventures.
Unlike recent years, transaction ac-

tivity across Canada was relatively
balanced with Western Canada leading in terms of transaction volume
($612 million compared to $495 million
in the East). Eastern Canada recorded a
larger number of asset sales (53 compared to 46 in the West). On a
provincial level, Ontario led the pack
in volume and number of trades
($388 million, 42 trades) followed by
British Columbia ($311 million and
18 trades). Alberta followed suit with
volume of $197 million and 17 trades.
Saskatchewan and Manitoba also experienced a significant increase in
deal activity in relative terms (510 per
cent and 135 per cent, respectively)
compared to the previous year. This
was mainly attributable to product
availability and a strong interest shown
by investors given the solid economic
strength in these markets. The province
of Quebec was the only market that experienced a decline in activity, with
volume decreasing 14 per cent from
MAY 2012 HOTELIER
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2011 REGIONAL TRANSACTION VOLUME
VOLUME
($ MILLIONS)

NUMBER
OF HOTELS

PRICE PER
ROOM ($)

WESTERN CANADA
BRITISH COLUMBIA
ALBERTA
SASKATCHEWAN
MANITOBA
NWT

$612
$311
$194
$47
$39
$21

46
18
17
5
4
2

$132,000
$146,000
$118,000
$117,000
$130,000
N/A

EASTERN CANADA
ONTARIO
QUEBEC
NOVA SCOTIA

$495
$388
$88
$19

53
42
9
2

$86,000
$93,000
$67,000
$93,000

$1,107

99

$108,000

TOTAL

SOURCE: COLLIERS INTERNATIONAL HOTELS
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the previous year.
Buyer groups in 2011 included hotel investment companies
(representing 45 per cent of the total transaction market),
private investors (29 per cent), institutional (15 per cent),
real-estate companies (eight per cent), and REITs (three
per cent). REITs were largely inactive as they were net sellers,
divesting just under $100 million in assets. While private investors were the most active in terms of the number of
completed transactions, they were dwarfed by institutional
and hotel investment companies, which averaged deal sizes
of more than $25 million. Only eight per cent of total
transaction volume was completed by real-estate companies
for redevelopment to alternative uses in 2011, compared to
17 per cent and 14 per cent in 2010 and 2009, respectively.

K

2012 AND BEYOND

• Similar to last year, we anticipate hotel investment companies, institutional and private investors to be the most
active buyers through the remainder of the year.
• Overall cap rates will remain in the range of seven to
nine per cent, supported by the low-interest rate environment, following the trend from 2010 and 2011.
• The recycling of hotel assets to alternative uses will likely
continue, particularly in large urban markets as older assets
become obsolete. Redevelopments such as residential condominiums continue to be favoured by developers, particularly in Toronto and Vancouver.
• Lender-driven sales are not expected to increase and,
similar to 2011, should comprise only a small percentage
of the overall market.
• A continued low-interest rate environment will bode
well for borrowers, and improving industry performance
will provide confidence to the lending community.
Furth er analysis and a special report on th e h otel debt
market in Canada can be obtained from th e “2012
Canadian Hotel Investment Report” available online at
colliersh otels.com ◆
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STAYING AGILE IS CRITICAL. FORTUNATELY, OPENING
1,198 NEW* HOTELS HAS KEPT US IN SHAPE.
In the past five years, Hilton Worldwide has opened 1,198 new hotels around the world, bringing us to more
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INVESTMENT
hether it’s an under-performing hotel being transformed into a condominium
or retirement home, a hotel being
torn down and rebuilt, or a unique
building being converted into a hotel
property, hotel conversions are becoming de rigueur. But, ultimately, hoteliers
looking to convert have to determine
whether it’s the right choice and the
best option available. In a recovering
economy when most hoteliers are juggling many balls, how does one decide
what kind of conversion makes the
most sense?
“When you’re looking at doing
anything with a hotel, especially
when you’re going to invest a lot of
money, it’s important to look at market demand and competition,” says Eric
Malcolmson, director at Torontobased HLT Advisory. He says identifying the changing demographics and
what’s happening on a macro- and
micro-economic level, is key to his
team, which offers consulting services for the hospitality, leisure and
tourism industries. For a hotel property
that may be struggling, it’s important
to ask yourself, “Do I invest and bring
the hotel up to the market?, or does it
make more sense to convert that hotel,
either to a different use, or demolish
and rebuild?”
A few factors can lead a hotelier to
conclude a property just doesn’t work
well as a hotel anymore. Often, it’s because the neighbourhood and surroundings have evolved. “Remember, neighbourhoods change,” says Linas Saplys,
senior development consultant at Architecture and Planning Initiatives in
Oakville, Ont. “You could be located
in the best business neighbourhood
and then all of a sudden everyone’s
converting all the offices into residential buildings,” he asserts. “And you
find yourself in the middle of a downtown residential neighbourhood that
doesn’t necessarily lend itself to a
hotel environment. In this case, a conversion can really make sense.”
When changing a property’s purpose,
however, it typically makes the most
sense to convert a hotel into some-

