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Open your door to global business.
Tourism brings billions of dollars to Canada. If you want a bigger share, accept the card
network that’s been serving one of the largest U.S. issuers for more than 25 years. Discover®.
Visit AcceptDiscover.ca or contact your payment processor to accept Discover today.
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EDITOR’S PAGE

FOLLOW THE LEADER
ver the past decade, while dealing
with recessions, disasters and other
dramatic world events, the hotel industry has capitalized on two of the most impactful trends of recent years: greening and
technology. It’s hard to fathom staying at a
hotel today without feeling the significant
impact of both of these trends. Whether it’s
at the back of the house, where technology
has helped increase the speed and efficiency
of the kitchen; the front of the house where
PMS systems make the checking-in process
more fluid and seamless by readily providing
guest information at an employee’s fingertips; or in the guestroom, where
flatscreen TVs, iPod docking-stations, tablets and other tech toys are revolutionizing not only the way we do business, but the way we entertain and educate ourselves. As most of us already know, it can be infinitely challenging;
just as one technology comes into play, another one takes its place. And we
can expect more change in the not-so-distant future, as tech expert Warren
Markwart’s story entitled “A Tale of Two Travellers” illustrates (see story on
page 26). The story looks ahead to imminent technological change, which is
expected to revolutionize the front-desk experience.
Similarly, after years of talking and thinking about it, while postulating
about the benefits of going green, the hotel industry is finally making traction on the green front. Toronto-based global giant Fairmont Hotels was one
of the early believers and adopters of green power. They joined the green
movement long before many companies even realized there was a movement. Years later, many hotels are now following Fairmont’s example, and
they’re doing so not just because it’s the right thing to do, but because it’s
smart business. And, these days, third-party accreditation, whether in the
form of LEED or Energy Star-rated programs, is making it considerably easier for operators to know which way to turn for advice.
To help motivate hotel operators and to fuel further change, KML has
proudly partnered with Fairmont Hotels and Resorts for the past four years
to present the Green Leadership Awards to hoteliers (and restaurateurs
through our sister publication Foodservice and Hospitality) leading the
charge in this pivotal area. We’re thrilled to profile Delta Hotels and Resorts
as this year’s recipient (see story on page 11). We hope that by highlighting
Delta’s story, others will emulate their green success.
Lastly, rounding out this month’s trifecta of top trend stories, freelancer
Laura Pratt’s story “Up the Ladder” takes a look at the merits of mentorship.
At a time when the threat of labour shortages looms large, it’s essential reading to remind managers of the importance of human capital.
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Checking In
THE LATEST INDUSTRY NEWS FOR HOTEL EXECUTIVES FROM CANADA

AND AROUND THE WORLD

ONWARD
AND UPWARD
The 2012 Choice Hotels International
convention offered an optimistic outlook, with news
of positive growth and value-driven initiatives
BY BRIANNE BINELLI

ive thousand hotel owners, representing
11 brands, took centre stage at the Mandalay Bay Resort & Casino in Las Vegas,
Nevada last month at the 58th annual convention of the Silver Spring, Md.-based Choice Hotels International, which presented an optimistic
outlook and “All-In” slogan.
“This is the right time and the right place for us
to go all in by accelerating growth, performance
and profitability,” said Steve Joyce, president and
CEO, upon welcoming owners to the convention’s corporate business session. “For Choice,
going all in is embedded in our DNA.”
The high-energy opening, which included a 3-D
introduction, set the stage for positive announcements. “With every passing month, the recession
is further in our rear-view mirror,” said Joyce.
“We’ve seen year-over-year occupancy rates increase across all of our brands. This year, we continue to see the momentum that began in the
second half of 2011.”
And, Canada fared well within the system in
2011, too, celebrating its best year in terms of
RevPAR, ADR and occupancy since 2008. In
fact, Choice Hotels Canada opened five out of
the 20 new-build mid-scale properties that came
online in the country last year. Overall, there
were 17 new openings in 2011 and 10 new hotels
expected by July 2012. This year, after Q1,

F

Choice Canada properties are experiencing a
RevPAR jump of 5.6 per cent and occupancy and
ADR gains surpassing Q1 2011 levels.
But the figures are just part of the equation,
and the Choice corporate session focused on
broad-based company strategies and highlights,
including an update on the success of the Choice
Privileges reward program, which has grown
threefold in five years to 15-million global members. The Choice execs also celebrated a new
iPad app and mobile website; the launch of the
hotel search engine RoomKey.com; a Priceline
opaque channel agreement; an expanded searchengine marketing program and the company’s
Room to Rebuild charity work, which translated
to the completion of 12 rebuild projects in 2011.
Meanwhile, announcements were made at brand
sessions throughout the convention. Executives
discussed the Sleep Inn and Comfort Inn redesigns;
new marketing initiatives at
Quality and EconoLodge; and a
refreshed image with more social
hubs at Clarion.
Most notable, however, was
the announcement to create a
dual Sleep Inn and MainStay
Suites prototype and a new Ascend Collection image, with a
“Let-the-Destination-Reach-

NIGHT AND DAY:
The Choice
Hotels International
convention saw
Steve Joyce,
president and CEO,
take the stage at
the corporate
business session,
while the music
group Train (below)
performed at the
awards gala reception that evening

DID YOU KNOW?
Aside from the brand sessions, meetings, education sessions and tradeshow, the Choice Awards Gala
reception featured countless international and American hotel of the year winners, among others, and
performances from Dancing With the Stars professionals and the band Train.
hoteliermagazine.com
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SCENE STEALER:
Christopher Gardner,
who penned the
bestselling Pursuit
of Happyness
autobiography, stole
the show during his
keynote address

You,” tagline. “Ascend properties enable travellers to visit each local destination like a native,”
said Michael Murphy, SVP, Ascend Collection,
explaining the tagline. “It’s a reflection of what
we already do.”
One of the conference highlights was the
keynote address by Christopher Gardner, author
and inspiration for the 2006 Will Smith film,
Th e Pursuit of Happyness. Gardner recounted
his struggle to overcome homelessness while
working toward his dream job in finance and
raising his son alone. “The most important
thing I’ve ever done in my life is break the
cycle” of a father who wasn’t there, said Gardner, emphasizing the driving force behind his
“all-in” life strategy.
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WINNER’S CIRCLE:
Gabriele Feldtanzer,
owner of Quality Inn
& Suites, Petawawa,
Ont. (below),
accepted the award
for 2012 Canadian
Hotel of the Year.
She’s joined by Tim
Oldfield of Choice
Hotels Canada (left)
and Martin Foster
of the CCFAB

THE
MAPLE LEAF
FOREVER
The Choice Convention was an international gathering, but the Canadian contingent of owners took time to
celebrate their successes, too.
Tim Oldfield, managing director
of Franchise Performance,
Choice Hotels Canada, took the
podium at the Canuck awards
reception and tradeshow to
thank franchisees for a good year
and inspire them to greater
returns in 2012. “Now is the time
to capitalize on this uptick in business,”
he said, before imploring hotel owners
to get more engaged in guests and the
community. “Listening to your customers and being responsive to their
needs is the foundation of great sales.
But also, it’s the essence of being a
customer-centric organization,” he said.
That engagement message was reinforced with the announcement from
Brian Leon, managing director of
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Franchise Growth and Administration,
Choice Hotels Canada, about the
launch of the Choice Hotels Canada
Foundation, which will raise funds for
three charities focused on shelter, education and children. “For our organization that’s committed to giving guests a
good sleep, it’s great to be able to do
that for children,” said Leon of the company’s new ties with Toronto’s Sleeping
Children Around the World, which provides bed kits to children in need. In
closing, 26 Gold and Platinum Awards
Properties, were recognized and new
awards were presented to the 2012
Canadian Hotel of the Year and the
2012 Ascend Collection Hotel of the
Year. The Quality Inn & Suites, in
Petawawa, Ont., won the former and
New Brunswick’s Chateau Saint John
Hotel & Suites won the latter.
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Look to us for your
new look
When it comes to new hotel
openings and renovations,
at Sysco Guest Supply we’re
serious about helping you
define your new look. After all,
we’ve been doing it for over
25 years, and we’ve developed
a reputation for superior
service, excellent quality and
exceptional value.
Our energetic and experienced
team will work with you to
ensure that every detail of your
project – from the bed linens to
the banquet tables – is flawless
and on schedule. Whether you’re
embarking on a grand opening
or a modest refresh, you can
count on Sysco Guest Supply
for the most comprehensive
range of amenities, textiles and
hospitality products available
in Canada. All at a price to suit
your budget.
Contact the experts at Sysco
Guest Supply and you’ll be
looking good.

1-866-483-7822
www.guestsupply.ca
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LOOKING AHEAD
TO SUMMER
ith summer almost here the question on
most hoteliers’ minds, is what will business
be like? To answer the question, Best Western recently hosted its annual Leisure Travel Summit for the media at the Toronto Board of Trade,
where a trio of experts examined key travel trends
impacting today’s leisure traveller.
Bryson Forbes, writer, youmustbetrippin.com,
moderated the panel, which featured Dorothy Dowling,
senior vice-president, Marketing and Sales, Best
Western; Brenda Kyllo, vice-president of Travel,
CAA and Tony Pollard, president of the HAC.
Dowling launched the session by telling media
the leisure traveller is returning, pointing to advance summer bookings that show “a 17-per-cent
increase in room-nights and 18-per-cent growth
in revenue,” said the transplanted Canadian who
heads the marketing department of the world’s
largest hotel company. According to Pollard,
“Some markets have performed better than others,
while some have remained static.” HAC’s Travel
Intentions Survey proves there are more “staycation”

W

opportunities for hoteliers.
The recession has made frugality top of mind for
most consumers who are therefore looking for
value. “Price is what you pay; value is what you
get,” said the CAA’s Kyllo. “People are moving
away from a price-based decision,” she said. Still,
most hotels have not been able to move rates in
recent years; in fact, they’ve been lowering rates
in an effort to attract travellers. “Most of the improvements we’re seeing are coming from demand,
not from rate,”affirmed Dowling.
While the high cost of gas has impacted travel,
“We’re seeing a certain acceptance on gas prices,”
said Kyllo. Dowling agreed, stating, “When you’re
paying $1.30 for gas, you ask yourself, what does it
take out of the whole trip, and it’s not so much a
deterrent from that point of view.”
The panel agreed that because consumers have put
vacations on hold for the past three years there is pentup demand for travel. Pollard reminded attendees the
number-1 concern of hoteliers should always be delivering a better customer experience. “You very rarely get a
letter from a customer saying, ‘wow that TV was great,’
it’s usually about service,” says Pollard. “The hotel industry has been around for years, and friendly service is
always at the top of a customer’s wish list.”
— Rosanna Caira
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THE DRAKE EXPANDS
SMART
MEETINGS

A top-notch business centre lets working travellers
get the job done. Westin Hotels and Resorts’ new
workplace concept reinvents the tired business centre
model with an impromptu meeting space bookable
on a moment’s notice. Its new Project Hive features
upgraded technology including Media:scape by
Steelcase technology, video conferencing, a Samsung
television, printer, sound system and an Xbox 360.
It also has floor-to-ceiling white boards, supply cabinet,
free Internet, and snacks. “The one-size-fits-all small
meeting spaces and traditional business centres no
longer support the way today’s mobile traveller works,”
said Brian Povinelli, global brand leader for Westin
Hotels and Resorts. The space seats four with a
design inspired by the Fibonacci sequences and is
complimented by neutral colours. Project Hive is
currently available at The Westin Boston Waterfront
and Westin’s Arlington Gateway Hotel, with plans
to roll out globally through 2013.

100%
Recycled

Polyester Table Linen
All the qualities of
Premier polyester
table linens
plus some

Toronto’s popular Drake Hotel on Queen Street
will soon expand and open its first outpost promising
city dwellers a breath of fresh country air. The Drake
Devonshire Inn, set to open in 2013 in the small
town of Wellington, Prince Edward County, Ont.,
will be a revamped six-room boutique hotel, managed by a team of ex-Drake employees, including
innkeepers Chris and Jessica Loane as well as chef
Chris Sanderson. The new inn will offer The Drake’s
signature musical programming and farm-to-fork dining. The design is ‘rough-luxe’ with a casual flair and
boasts a large deck with a view of Lake Ontario.
“We’re so excited to be a part of Drake’s first hotel
expansion and putting down roots in this vibrant
community,” said Chris Loane. “Guests at the Devonshire Inn will love experiencing Drake’s style of
hospitality in such a beautiful part of Canada.”

®

ONE napkin
eliminates
3 plastic
bottles
from the
"
$
landfills

made with

Change the Future without Changing your Expectations

CONTACT JOST LEHNER
OR PETER WINSTON
416.792.3800
FOR MORE DETAILS.
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WEB SAVVY
Days Inn Canada
revamped its online presence with a new website
and Facebook page.
DaysInn.ca boasts a new
design, expanded functionality and user-friendly
tools such as TripAdvisor
guest reviews, turn-byturn driving directions and
hotel packages with
online rate guarantees.
“Enhancing our website is
an important step in
attracting the busy modern guest,” said Melissa
Kenney, senior director,
Marketing, Realstar
Hospitality. “Today’s travellers have high expectations for their online shopping experience — they
expect a fresh look, current Canadian content and
a booking method that’s
quick and easy to use.”

SHARED
OWNERSHIP INSIGHTS
The Canadian Resort Development Association’s (CRDA) 2012 annual conference
kicked off last month with an address from
Ross Perlmutter, president and CEO of
CRDA. “It’s not business as usual anymore,” he began, explaining how the last
four years in the industry have been tumultuous with the collapse of the financial
market, an aging owner base who are
abandoning their timeshares and an overall decline in prices in the retail market.
“We know there’s a chance for us to shift
the model, and just like other industries
— the music industry, the publishing industry — they’ve all gone through shifts,”
Perlmutter said. “Quite frankly, it’s naive
of us to think our industry would be immune from that. We really do need to
adapt,” he said.
The conference was abuzz with seminars, panels and learning sessions. Discussions included social media and managing an online reputation, the secondary

(resale) market and new realities with
club management.
A lively discussion wrapped up the twoday summit. “The future is gen X and gen
Y,” said Jason Tremblay, of SellMyTimeShareNow.com, emphasizing that companies must appeal to a new wave of clients.
“They don’t have a tolerance for the way
timeshares are sold,” he added. Panel members agreed companies must beef up their
online presence to appeal to younger customers. Meanwhile, David Callaghan
of Interval International, said consumers
are expecting updated designs in condominium-style units. “There should be granite counters, flat-panel TVs and an ongoing
investment in the physical product.”
“Fifteen years from now, we will look
at this as a time we got really smart in our
business,” Howard Nusbaum, ARDA,
concluded. — Jackie Sloat-Spencer

Our Legacy,Your Community.

Let us put your town on the map.
Our extended stay brand, is by your side from ground breaking to grand opening and beyond.
Helping our owners build and manage a legacy that our stakeholders can be proud of is what we do best!
We're more than just hotels, we deliver great returns by being your community's ambassadors.
For more information about
branding opportunities, please contact:
branding@pomeroyinnandsuites.com
780.814.5295
Grande Prairie

Grimshaw

Vegreville

Go on, extend your stay.
www.PomeroyInnAndSuites.com
Coming Soon Olds, Alberta!
Dawson Creek

Fort St. John

Chetwynd
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InBrief
Accor has entered a deal to sell Motel 6 and
Studio 6 hotels to an affiliate of The Blackstone Group for $1.9 billion. The deal,
which encompasses 1,102 properties in the
U.S. and Canada, is expected to close in
October...Fairmont Raffles Hotels International (FRHI) and Robert Allen Design
Group, a major U.S. textile design firm,
have partnered to offer Robert Allen products at the hotel’s global properties. The line
includes eco-friendly fabrics made with alpaca,
bamboo, mohair, wool, cork, organic cotton,
hemp and linen...Four Points by Sheraton
Hotel Halifax revealed its new look after a
$1-million renovation. The 177 guestrooms
received new carpets, art work, vinyl and
fixtures. Amenities offered are free bottled
water, complimentary high-speed Internet
and new Four Points by Sheraton Four
Comfort Beds with plush mattress, an assortment of pillows and stylish duvet in allwhite bedding...Hilton Hotels and Resorts
released three new products: Hilton Design
Studio, an interactive tool that allows for
creativity and flexibility in the design process
while providing parameters based on brand
guidelines; Hilton Valet, a multifunctional
armoire with built-in amenities; and Hilton
Connectivity Station, a computer station in
the lobby that improves on the traditional
business centre model...The Foreign
Convention and Tour Incentive Program
(FCTIP) was updated to include a GST/
HST rebate on certain services and properties
used during conventions in Canada, and
introduces rebates on the accommodation
portion of tour packages for non-residents.
“In making it easier for tour operators to get
their rebates, the improvements to the
Foreign Convention and Tour Incentive
Program will help generate sales for our
members,” said Tony Pollard, president and
CEO, the Hotel Association of Canada...
Hyatt Hotels Corporation launched a new
food-sourcing program called “Food.
Thoughtfully Sourced. Carefully Served.”
The program offers food and beverage options, including balanced portions with natural ingredients, gluten-free and vegetarian
options, organic produce and locally sourced
ingredients. “This philosophy, which began
implementation in the U.S. in mid-2011, is
an effort to support the health of our guests
and the planet. The local community is at
the core of every food and beverage decision
made at Hyatt properties,” said Susan Santiago, vice-president of Food and Beverage,
North America operations, Hyatt Hotels
and Resorts.
hoteliermagazine.com
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People