W
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CONVERSION
EXCURSION
When is a conversion the right choice for your property?
BY CAROL NESHEVICH

thing a hotel structure already lends
itself to. A condominium complex, in
high demand in many cities across
Canada, or even a retirement home,
are good examples. Malcolmson points
to the River Garden Inn in Stratford,
Ont., as a model to follow. The 115room hotel was successfully converted
into a retirement home, called River
Gardens Retirement Residence, last
year. “They kept the room configuration within the hotel the same, and
then converted some of the larger
public spaces into uses for the retirement home,” explains Malcolmson.
“The lobby became the fireside
lounge, the restaurant became the
dining room ... the nice thing is if you
get the right hotel, the right location
and the right zoning, certain hotels
have the same sort of configuration
and parts you’re looking for in retirement homes.”
As for converting other types of prop-

erties into hotels, Malcolmson says it’s
not a pervasive trend at the moment.
“But I think you’re going to see more of
this because building costs are high. If
you took an existing building, and just
did an interior gut and retro-fit, that
might offset the cost to return on investment deficit,” he concludes.
When it comes to conversions,
some hoteliers wear their imaginative
stripes with pride. A fascinating conversion was recently undertaken in
Boston by Massachusetts-based, Carpenter and Company, Inc. The Charles
Street Jail — first built in 1851 — was
converted into a luxury hotel. The
Liberty Hotel, completed in 2007, to
the tune of $150 million, plays unabashedly on its history. Guests can
imbibe in a bar, cleverly called Alibi,
built in the jail’s old drunk tank.
Clink, the on-site restaurant, serves
fare much more appetizing than bread
and water, and an outdoor summer
MAY 2012 HOTELIER
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patio called The Yard is the perfect
spot where would-be miscreants can
chill out. The transformation demonstrates the benefits of what can happen when converting an interesting
historic property into a hotel. “It has
great architecture, a lot of character, a
great back story,” says the property
consultant. “If you get creative and
assemble the right team to put it all
together, you get something that’s very
Project7_Layout 1 12-04-27 3:02 PM Page 1