Kevin Kobishop

Fr a n k l y I h a v e b e e n a m a z e d a t t h e p o s i t i v e r e s p o n s e f r o m
all guests commenting on the change, they appreciate the
c o n v e n i e n c e , t h e e n v i r o m e n t t a l l y f r i e n d l y p a c k a g i n g a n d many
also remark on the quality of the fragrance of the product.
Nicholas Carson – General Manager
o f t h e P r i n c e G e o r g e H o t e l , H a l i fa x N S
I t r e d u c e s i m p a c t o n t h e w a s t e s t r e a m . T h e P r e s s + Wa s h
d i s p e n s e r i t s e l f i s m a d e e n t i r e l y f r o m P E T r e cy cl e d p r o d u c t . T h e
l i q u i d p r o d u c t c o n t a i n e r s a r e r e cy cl a b l e t o o , a n d t h e y s q u e e z e o u t
every last drop of product. This system eliminates the need for
m i n i a t u r e t o i l e t r i e s t h a t cl o g o u r l a n d f i l l s a n d w a s t e l i q u i d p r o d u c t
a n d s o a p s . O u r h o u s e k e e p i n g t e a m a n d g u e s t s l o v e P r e s s + Wa s h .
Hugh Sibbald - Proprietor The Briars Resort,
C o n f e r e n c e C e n t r e & S p a , J a c k o n s ’s Po i n t , O N
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Help save the environment
USE PRESS + WASH

Tel.: 1- 705- 687-5445
E- Mail.: paul@ s wisssol.com

Help SAVE the enviroment while SAVING 30-35% per year.
Dispensers are tamper proof and drip free.
Made in Germany

Robert Lemieux

Christian Kuhn

Kevin Kobishop is the new vice-president
of Operations for Wyndham Hotels and
Resorts. With more than 20 years of experience, Kobishop was most recently corporate director of Food and Beverage for
Amalgamated Holdings Limited in Sydney,
Australia, and has served 17 years with
Wyndham International in various food
and beverage, conference management and
operations roles...Gao Zhi Xiong was appointed vice-president, Development,
China for Fairmont Raffles Hotels International (FRHI), the parent company of
Fairmont Hotels and Resorts, Raffles
Hotels and Resorts, and Swissôtel Hotels
and Resorts. With more than 25 years of
hospitality experience, Xiong was most
recently vice-president of Development,
China at Carlson Hotels Asia Pacific, and
will be responsible for accelerating portfolio
growth across all three of FRHI’s leading
brands...Judy Adams is the new regional
general manager at Coast Hotels and
Resorts, responsible for overseeing operations at the Coast Coal Harbour Hotel and
Coast Plaza Hotel and Suites in Vancouver.
“Judy brings a strong proficiency in guest relations, revenue growth and well-rounded
hospitality knowledge to Coast Hotels and
Resorts,” said Craig Norris-Jones, vicepresident of Operations, Coast Hotels and
Resorts, referencing Adams’ 25 years of
hospitality management experience...
Robert Lemieux is the new director of
Sales and Marketing for the Westin
Bayshore in Vancouver. With more than
24 years of experience, Lemieux was most
recently director of Sales and Marketing at
The Westin Harbour Castle in Toronto
and director of Sales and Marketing at
The Westin Ottawa...Christian Kuhn was
appointed vice-president, Marketing for
Homewood Suites by Hilton. In his new
role, Kuhn is responsible for the strategic
development of Homewood Suites and
Home2 Suites’ global brand position and
will lead marketing initiatives to drive revenue, improve market-share, build brand
loyalty and support development growth.

CORRECTION: Our “In Style” story from the March/April
issue, listed Montreal’s Alt Hotel DIX30 as “Alt Hotel Quartier
DIX30.” We apologize for the oversight.
hoteliermagazine.com
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For years the hotel industry has talked
about going green. But these days, it’s more than
just idle talk. Operators across all industry segments,
from coast to coast, are buying into the need for
environmental stewardship. Driven by increased
consumer demand and fuelled by the high cost of
energy, operators are embracing the need for
change, not just because it’s good for the planet,
but also because it makes good business sense.
This year, Hotelier is proud to present its Green
Leadership Award to industry leader Delta Hotels
and Resorts. While many are taking small steps on
the path to greening, Delta is leading the way with
a comprehensive plan to go green and conduct
business in a sustainable fashion. The chain’s “Delta
Greens” program is clear evidence that a farreaching, forward-thinking and comprehensive
plan can ably serve as a blueprint for change.

➠
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DELTA’S GREEN TEAM: (left to right):
Francisca Quinn, senior principal,
Loop Initiatives, Inc.; David Bird,
senior vice-president, Operations,
Delta Hotels and Resorts;
Paul Gardian, executive director, Brand
Operations and environmental officer,
Delta Hotels and Resorts
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Hotelier’s Green Leadership Award recognizes Delta Hotels’ commitment to sustainability

➠

EDITED BY ADRIAN BELL

KOSTUCH MEDIA’S GREEN LEADERSHIP AWARD recognizes environmental excellence and innovative practices within Canada’s hospitality industry.
David Bird, senior vice-president, Operations, Delta Hotels and Resorts
explained the Delta Greens plan and its success, in this exclusive Q & A.
When did your company decide to make green initiatives a priority?
David Bird: We appointed an environmental officer — a senior member of

our brand operations team — to lead the program across the chain, as well
as oversee the ongoing development of Delta Greens. We started research
and development in November 2008, the internal launch was in spring of
2010 with the guest launch in May 2011.
Where are you at right now with the program?
DB: Delta Greens impacts every aspect of our business from guest service to

renovation practices to operations and maintenance, as well as our relationships with suppliers, our employees and local communities. The program was
designed with four levels of implementation standards. Currently, we’ve implemented levels one and two, which primarily focus on behavioural changes in conservation (setting rooms to a standard temperature, turning off lights and water
when not in use and training in the area of waste management). Green teams at
every hotel lead the program at the local level to monitor their performance, and
communicate back to the team to maximize their efforts.
What’s the focus of the program?
DB: To be a leader in responsible environmental practices. We see Delta

Greens as the most comprehensive and ambitious sustainability program in
our industry and the Canadian hotel marketplace. A key priority is to change
the way we operate, to adopt sustainable practices in everything we do.
Through education and awareness, our goal is for guests and employees
PHOTOGRAPHY BY MARGARET MULLIGAN
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CONGRATULATIONS
to make meaningful contributions by engaging in the
program.
Tell me about Delta’s “green champions.” Who are they?
DB: Green champions are identified as individuals at each

hotel keenly interested in sustainability. Their knowledge, passion and enthusiasm make them ideal to lead
their colleagues in the program.

On winning the
Green Leadership Award
Cintas would like to congratulate Delta Hotels on its
commitment to sustainability and environmental
awareness, and for being a leader in the service industry.

Doing good never
looked so good!
We’re proud to be your partner by providing innovative
green solutions such as our EcoGeneration™ Apparel.
We offer an array of garments from suiting, polos,
pants, housekeeping and even tuxedos. It’s never
been so easy to outfit your staff in a polished,
tailored look – and be green.

For more information on earth-friendly products
and services, contact Leslie Molin at 905.565.4841.

www.cintas.ca/green

How much money has been invested in the green initiative
at Delta? And what have been the biggest challenges and
benefits?
DB: To do this right, with the goal of becoming a leader,

we needed to do more than launch a program but to have
real impact, we needed to change the culture of how we
operate. So we hired Loop Initiatives, a sustainability
consultancy. They helped us assess current practices, research opportunities; they talked to our people and helped
develop a program.
There was a significant investment in training our employees at every hotel to ensure we had 100-per-cent
commitment across the chain. The commitment was critical to our success since a large focus of the program relies
on our employees’ ability to put the green standards into
action on a daily basis, on their own. One of the biggest
benefits is seeing teams engaged across the brand with a
re-energized and consistent approach to making sustainability a priority. We’ve seen immediate positive impact
particularly in decreasing waste and water levels.
One of the biggest challenges was involving our operations teams with the energy, water and waste consumption levels. Delta Greens requires constant monitoring
progress and seeks opportunities to better maximize green
operational efficiencies. With team members now engaged with the program and its standards, they want to
know the impact they’ve had and know they’re making a
difference.
Cost-wise, the investment in the program varies by hotel,
based on individual property renovations and retrofits.
In layman’s terms, what are Delta’s best practices in your green
approach to running a string of hotels?
DB: Our best practices cover training and communication,

reporting, and overall employee and guest engagement in
developing the program.
When it comes to training and communication we recognized to be successful at the hotel level, training and
implementation of the program could not rest on just one
person’s shoulders. We appointed three people at each
hotel, comprised of the GM, chief engineer and green
champion to spearhead the program locally. We brought
these threesomes together to provide training, including
program background and research, overview of standards
and practices and the launch plan.
Communication has been an ongoing priority among
employees as we continue to build awareness and knowledge. GreenLink, our in-house communication portal is
hoteliermagazine.com
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up to 40%
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a best practice in sharing progress and what we’ve learned
across the brand. Additionally, each hotel created GreenSpace, a dedicated BOH area for sharing information
such as green community initiatives, new training standards and progress charts for energy, water and waste
consumption.
As for reporting, we developed a system allowing each
hotel to input monthly consumption, online. It’s userfriendly, which tracks their progress against our goals and
identifies opportunities for improvement.
Feedback, be it employee or guest responses was something we solicited during the research phase. In order for
them to accept and engage in the program, we knew that
would be critical.
Tell me about the Hotel Association of Canada’s Green Key
eco-rating program, as it relates to Delta Hotels in Canada.
DB: It’s mandatory for all Delta Hotel and Resorts proper-

C

ties to be part of HAC’s Green Key eco-rating program.
Not only are each of our hotels certified with green keys,
but we were the first hotel-chain in Canada to be 100per-cent certified under the new Green Key Meetings
program. Both these programs provide guests and meeting
planners with an unbiased evaluation of Delta’s commitment to sustainability.

M

Y
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MY

CY

CMY

K

What did you ask Delta employees in your research?
Was it difficult to deliver your message to customers and
employees alike?
DB: When we began the process of developing a national

sustainability program, we knew it was key to gain insights from our employees on current practices, priorities,
areas of opportunity… right down to training and communications. Online questionnaires were used, as well as interviews with green champions at each hotel. It showed employees we were interested in putting together a program,
not only true to them but one that could be realistically incorporated into their daily roles.
Similar research was conducted among Delta guests to
understand priorities and key areas of opportunity. The
introduction of the Delta Greens program was very well
received among stakeholders as they’re used to receiving
updates on new brand initiatives and programs.
What sustainability targets were implemented at Delta?
DB: We set targets across 12 areas of sustainability including;

energy, carbon, water, waste, waste diversion, procurement,
facilities and maintenance, and employee, guest and community engagement. A series of standards and brand operating
procedures outlines the steps to be taken within each area.
Why was environmental sustainability a key opportunity for
the company?
DB: We’ve had practices such as our sheet and towel change

programs in place for many years. As well, many of our hotels have contributed with their own local initiatives such

hoteliermagazine.com
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Celebrating the 2012

PINNACLE
AWARDS
TICKET ORDER FORM TICKET ORDER FORM TICKET ORDER FORM TICKET ORDER FORM
SINCE PRESENTING our first industry awards in 1988, Kostuch Media Ltd. has continued
to celebrate excellence in the foodservice and hospitality industry. This year’s Pinnacle
Awards takes place on Dec. 7, 2012. We encourage you to purchase tickets to this year’s
event early. Limited seating is available. Don’t miss it!
DATE AND LOCATION
Friday, Dec. 7, 2012
Fairmont Royal York Hotel,
Canadian Ballroom,
100 Front St. W., Toronto
CHAMPAGNE NETWORKING
RECEPTION
11:00 a.m. to 12:30 p.m.
LUNCHEON AND AWARD
PRESENTATIONS
12:30 p.m. to 2:30 p.m.

JOIN US for the industry event of the
year! Don’t delay!
To order your tickets or tables,
fax back this order form today to
(416) 447-5333; call Rosanna Caira at
(416) 447-0888 ext. 224 or
e-mail rcaira@kostuchmedia.com

FAX BACK YOUR TICKET ORDER
FORM TODAY!
(deadline Nov. 30, 2012)
CONTACT: Rosanna Caira
Tel: (416) 447-0888, Ext. 224
Fax: (416) 447-5333
E-mail: rcaira@kostuchmedia.com

TICKETS: $225* per ticket or $1,700*
for a table of 8
(* PLUS HST).
EARLY-BIRD DISCOUNT: If you order
before Oct. 30, 2012 you pay only $210
per ticket or $1,480 (* PLUS HST)
for a table of 8.

Name:
(Attach list if more th an one name)

Title:

Company:
Address:

E-mail:

City/Province:

Postal Code:

Phone: (

Fax: (

)

Number of Tickets requested:

Total: $

)
+HST

Method of Payment: Visa ❑ MasterCard ❑ American Express ❑ Cheque ❑
Card Number:

Expiry:

(Please make ch eques payable to Kostuch Media Ltd.)
Confirmation of your order will be e-mailed or faxed. Please ensure e-mail information is provided so we can confirm your order. N.B. No tickets will be mailed out. A no-cancellation policy is in effect.
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as installing green roofs, grey water recovery systems, organic recycling and energy management systems. The opportunity we saw was to align our efforts across the chain
working towards common goals and targets.
What is the Delta sustainable purchasing policy?
DB: Delta’s sustainable purchasing policy means we purchase

in an environmentally and socially responsible manner.
We purchase products with the least environmental impact.
We now evaluate our 60 largest national suppliers’ environmental performance with our questionnaire. In 2012, we’ll
award the top three suppliers by recognizing their efforts.
Is “conservation-culture” a buzzword for Delta or something
more substantial?
DB: Establishing a “conservation-culture” is critical to the suc-

cess of Delta Greens since the program relies so heavily on the
behavioural aspects of reducing energy, water and waste. As a
result, it’s certainly not a buzzword or flavour of the day, but
the way in which our employees operate in their daily roles.
What’s the most innovative concept in your green plan?
DB: The most innovative concept is the development of our

tracking tool called Delta IRIS. It stands for Integrated Research Indicator for Sustainability — it tracks progress and
initiatives as we move toward our goals. It’s about commitment and transparency with the public. Delta’s IRIS is

prominently displayed on our website and updated three
times a year in collaboration with Loop Initiatives, the sustainability consultancy that helped develop Delta Greens.
What has the pay back been? Explain the economic impact and cost
savings, and tell us about the positive impact to the environment?
DB: Between the internal program launch in 2010 and the

end of 2011, we’ve accomplished a lot:
• Since 2010, we’ve saved 870-million litres of water
• Total waste reduced would fill 1,000 dumpsters
• Since 2010, we diverted 8,500 tons of waste; we’ve sent
1,500 fewer dumpsters to landfill sites
• Green purchasing has exceeded our 2012 target
• Green community activities the hotels initiate have
exceeded the 2012 targets
• Employee awareness and engagement is 96 per cent and
exceeds our 2015 target. Delta has been recognized as
one of Canada’s 30 greenest companies (Green 30) for
three consecutive years. This is a result of employee
engagement questions relating to sustainability from
AON Hewitt’s 50 Best Employer’s study
• Guest awareness of Delta’s commitment is 83 per cent
What are you doing to conserve water?
DB: Housekeepers minimize water consumption when

cleaning and kitchen staff are mindful not to abuse water
for thawing frozen foods. As we refurbish hotels, we’re re-

Congratulations Delta Hotels & Resorts on your Achievement!
Your Partners in EAP, Wellness, and Organizational Health, Aspiria Corp.

work. live. play.
balance.

nt!
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placing showerheads, faucets and toilets with water efficient models.
What are you doing to conserve energy? Are you sourcing alternative energy sources?
DB: We are continually working to reduce energy con-

sumption across all hotels. We’re achieving this by establishing a conservation-culture and investing in energy efficiency and building automation. We have created ‘green’
brand standards that provide employees with guidance for
reducing consumption such as switching off lights and
equipment, setting temperatures at appropriate levels,
conducting light and equipment audits and displaying energy performance in the hotel’s GreenSpace. We have also
introduced guidance for capital investments, building
retrofits and new builds, and assist in providing information to all hotels regarding energy retrofit incentives.

rather than in guestrooms.
We are establishing a ‘no-waste’ culture, working with
suppliers to take back packaging and constantly seeking
employee feedback on ways to minimize waste. We continue to increase waste diversion by implementing wasteseparation capabilities in of our hotels, working with suppliers to source recyclable products with less packaging
and constantly reinforce the importance of proper wasteseparation among employees and guests. Third-party
providers have conducted waste audits at some hotels to
identify further areas for improvements.
How have guests responded to the greening of your hotels?
DB: Quite positively! They like participating in the pro-

gram in ways most meaningful to them…whether that includes turning off their lights and TV when they leave the
room, or opting to reuse towels.

How are you minimizing waste across the chain of hotels?
DB: We have implemented procedures and diversion “infra-

Where does Delta want to go in the future with greening?
DB: Our goal is to build on the green culture we’ve estab-

structure” to reduce the total amount of waste produced
and divert as much recyclable and compostable materials as
possible from landfill. Our waste-reduction strategies focus
on embracing the three R’s – Reduce, Reuse and Recycle.
This includes phasing out plastic bottles from guestrooms,
eliminating paper guest receipts by opting for e-mail and
providing newspapers to guests in the lobby and restaurant

lished in our hotels and introduce new standards and procedures, further strengthening our commitment to the environment. We will continue to develop the program
based on our success factors and key learnings — a research-based approach to decision making, an ROI on key
decision making and strong communication at every level
within the company. ◆
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The Cambridge Towel Company, manufacturers
of Canadian made quality linens congratulates
Delta Hotels and Resorts for receiving the 2012
Green Hotelier of the Year Award.