paper buildings into the new Le
Westin Montréal in 2009.
He believes the main advantage to
the conversion is the unique, historic
feel of the property. “Ultimately, you
end up with a project that’s really interesting and certainly more appealing
to most people than the standard box,”
A NEFARIOUS PAST
says Gadbois. While he has no hard
Th e Liberty Hotel,
stats to prove the property’s historic
Boston h as a sketch y
significance attracts customers, “We
past. It used to be a jail
believe the project has ramped up
faster than the norm, and is being
well accepted by its target customer.”
Similar to Boston’s Liberty, Le Westin
Montréal draws attention to its past
different from any new-build hotel,” with a restaurant called Gazette and a
says Malcolmson. “It becomes competi- bar called Reporter. Three buildings
tively viable just based on its unique- comprise the Gazette property — one
ness, as long as you get the right loca- dating to the 1890s, another to the
tion and the right product,” he stresses.
1910s and a third to the 1950s. The
Philippe Gadbois, senior VP of trio were protected by the city’s herSales and Marketing for Toronto- itage preservation policy, which recogbased Atlific Hotels, agrees. His com- nize a building’s age and significance.
pany has experience in adapting prop- Gadbois says renovating the building,
erties. In fact, Atlific converted the which is governed by heritage restriclong-standing MontrealDSCHotel_QV_Layout
Gazette news- tions,
presented challenges, but it was1 12-04-30 8:50 AM Page 1
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n’t overly difficult to work within the
guidelines.
Other challenges included remediation issues such as dealing with asbestos and fixing structural flaws.
“Typically, especially with buildings
with some age, there are a lot of
quirks in the building,” says Gadbois,
who refutes the notion that a conversion is cheaper than a new build.
“Everybody likes to think it’s cheaper
or more efficient to convert, but I can
tell you, I’ve done this for a long
time, and it always ends up being
more expensive,” he says.
Just how much more expensive the
Westin Montréal conversion cost turned
out to be, he won’t say. However, he does
admit a conversion is less efficient.
“From a sizing standpoint, nothing fits.
So you’ve got to adapt a lot of things,
as opposed to a pure purpose-built
structure where everything fits.” That
said, “If the project ends up being more
appealing to the customer, you should
end up doing proportionally better and
make a little bit more money.”
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Both Malcolmson and Saplys warn
hoteliers considering a conversion to
do their homework and do it well.
Figure out the exact conversion costs
and project the return on investment. If you’re converting from one
type of hotel to a different type, how
much more will you be able to charge
per room? And there are always hidden costs one might forget to consider. “You have to look at all the contractual agreements you might have
with the existing building,” says
Malcolmson. In the case of conversions that involve an existing hotel,
“What’s the cost of terminating the
management agreement, the franchise
agreement or the union contracts of
the existing hotel? What’s the cost of
getting a zoning or bylaw amendment? What are the retro-fit costs?
There are many things that need to
be factored into it.”
Saplys adds, in any kind of conversion, surprises frequently crop up in
the interior of the property that grossly
raise the building and renovation

costs: issues such as asbestos, bad
plumbing and generally unwise building methods from the past. “In one instance we found wall safes that were
cemented in. [We] couldn’t even get
them out with a sledgehammer,” says
Saplys. He recommends first taking a
few rooms out of commission, opening
up a few walls and doing a full analysis
of what’s behind those walls to get a
better picture of possible hidden costs.
“It’s important that it’s fully vetted,
and you’re sure it’s viable and also financeable,” adds Malcolmson. “The worst
thing to do is to start spending lots of
money without checking with your
lender and your lawyer and your architect and your business advisor. It has to
make sense.” Saplys agrees, noting you
can’t be averse to spending money up
front to make sure a conversion is the
best option. “Analysis in the front-end
before you start spending major money
is key,” he says. “So that $20,000 on
professionals may be the best $20,000
you ever spent, before jumping into $3
million in renovations.” ◆
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Tapping into
10 design trends
that create hotels
with flair

hoteliermagazine.com

scheme creates a relaxed vibe; the Sheraton Gateway Hotel in Toronto International Airport lobby; The Hotel at River Rock in Richmond, B.C.

1

Living, Breathing Lobbies: Gone are the days
of lifeless lobbies, stagnant vestibule areas
ignored by guests headed to their rooms. Hoteliers now believe these areas are perfect for
showcasing the style and mood of a hotel. As such,
they’re equipping lobbies with innovative kiosks and
creative check-in areas, and, in the process, creating a
fun, social atmosphere with pizzazz. The common
spaces now serve as an oasis where guests can sit and
relax. A central café lounge with multimedia stations
are the norm. “Lobbies abound with opportunity —
give your guests the opportunity to use them for casual
meetings, socializing and as a gathering space,” says
Julie Campbell of Vancouver-based SSDG Interiors
Inc. For example, the Sheraton Gateway Hotel at
Pearson International Airport recently underwent a
$3-million renovation with an upgraded lobby that
comes alive. The hotel’s Link@Sheraton lounge

hoteliermagazine.com

comes fully equipped with Internet connectivity where
guests can check email and print their boarding passes.
Additionally, The Hotel at River Rock in Richmond,
B.C., features a living lobby that is four-storeys high.
Guests can chill out in the open-air space while enjoying the soothing sound of a waterfall and indoor pond.