GROHE CANADA
congratulates Delta Hotels
and Resorts for winning the
Green Hotelier Award of the Year
www.grohe.ca
www.grohecatalogue.ca

450 Dobbie Drive, Cambridge ON, Canada 519.623.5520
www.cambridgetowel.com

We salute you
Delta Hotels, for your
Green Leadership
Award. Loop is
proud to be part
of your green team.
for achieving the Green Hotelier of the Year Award.
Kruger Products is proud to support your sustainable
goals and initiatives through our dispenser
solutions, towel and tissue products.

PERFORMANCE REALLY DOES MATTER.

1.800.665.5610 krugerproducts.com/afh
© 2012, ® Registered and ™ Trademark of Kruger Products.
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To learn how Loop can help integrate sustainability
into your company, please contact:
Francisca Quinn
t. 416.644.0625
e. fquinn@loopinitiatives.com
www.loopinitiatives.com
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Congratulations
to Delta Hotels
on the KML Green
Leadership Award

Environmentally Friendly
Seating Solutions For
The Hospitality Industry
www.globaltotaloffice.com
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Congratulations
Delta Hotels - 2012 Hotelier
Magazine's Green Leadership
Award Winner
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Canada’s largest laundry and linen provider to
the hospitality industry, operating in Victoria,
Vancouver/Whistler, Edmonton Calgary,
Toronto, Montreal and Quebec City.
We service over 35,000 hotel rooms and are a
recognized national partner to luxury
hotels and resorts.
For more information:

1-866-232-0222
www.k-brolinen.com

hoteliermagazine.com

JUNE 2012 HOTELIER

21

JUNE HOT complete_M/A Hot cover.layout 12-06-04 9:44 AM Page 22

Coming In...
July/August
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Delta Hotels and Resorts
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ometimes,” sighs Trevor
Bracher, director of Service Culture for Stamford, Conn.-based Starwood Hotels and Resorts, “running a
hospitality business feels like you’re
trying to change a tire while moving
100 miles an hour.” Life, he says, gets
crazy, and the opportunities to address
the concerns of junior members in
the profession are among the first to
fall by the wayside. It’s the reason
Starwood introduced a comprehensive mentorship program entitled
Reaching Our Potential. Piloted at its
Hawaiian property three years ago,
the program was rolled out companywide in 2010. The program helps
Starwood to identify 25 high-potential individuals within the company’s
managed properties and pair each
with a seasoned veteran. The veteran
shares stories, facilitates conversations on developmental strategies and
opens the door for easy discussions
about the novice’s career development. “We wanted to see our high
potentials grow faster within the organization,” says Bracher, “and we
thought we could aid that by partnering them with people who have already gone through the whole thing.”
Mentorship programs are enjoying
increasing attention across the hotel
industry of late, as organizations cast
about for creative means of retaining
and improving personnel. But the subject of mentorship has always attracted
well-deserved attention for its value in
passing a tradition of excellence down
the ladder. But it’s of particular importance now, as the economy lowers itself into another perilous squeeze and
managers’ time to screen potential candidates evaporates. “More and more organizations are realizing we need to find
a way to grow our [internal] talent that
goes beyond formalized education or attending a training course,” says Christine Maassen, senior vice-president of
Human Resources at Vancouver-based
SilverBirch Hotel and Resorts. Think
about it, she says, the hotel industry is
all about human interaction, and that
translates into a daily parade of unpredictability. “There’s a bunch of skills

TRENDS

I L L U S T R AT I O N B Y M I K E A U S T I N
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UPthe
LADDER

Rising through the ranks

BY LAURA PRATT

around how to behave in situations you
simply can’t describe in a textbook or a
seminar. That’s where mentorship becomes very important.”
The trick to successful mastery, says
Maassen, is for the organization to develop a culture that supports the mentor-mentee arrangement. She’s quick
to suggest that every successful individual in a senior role in the hotel business today was mentored whether they
realized it or not. The key to a mentormentee relationship lies in the leadership practices in place at the hotel.
Ideally, all systems and processes are set
up so leaders are rewarded for growing
others. A schedule of regular meetings

between managers and novices monitors progress, and, while an acknowledgement of the importance of profits
and losses exists, there’s also a realization that it not be at the expense of
other duties.
“We were a business focused on
numbers before, but I think we’ve exhausted what we can glean from that,”
says Maassen. “Now we’re [thinking]:
what about employee engagement?
We’re realizing, unless we manage to
find a way to stay connected with the
people who actually do the work for
us, we’re lost.” Labour costs, after all,
represent the biggest expense on an
organization’s profit-and-loss ledger.
JUNE 2012 HOTELIER
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FEARS, DOUBTS AND

LIFE LESSONS
“WE CAN ALWAYS learn from one another,” says Claire Smith, vice-president, Sales and
Marketing, at the Vancouver Convention Centre,“and it doesn’t matter how much experience
in a particular area one person has over another. If you’re open to it,” says Smith. “It’s not just
about work … it’s actually about life lessons.”
That’s why Smith, who mentors businesswomen in Vancouver, fiercely believes that
throughout a career, people need guides to help us negotiate the mental roadblocks that
impede us. For years, she has worked with the Women in Leadership Foundation, a B.C.based, national, non-profit organization dedicated to advancing women in leadership roles.
Mentors at the foundation offer their time to individuals with whom they’re matched
according to what the mentee is trying to achieve. It’s meaningful, Smith feels, that the relationship not be based according to one's industry, but to skillset and life experience. To wit,
her most recent mentee was a 35-year-old who was stuck in a job she wasn’t passionate
about and anxious to make a career shift. She was matched with Smith who had once quit
her job of 15 years to launch a consulting practice. Kismet.
“I had all of those same fears and doubts,” Smith says, who believes it’s wiser to strike
arrangements between disparate parties for the different perspectives it brings. “We often
baste in our juices a bit too much. Hearing the views of someone who has absolutely no
vested interest in your success or failure, someone who truly [isn’t] biased, is safe and very
liberating.”
It’s a give-and-take dynamic about which Smith has great experience. Long before she
was a mentor, Smith was a mentee, learning from the experience of a woman whose handle
on work-life balance was much more developed than her own. “I was really interested in how
she fit physical fitness into her day, and how it made her feel and why she made it a priority,”
Smith says. “I learned so much from that relationship.”

GOOD FOR GUESTS.

It’s important for companies to reflect
on the value of their labour.
At SilverBirch, an informal mentorship program simmers under the surface
of every activity. Individuals identified
as leaders are thought to owe an automatic debt to everyone else in the company. The natural expectation is that
leaders need to facilitate the cultivation
of talent. SilverBirch has increased its
training budget significantly and
amended its performance review schedule so that managers now sit down with
their underlings on a quarterly basis.
“We’re forcing the conversation
through a process,” says Maassen.
Such action is critical today, agrees
Dimitrios Zarikos, regional vice-president and general manager at the Four
Seasons Hotel, Toronto. It’s true, 50
years ago movement among job seekers
and employers was considerably less
common, “now we’re competing with
any and everyone,” says Zarikos. As such,
the demands on someone who manages
other employees is enormous, extending
well beyond teaching them the techni-

GOOD
FOR THE PLANET.

HAS THE ENVIRONMENTAL IMPACT OF
LAUNDRY OPERATIONS BEEN ASSESSED?

We all know green is good.
The key is knowing
where to start.
Join our growing worldwide
membership in greening the
lodging industry.

www.greenkeyglobal.com

GOOD FOR BUSINESS.
DO YOU PROVIDE CHINA SERVICE OR
OTHER SUSTAINABLE OPTIONS?
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www.greenkeymeetings.com
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cal aspects of the job. The manager
needs to really understand what motivates people, and how they interact.
The knack, Zarikos suggests, is to remain
open to influences while maintaining
your own convictions. A dogmatic approach rarely works for leaders. “The
leader who’s accepted by all without
questioning, eventually leads the team
to the wrong place,” he says. “You need
to foster an environment that encourages interaction and contribution.”
Cultivating innovation is a big part
of those leadership efforts. The idea
that people at every level know they
can influence the way the company
does business, says Zarikos, is meaningful. “If they feel they can, they’ll
speak up,” he says. “And if the layers
above them are properly conditioned
not to filter this stuff out, but to give
the idea a chance, then something
good will come out of it.”
Starwood’s Reaching-Our-Potential
program has been enthusiastically received, with mentors and mentees
equally acknowledging their counterparts have has lessons to teach them.
Each eight-month session, which runs
through the school year, includes regular electronic contact, in-person
meetings and bi-weekly telephone
conversations. Mentees are assigned
projects that impact the hotel while
giving them experience.
“So it’s not only their own development getting attention, but real-life situations,” says Bracher. Mentors at Starwood, working within well-defined
guidelines furnished by management,
look to soothe anxieties among their
subordinates and provide feedback to
them, encouraging self-introspection.
The mentors and mentees aren’t
from the same hotel, which is a deliberate way of sidestepping the potential
for conflict or discomfort. “Instead of
saying, ‘I’m training you to be the next
director of Finance,’ — because that’s
not what it’s about — it’s, ‘I’m training
you to be a leader,’” explains Bracher.
“It’s really about developing comfort
and confidence within the mentees,
and then it’s up to them to apply and
take on that next challenge,” says
Bracher. And it’s working. Where employees used to hold back, not applying
hoteliermagazine.com

for positions, Starwood meetings now
vibrate with people poking their hands
into the sky and announcing they’re
ready for the next step. The organization has benefitted powerfully from the
shift, says Bracher, with the level of
skilled talent and internal movement
within the company, getting a powerful
boost. “It’s a good thing,” he says. “We
recognize that we won’t have leaders in
the future if we don’t start developing
them now.” ◆

“

UNLESS WE MANAGE
TO FIND A WAY TO STAY
CONNECTED WITH THE
PEOPLE WHO ACTUALLY
DO THE WORK FOR US,
WE’RE LOST

”
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DECOR & DESIGN

TALE

A

of

TWO TRAVELLERS

Why tailoring technology and information to your guests is smart business
BY WARREN MARKWART

ravel in the 21st century is undergoing dramatic technological changes,
and now the way hotel guests checkin is about to change, too. How
travel is booked, the type of service
received, the information travel
providers know about guests and the
way they interact with those
providers is changing at an unprecedented
rate. Guest service is moving from transactional to informational. As a result, hotels
are developing different technology service
methods to deal with the range of demographic profiles of arriving guests.
What’s driving the change? Productivity,
customer service and competition is certainly fuelling it. Some people view it as
the ‘chicken-and-egg’ scenario. Does the
technology get developed as business needs
it, or, does business strategy determine the
type of technology required? The struggling
economy of the past few years has driven
businesses to develop more productive, efficient methods. The result is several improvements in customer service, giving certain businesses a competitive edge.
Nowhere has change been more progres-

T
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sive than in the airline industry. Driven by
a need to reduce costs in a fiercely competitive field, the airlines have created a self-service model. They’ve convinced customers to
book their own flights, select seats, print
boarding passes and create baggage tags, thereby reducing staff needs. In effect, they created
better customer service for themselves. Airline staff have become more informationbased, answering questions, directing passengers and accepting their luggage.
Hoteliers will soon follow this example
and provide web-based applications to remotely check-in and out of hotels. The new
self-serve methods are about increasing productivity and saving money, but it’s also
about consumers who like to control all aspects of their travel.
For hotel owners and operators, the idea
comes with greater challenges than those
experienced by the airlines. The harsh
truth is airlines sell commodities; an airline seat is an airline seat, and every aircraft is similar. Hotels, however, will have
to create levels of self-service consistent
with their market position and guest profiles. A full-service hotel still has to create
hoteliermagazine.com
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the perception they’re providing a fullservice experience but a limited-service
hotel will become very automated.
The following “tale of two travellers”
illustrates how a hotel needs to tailor
its applications to its customer profiles.
Max, a boomer, likes old-style customer service and the experience of
staying in a hotel. He remembers the
days when an inbox contained paper.
Alex, on the other hand, is a millennial. Not yet 30, Alex’s idea of full-service is different than Max’s. She craves
apps, which allow her to do everything
herself. She likes to be in control, accomplishing tasks at her own speed, on
her time, using a smartphone or computer tablet.
What will the future of the guest arrival look like for Max and Alex?
Let’s follow their individual journeys.
Alex is travelling from Vancouver to
Montreal, and she booked her airline
ticket, hotel, car rental and taxis online. The day before her arrival, the
hotel sent her an email inviting her to
check-in online. A quick click and she

instantly sees her reservation. The link,
offers her a choice of floor, and the option to pre-purchase a discounted
breakfast. A note on the link Alex re-

“

Stay
with the
leader

A HOTEL NEEDS
TO TAILOR ITS
APPLICATIONS TO
ITS CUSTOMER
PROFILES

”

ceived details the meeting to which
she’s headed. Amazingly, an agenda is
attached, along with a map of the
hotel indicating which meeting room
she’ll be in.
The words, “would you like to turn
on your GPS, so we can track your arrival?” appear on her smartphone. Alex
agrees and confirms her arrival and departure and payment type. Within seconds she receives a check-in confirmation code.

Arriving at the Vancouver airport
for her flight to Montreal, a text pops
up on her smartphone that reads,
“have a pleasant journey,” along with a
link to a room-service menu for pre-ordering breakfast. At airport security
Alex’s identity is automatically
scanned and matched to her boarding
pass. Upon landing in Montreal, the
hotel sends another email welcoming
her to the city. The car rental company
has also twigged her arrival and sends
her directions on where to pick-up a
complimentary shuttle.
Once at the hotel, the doorman and
concierge greet her by name. As she
approaches the elevator a Near-field
Communication Chip (NFC) in her
smartphone is detected by the elevator.
Magically, the doors open in an instant. Outside her room, as she reaches
for the door-handle, her phone chip
unlocks the door. The temperature is a
comfortable 21°C — her preferred
temperature — one of her favourite
songs plays in the background. The TV
displays her agenda, and after a brief
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look around the suite, she places a
video-call to bid her children goodnight.
Let’s now look at Max’s journey. The
boomer, sends an email to his personal
online concierge provided by his platinum credit card, detailing his trip to
Montreal from Vancouver with dates
and plans. Within 15 minutes he receives
an email confirming his requests from
his personal concierge. The information and data, including locator codes,
are downloaded to his smartphone. On
departure day he arrives at the Vancouver airport for his flight to Montreal and
the hotel sends him an email wishing
him a pleasant journey. Max’s identity is
automatically scanned at security and
matched to his boarding pass.
Upon hitting the tarmac in Montreal, his concierge sends an email welcoming him to Montreal and the hotel
informs him he’s checked in. He receives a message from his limo driver
and proceeds to the curb for pick up.
The hotel knows Max has arrived; the
guest concierge has his information on
a tablet, walks him to the elevator

while creating his in-room entertainment profile, booking his dinner reservation and ordering breakfast for the
next morning. There is also a basket of
McIntosh apples in Max’s room and
Coldplay plays on the guestroom entertainment system — a musical preference the concierge gleaned from his
Facebook page.
In both cases the reservation and
check-in process was completed prior
to arrival. The hotel identified Max
as someone who wants hotel employee interaction and the personal experience of staying in a hotel. On the
other hand, Alex doesn’t need to talk
to anyone, she’s in control of her
transactions and proceeds at the
speed she’s comfortable. Both have
been given the level of guest service
they desire. Yet, neither guest’s experience involved a hotel employee
standing behind a front desk. The
hotel has tailored the degree and
level of personal guest-service interaction to suit their individual needs
and comfort level. Alex believes per-

sonal-service interaction is being provided with the self-service applications she embraces without fear. Max
thinks personal service is being presented to him by real people.
In the near future, hotels will have
to strike a balance between the two
levels of services based on the guest
and the value of service guests perceive. The future of hotel check-in
will use pre-arrival applications to
complete the check-in process prior
to arrival at the hotel.
As more guests complete transactions prior to arrival, the need to provide a high level of transactional
training is reduced and staff will become more information-based. ◆
Warren Markwart is principal of
Toronto, MK2 Hospitality, wh ich
specializes in asset management,
h otel development and tech nology
advisory services. Th e 30-year industry vet h as h eld executive roles at
Fairmont Raffles Hotels International
and Delta Hotels and Resorts.
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OPERATIONS

THE
ROOMRATE

CONUNDRUM
When is low too low?
BY GABOR FORGACS

oteliers make tactical room-rate adjustments on a
daily basis. They’re driven by the need for higher
occupancy, increased cash-flow, and, in some
cases, they want to prove to their owners that they’re working hard to be profitable. But, they also need to be sure
strategic decisions are in line with their hotel’s objectives.
And, at the end of the day, they need to ask themselves
whether they truly want to compete on room rates at all.
Consider this: a hotelier may decide to aggressively
lower room rates from $179 to $119 when occupancy dips
below 60 per cent. As a result, they offer a price incentive
to stimulate demand, but the results are discouraging.
While they gain a few occupancy points, RevPAR takes a
nosedive and the hotel attracts a new customer who wants
everything free, including parking, Wi-Fi and a buffet
breakfast. The new guests order takeout from a local
restaurant rather than eating in the hotel’s dining room.
And they moan about everything, just to force an apology
and perhaps get a discount at checkout. Is this the new
normal? Thank goodness the scenario is purely imaginary.
Or is it? If it sounds vaguely familiar, read on.
Hoteliers need to ask themselves if lower room rates lead
to higher occupancy, why don’t profits improve? Simply
stated, it depends on how much they discount and what
clientele they attract. Let’s look into the changes both from

I L L U S T R AT I O N B Y J I M F R A Z I E R

H
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quantitative and qualitative perspectives.
QUANTITY OF UNITS SOLD