2

Spa-Like Bathrooms: Designing a bathroom
space with spa-like elements is a great way
to ensure guests have a relaxing stay. A slow
down and chill-out design invites guests to
spend luxurious hours ensconced in their suites. Old
showers are out, body jet and rain showers are in,
with oversized bathtubs oozing luxury. And, these
days, top-of-the-line textiles are the norm with terrycloth robes, towels sporting high-thread counts and
luxurious beauty items available in the bathroom. At
the W Montreal hotel, a Starwood property,

➻
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Style

Always innovating and constantly
changing, this year’s design trends motivate
the newest and hottest hotel styles popping
up in the Canadian marketplace. Hotelier
magazine surveyed the country’s leading
design teams to come up with our list of
10 trends influencing hotel design (in no
particular order). The distinguished panel
includes Mavis Truscott, hospitality design
lead at Calgary-based Sizeland Evans
Interior Design; George Yabu and Glenn
Pushelberg, partners at Yabu Pushelberg,
Toronto; Robynne Moncur, principal designer at Moncur Design in Toronto and
Julie Campbell, principal, SSDG Interiors
Inc., Vancouver.

If you subscribe to Hotelier, you can now also
get free access to our app edition!
It’s as simple as downloading it from the app
store for your iPad.
Tap into a world of information at your fingertips,
including signature reports and industry stats;
profiles on the movers and shakers; and stories
on equipment and technology, design and decor
and so much more.
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Corinne
Lund
The James, Saskatoon
BY ROSANNA CAIRA

s Operations Manager
of Saskatoon’s first boutique hotel, Corinne
Lund refuses to compromise. Despite landing in the hotel industry
on a whim, “almost immediately I
knew this is the environment I
wanted to be in,” she recalls.
Since opening the James Hotel
in October 2011 Lund has been
busy “throwing a great deal of
energy into developing the brand. Becoming a distinctive ‘brand of one’ has forced us to genuinely look
outside of what we’re accustomed to and realize that a
60-room boutique hotel, independent or branded,
can develop its identity and positioning within a
particular market better than its 1,000-room competitor by discovering the customer impact points.”
Lund admits, “We can’t be all things to all people,
but we can focus on our guest and impact their
lives.” The hotel’s core customer is travellers looking for a premium experience — whether they’re
coming for business or pleasure.
Rising through the ranks has allowed the Saskatoon native to have empathy for her team of 35. “Ultimately it’s made me more cognizant of those working
with me and the daily trials they face. If you’ve
never made up a hotel bed, washed dishes or delivered room service, there will be a huge gap between
you and the people who do. And this will affect your
ability to manage effectively.”
“Working within this property is truly different;
it challenges the status quo and fights for the good
cause of making our business and people want to
become better at what they do. Our approach to the
overall guest experience of each guest sets us apart
from our competitors.”
At the end of the day, Lund says success is contin-
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gent on passion. “This business is people. To be a
hotel manager — to be a good one — you must be a
people person. The business and technical side of it is
absolutely important, but it’s a people business; you
serve people, you help people, you listen to people, you
manage people,” Lund says resolutely.
While running a 24-7 business certainly produces stressors, Lund says it’s how one copes with
stress that makes it easier to bear. “Having a supportive family is key,” says the mother of two. “I’m
fortunate to be surrounded by a spouse and children who understand the dedication and commitment, and ultimately, the sacrifice a position like
mine entails. And at work we laugh together; that
always makes the stress disappear.”
Ultimately, for Lund it’s all about satiating the
guest’s need for a more unique and personal experience. “Today’s guests value choice, individuality and
they want to be seen and heard as real people, not a
number or a statistic in a crowd of average,” Lund
asserts. “They’re willing to pay for, and perceive value
in what they want and need, but they don’t want to
be charged for extras they don’t use.” It’s a brand
belief that guides her every day. In fact, Lund’s best
advice to hoteliers is “to find out what your guest
wants — truly wants — and then deliver it without
compromise.” ◆
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ENERGY SMART
NEVER LOOKED
OR FELT SO GOOD
Only LG can offer the highest quality in
entertainment solutions. Energy, cost and style
conscious, LG’s lineup of EcoSmart™ HDTVs
combine energy efficient and cutting edge
technology in a variety of sizes and models.
Warm up to LG and see how cool our line of
Multi-V Systems and PTACs are, providing the
ultimate in climate control for your room, with
innovative filtration technology and whisper quiet
sound.
Life’s Good when your guests enjoy the comfort
and entertainment that only LG can provide
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