There are two key variables at play: rate and occupancy.
It’s difficult to increase occupancy enough to generate so
much more net-room revenue (rate minus variable costs)
that it covers the net-revenue shortfall that results from
the lower rates. The room rate may drop, but cleaning
costs don’t. For example, if there’s an $18 variable cost
(labour plus laundry plus supplies) to clean an occupied
room, and the hotelier is unhappy with 60-per-cent occupancy, the numbers reveal an occupancy of 95.6 per cent
would be required to break even, meaning it would generate identical net-room revenue if our average rate is lowered from $179 to $119. Hotel management textbooks can
be consulted to find the simple formula that calculates
identical net-room revenue at various room rates. In the
given scenario: (179-18) divided by (119-18) multiplied by
60 per cent equals 95.6 per cent. It’s up to a revenue manager to consider whether high occupancy is realistic to
achieve. The formula is good to run scenarios. If the average room rate is $129 then 87-per-cent occupancy would
do, for same net-room revenue.
Data from Cornell University’s Centre for Hospitality
Research conclusively shows hotels can expect on average
JUNE 2012 HOTELIER
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“

HOTEL BRANDS THAT HOLD FIRM
ON RATES AND DON’T DILUTE THEIR
RATE INTEGRITY ARE TYPICALLY
THE FIRST TO LEAD ADR RECOVERY
AFTER A MARKET SLUMP

”

a 1.3-per-cent rise in occupancy after every 10-per-cent
room-rate discount. If you can’t improve the financial performance of the business, why would you expect discounted
rates to lead to an increase in profit? The financial performance of a hotel will improve only if it’s able to gain a significant, double-digit jump in occupancy at slightly lower rates.
QUALITY OF THE CLIENTELE

Guests who respond to a discount rate are bargain hunters.
They’re not brand-loyal but rather price-loyal, and they go
wherever so-called sweet deals are found. They select a
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hotel at their destination based on room rates. If the hotel
can lure them away from the competition on occasion, it
may boost occupancy by stealing market share. Next time,
when someone more desperate undercuts rates, you’ll know
where these travellers will choose to stay. Unfortunately,
there’s no protection against undercutting. It can happen
any time a competitor is more aggressive. In other words,
hotels can’t build and retain marketshare, and they can’t
hope to expand their customer base. The war cannot be
won even if the industry wins a few pricing battles. It’s
true, the hotel may attract a deal-hunter segment that is
neither possible nor worthy of retaining. But the question
remains: why is the industry so desperate to impress and attract these potential guests?
THE EASY WAY

How resource intensive can changing room rates be? Well,
it depends on how many mouse clicks are required to
change a Best Available Rate (BAR) from $179 to $119.
That’s the easy way. It’s much harder to identify other
ways of gaining a competitive advantage. Hotel operators
need to elevate their thinking from tactical level solutions
to strategic thinking.
First, it’s important to develop a solid understanding of
your target market’s needs and preferences. Then you need
to invest time and resources to find relevant differentiation and communicate it to your guests. That’s where Customer Relationship Management (CRM) comes in. Transactional information, customer history and customer
intelligence can be tied together for maximizing the lifetime value of return guests. Docking station for iPods? Inroom exercise machines installed on request? Introducing a
new foodservice concept? A door lock that can be opened by
a smartphone? The industry has a plethora of exciting new
solutions to select from a cost/benefit analysis. Strategic decisions are not always easy.
Lastly, we have to tackle the hottest and fastest-paced
strategic issue, which is distribution channel management.
It is the channel the largest volume of booking comes
through. Channel costs and booking volume need to be
analyzed. Other questions need to be answered as well. For
instance, do you need to create a mobile-friendly version
of your website? Are you going to harness the potential of
social media? Can you leverage your location to push
quick-response digital coupons to potential guests within a
perimeter and engage in location-based mobile marketing?
It’s only the tip of the iceberg.
It would be unfair to suggest that discounting room rates
is the easy way of boosting occupancy for the lazy revenue
manager. But it needs to be pointed out, unlike dropping
room rates, the development of sustainable competitive advantages will be the result of hard work, and they may not
produce overnight results. Room rates should be the last
item to touch. The industry has worked too hard to be in
the position of charging, for instance, $179 a room night.
It has earned market acceptance and built a clientele. Hotels
have an image and a reputation to manage. Should all these
hoteliermagazine.com
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be thrown out because the industry
has gone through a turbulent time?
What if you discount pay-per-view
movies and parking fees but hold
your rate for core product?
Room rates are too important to
play a continuous game of push and
pull. Hotel brands that hold firm on
rates and don’t dilute their rate integrity are typically the first to lead
ADR recovery after a market slump.
Reducing RevPAR is fast. Rebuilding
it, after heavy discounting may take
years and it will be an uphill battle.
REVPAR OR GOPPAR?

It depends on what you need to
learn. Room rate is a crucial component in all measures that are worth
tracking and benchmarking. Comparing RevPAR to past years can reveal top-line performance by indicating how well hoteliers have
played the hand they were dealt. It is
useful to look beyond it to see
whether RevPAR changes are driven by ADR or occupancy, so hoteliers can learn from their own successes or mistakes. A RevPAR
penetration index within your own
comp-set can help interested investors see how well the hotel has
lived up to its business potential
compared to peers.
Many hotels are run by management firms. Regardless how impressive RevPAR is, it may not be a sufficient measure for the owners because
their interest lies in bottom-line performance. That’s the reason behind
the growing popularity of gross operating profit per available room (GOPPAR). Cost-efficient operators truly
may be identified more accurately
through GOPPAR, because RevPAR
doesn’t reflect cost containment.
RATES, PERCEPTIONS
AND PRICE SENSITIVITY

Price adjustments or tangible products can be justified. If there’s more
horsepower or an extra cup holder
in a car, or a 15-ounce steak compared to a 12-ounce, the customer
will understand. So, what about a
room night at a hotel?
What if last week a hotel charged
hoteliermagazine.com

$119 super-saver rates and this week
the room rate is back to $179? The
guest is greeted by the same doorman,
checked in by the same GSA, sleeps
in the same bed, flips through the
same set of channels on the same 42inch LCD television screen. The
guest will certainly understand the
changes in supply and demand. But
guests like to know what they’re paying for. They comparison-shop,
they’re knowledgeable, wired and
these days they’re also value-conscious. They can tell the difference
between low priced and cheap. They
have learned that a low price point
may not necessarily be cheap at all.
Even a $50 rate may be overpriced if
the room is not clean, the TV remote’s
battery is dead and staff is unwelcoming. Guests may be able and willing to
accept a higher price point for value
drivers: a prime location, quality service, superb mattress and a clean, safe
hotel. Room rates are important, but
they’re not always the only value driver in the eye of many hotel guests,
and therein lies the challenge.
If hoteliers choose to use room
rates as a strategic weapon, they can
only fight problems that are roomrate related. Cheaper room rates will
not make a destination safer or turn
tired attractions into world-class
venues. Destination image problems
cannot be cured by room-rate discounts. Discounting a mediocre
product, then heavily promoting it
will only tell the entire world how
mediocre it is, even if a hotel can
temporarily steal some market share.
Driving the guest’s attention to room
rates is a questionable strategy. The
industry can do better in the long
run if it resists the temptation of fast
and easy downward rate adjustments
and works harder and smarter. ◆
Gabor Forgacs is associate professor,
Ted Rogers Sch ool of Hospitality
and Tourism Management in Toronto.
A veteran of th e h ospitality industry,
h e’s th e auth or of Revenue Management: Maximizing Revenue in
Hospitality Operations, publish ed
by th e American Hotel & Lodging
Educational Institute (2010).
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EQUIPMENT &
TECHNOLOGY

FROM LARGEscale heating system
conversions to fullblown recycling programs right down to
the guest soaps, the
race for green supremacy in the hotel
sector is running the
gamut. There is no
doubt eco-conscious
guests appreciate the
effort, but going
green may not necessarily translate into
higher revenues in
an obvious way.
Some would argue
social conscience can
be at odds with the
economics of going
green. But those who
have jumped into the
deep end of the
green pool, will say the
gains are real. Sometimes it
just takes a bit of time to
see where they are.
Operators are proving
time and again preserving
the planet simply makes
good business sense.
Whether it’s purchasing renewable energy, reducing
hoteliermagazine.com

aren’t exclusive to
high-end properties
and resorts.
“Our idea was to
build properties that
made economic sense
while at the same
time, being more energy efficient,” says
Hugo Germain, director of Development for Alt Hotels
Canada. “By taking
this approach, we believed we could pass
on the economies to
our guests.”
One unmistakable
design spec at Alt
hotels is geothermal
heating, which has
improved the company’s bottom line.
“When we went
through the economics after
our first installation, it
turned out to be a smart decision,” Germain says. “The
payback, in fact, is within
the first two to five years.
Now all new hotels have
geothermal energy incorporated into the design specifications.” While guest

PLAYING
THE GREEN CARD
Going green is about more than having a social
conscience, it’s a smart business move
BY DENISE DEVEAU

toxicity of cleaning products, building a rooftop garden, or recycling to the nth
degree, the country’s
biggest and brightest fivestar properties and smallest
of boutique hotels are
learning bottom-line benefits are there for the taking.
Quebec-based Groupe

Germain has gone full bore
with a greening agenda for
its newest Alt Hotels concept. There are three Alt
properties in operation,
with others in the works.
The company’s alternative
style, limited-service properties are a testament to
the fact energy savings

JUNE 2012 HOTELIER
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AT ONE WITH
perception is important, Germain believes it’s about delivering the best experience
possible without increasing
rates. “Beyond the obvious
environmental benefits,
that’s why we do it.”
At the Victoria Marriott
Inner Harbour Hotel recycling and energy savings are
top of the agenda for the
property’s designated Green
Team, from the kitchen to
the conference and guestrooms. “Even sheets, curtains and carpets [are] recycled,” says April-Dawn Best,
the Green Team leader at
the B.C.-based hotel. She
notes recent conversion
plans for energy-efficient
lighting and HVAC upgrades are expected to save
as much as 12 per cent of its
current energy usage. “That
alone will save us about
$60,000 a year.”

NATURE
From the mountains to the rainforest, creative hoteliers are thinking
of new ways to put guests at one with nature. Here’s a look at some
award-winning destinations:
• Whitepod Resort in Switzerland is a seasonal pod camp run by
Chalet Les Cerniers. Nestled in the Swiss Alps, campers pick up
their alpine basics before hiking to the pods where electricity is
sparse (one floor lamp, one plug) and wood-burning stoves keep
guests warm.
• The Daintree Eco Lodge and Spa in Australia has won more than
40 eco awards. Located in the heart of the world’s oldest rain
forest, this sanctuary features 15 individual rainforest bayans
(tree houses) where guests can experience nature at its finest.
• The Tswalu Kalahari is South Africa’s largest private game reserve.
Owned by the Oppenheimer family, the reserve’s Motse lodge is
built of local stone, clay and thatch and gives guests a place they
can watch wildlife in action at the local waterhole.

Another noteworthy feature is the hotel’s beautiful
green terrace garden installed over the parking lot,
which Best says was a fluke.
The hydrangeas, Japanese
maples, mock orange bushes, magnolias and fresh

herb plants have a natural
cooling effect on the building. “It wasn’t something
we planned, but it worked
out well,” she says. “We
were forward thinking
without realizing it.”
The notion that green

translates into lower cost
and more profitability is
something Tom Rand, senior advisor for the MaRS
Discovery District and
partner with The Planet
Traveler Hostel in Toronto
can also attest to. In fact,
the unique hostel was his
way of proving that greening can bring in profits.
“We wanted to create a
living laboratory to find
out what technologies
actually deliver on carbon
reductions and deliver a
profit,” he explains.
The target, says Rand,
was a whopping 75-percent reduction in carbon.
But getting there was
“mind-bogglingly easy,” he
says nonchalantly. “With a
bit of capital and effort, we
managed to get a significant reduction in carbon
and be cash-flow positive
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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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EARTH, WIND

AND WATER

from day one. The energy
savings are greater than the
loan payments, and our opRenewable energy is becoming a buzzword in hotel circles. Here are
erational costs are $2,000 a
a few examples of the innovations gaining traction in properties
month lower.”
across Canada:
The formula included
solar-thermal hot water
EARTH – More commonly used in Europe and other jurisdictions
heating, solar photovoltaic
with prohibitive heating and electricity costs, geothermal power
systems, geothermal heatextracts heat from below ground. It’s considered to be one of the
ing, heat recapture from
most sustainable forms of energy available because of its low emiswaste hot water and LED
sions and efficiency.
lighting, which consumes
WIND – The Four Points by Sheraton Halifax is among a growing
less energy than the avernumber of hotels signing on for renewable energy resources, includage four-slice toaster. “It’s
ing wind power, which uses turbines to convert wind into energy.
all the standard stuff you
According to Andrea Hatfield-Beaton, sales manager, the hotel’s
can put into one building,”
partnership with Bullfrog Power, “is all part of the Starwood Green
Rand says. “You just have
Initiative.”
to make the decision to
unlock some capital and
WATER – The province of Nova Scotia’s Renewable Electricity Plan
do it.”
is increasing its commitment to tidal power to meet its 40-per-cent
Charles Leary, co-owner
target for renewable energy. The technology has the potential to
of the Trout Point Lodge in
generate 300 megawatts of green, emission-free energy — enough
to power 100,000 homes — from locations in the Bay of Fundy.
Yarmouth County, N.S.,
was in a similar frame of
mind when he decided to
to show that eco-friendly
three days.”
The lodge, a log cabin
build his environmentally
means more than just
GordonRWilliams_HH_Layout
1 12-03-07changing
9:37 AM Page
1
construction, with a Relais
friendly resort. “We wanted
the sheets
every

and Chateaux Association
designation, acts as a thermal sink to store heat during the winter. Soffit overhangs measuring approximately three-feet, help
diffuse sunlight to reduce
interior heat build-up,
eliminating the need for air
conditioning. All rooms
have windows that open on
two walls, while ceiling fans
provide cross-ventilation.
“We also place a lot of emphasis on standard practices such as energy-efficient lighting, grey-water
systems to feed the gardens, and installing Energy
Star-compliant appliances,” Leary says.
For Germain it all makes
perfect sense. “Efficient
buildings translate into better economic performance,
whether you’re a three- or
five-star property.” ◆

www.williamshvac.com

Quality Product for your property

Enhance your guest experience while
reducing your carbon footprint and
operating costs.

Gordon R. Williams Corporation
provides full turn key scalable energy
management solutions through in
room automation.
Another Green Solution!
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From hotels to hospitals, from schools to stadiums,
Symmons products have been trusted by
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WELCOME HOME (from left to right): The Calla chair at Alt Hotel Quartier DIX30 Montreal; Moda Hotel Vancouver’s warm guestroom colour

Style
BY JACKIE SLOAT-SPENCER
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Tapping into
10 design trends
that create hotels
with flair
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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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In

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.
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Print+Digital+iPad
Now you can have it all!
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 now.
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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Joseph Klein
Le Château Champlain
Montreal, Que.
BY ROSANNA CAIRA

oseph Klein is proof positive the adage “you can’t go
home again” has no basis
in truth. Klein recently returned
to Montreal, his birthplace, to
helm the popular Château
Champlain Hotel.
Klein’s arrival last summer followed a six-year stint at Deerhurst Resort in Muskoka, Ont,
where, among various duties, he
orchestrated the G8 summit two
years ago. Prior to his tenure at
the resort, he spent 16 years
with Fairmont Hotels. He’s
come full circle, having got his
start as a busboy down the road at the Hilton
Bonaventure.
After 33 years in the business, the 52-year-oldhotelier is still passionate about hotels. It doesn’t
hurt that he’s worked at some of the most storied
properties, including Château Lake Louise in Banff,
Alta. and the Algonquin Hotel and Resort in New
Brunswick. “Each one is unique and distinct and
has so much to offer,” boasts Klein. He’s always had
a soft spot for his newest home. “It has such an exciting history and is a true stand out in Montreal.
Just over 22 years ago, it was where my wife and I
spent our wedding night before heading off on our
honeymoon.”
Klein jumped at the opportunity to return home
to reposition the iconic hotel. “We have a good mix
of business travellers, group and leisure guests. Our
brand — Marriott — allows for a significant draw
from the U.S. with more than 53 per cent of guests
in all markets coming from south of the border and
the remainder from Canada and Europe,” says Klein.
“This hotel is integral to the Montreal skyline,”
says Klein, who hopes the recent renovation of the
hotel’s 592 guestrooms “will allow us to maintain
and regain some of our market share.”
Already, the affable hotelier is busily planning his
next big project — the renovation of the hotel’s
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29,000 square feet of meeting space as well as public
areas, lobby, restaurant and lounge. “These are significant undertakings for the hotel and will keep us busy
over the next two years.” He also has a new director
of F&B and a new executive chef, and together
they’ll refresh the hotel’s menu and dining options.
Leading a team of 350 employees also keeps him
focused; but he’s up to the challenge. “I need to
hear and feel what the associates and guests feel. I
listen to anyone who has something to say, especially
our staff. They live it, they feel it,” Klein declares.
He says the common thread in each work-week is
“ensuring the decisions made today will meet the
needs of our customers and stakeholders tomorrow.”
Klein says the secrets to his success aren’t really
secrets at all. He knows what will make his hotel
flourish and his passion for the business is contagious:
“making sure what we do, what we sell and what we
offer is simple, seamless and consistent. Listen to the
customer from the start and adapt to their needs, not
our structures,” he says. While rules and parameters
are needed they can occasionally be restrictive on
guests and staff. “Not everything is black and white
and we need to be flexible — especially today. Guests
plan last minute and change is constant, so we need
to be as adaptable as possible internally to be successful externally.” ◆
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QUALITY
Only LG can offer the highest quality in
PTAC and LED solutions. Energy, cost
and style conscious, LG’s lineup of ultraquiet and high-efficiency PTAC systems,
as well as stylish yet robust LED lighting
products, are the perfect addition to your
lodging rooms - providing the ultimate in
comfort and ambiance.
Life’s Good when you spend less but get
more.
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The LG LED Bulb is not only simple, modern and eco-friendly but
also provides cost savings and longevity.
For more information, please call 1.866.543.8324 or visit LG.com
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