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EDITOR’S PAGE

BACK TO BUSINESS

T

his month, as the lazy days of
summer give way to the cool
autumn breeze, there’s more than a
change of temperature, there’s also an air of
anticipation. As kids grudgingly return to
school, September signals a time for everyone to look ahead to new projects, resolutions and fresh beginnings. So, in many
respects, while January may signal a new
calendar year, it’s really September that
ushers in a back-to-business reality.
As this year’s Hospitality Market Report
(HMR) clearly illustrates, the past year has
been solid albeit not stellar (see story on p.14). In terms of stats, PKF
forecasts the industry will close the year with an average occupancy rate
of 62 per cent, while ADR will inch up to $132 and RevPAR will come
in at $82.
Still, while the industry goes on about its business, hoteliers are plagued
by a stark reality: hotel room rates are not keeping up with reality. As
Michael Haywood, author of this month’s HMR, states, “If ADR were
reported as net ADR in inflation-adjusted dollars, hoteliers would quickly
realize their ADRs may actually be in decline.” Still, there’s a deep-rooted
reluctance on the part of most hoteliers to bring rates to where they should
be. But, who can blame them? A lacklustre economy has impacted
consumer confidence significantly in recent years. Global discord within
the European Union hasn’t helped travel and tourism, while a high
Canadian dollar, and a reinvigorated marketing campaign called Brand
USA, have kept Americans exploring their own backyard.
Certainly, the proliferation of OTAs and the clout they carry, as well as
the pervasive growth of social media (see story on p. 32), hasn’t helped
hoteliers either, making it more challenging for them to be firm when it
comes to selling rooms at realistic rates. As Jean Francois Mourier stated
recently in a blog called “Seven Days of Revenue-Management Success,”
“You’d be surprised how many hotels offer their customers a lower rate
through the OTAs (than through their direct channel).”
Not surprisingly, revenue management is becoming a key point of discussion at myriad conference seminars, on a growing number of Internet blogs
as well as in the day-to-day dialogue in industry circles. This month, we
join the discussion by featuring a guest column by revenue-management
specialist Bonnie Buckhiester, who reinforces the numerous changes in this
field and the importance of rate integrity (see story on p. 11). It appears
the subject will continue to impact hotels, and generate discussion in the
months ahead, regardless of the segment or location. Still, one can’t help
wonder when the talk will turn into action.

ROSANNA CAIRA

MITCH KOSTUCH | PRESIDENT &
GROUP PUBLISHER
mkostuch@kostuchmedia.com
ROSANNA CAIRA | EDITOR & PUBLISHER
rcaira@kostuchmedia.com
MARGARET MOORE | ART DIRECTOR
ideas@margaretmoorecreative.com
BRIANNE BINELLI

| ASSOCIATE EDITOR
bbinelli@kostuchmedia.com
JACKIE SLOAT-SPENCER | ASSISTANT EDITOR
jsloat-spencer@kostuchmedia.com
MAYA TCHERNINA | WEB COMMUNICATIONS
SPECIALIST
mtchernina@kostuchmedia.com
DEREK RAE | PRODUCTION
MANAGER
drae@kostuchmedia.com
BRENDA JAMES | SALES & MARKETING MANAGER
bjames@kostuchmedia.com
JIM KOSTUCH | DIRECTOR
jkostuch@kostuchmedia.com
CIRCULATION PUBLICATION PARTNERS
kml@publicationpartners.com (905) 509-3511
ELSIE REDEKOPP | ACCOUNTING
eredekopp@kostuchmedia.com
TINA DIMITROPOULOS | EXECUTIVE ASSISTANT
tinadim@kostuchmedia.com

ADVISORY BOARD:
David I. McMillan, AXIS HOSPITALITY INTERNATIONAL;
Bill Stone, CBRE; Anth ony Coh en, GLOBAL EDGE
INVESTMENTS; Ch ristiane Germain, GROUPE GERMAIN
HOSPITALITÉ; Lyle Hall, HLT ADVISORY INC.; Charles
Suddaby, HOSPITALITY & GAMING GROUP CUSHMAN &
WAKEFIELD LTD.; Scott Allison, MARRIOTT HOTELS
CANADA; Ryan Murray, NIAGARA’S FINEST INNS (NFI);
Drew Coles, OXFORD PROPERTIES; David Larone, PKF
CONSULTING INC.; Geoffrey Allan, PROJECT CAPITAL
MANAGEMENT; Steph en Renard, RENARD INTERNATIONAL
HOSPITALITY & SEARCH CONSULTANTS LTD.; Anne
Larcade, SEQUEL HOTELS & RESORTS; Mich ele McKenzie,
THE CANADIAN TOURISM COMMISSION; Mich ael
Haywood, THE HAYWOOD GROUP; David Mounteer, THE
THOMPSON HOTEL, TORONTO; David Wh itaker, TOURISM
TORONTO (TORONTO CONVENTION
&VISITORS ASSOCIATION)
HOTELIER is published eight times a year by Kostuch
Media Ltd., 23 Lesmill Rd., Suite 101, Toronto, Ont.,
M3B 3P6, (416) 447-0888, Fax (416) 447-5333. All rights
reserved. Subscription rates: Canada: $25 per year, single issue $4,
U.S.A.: $30 one year; all other countries $40 per year. Canadian
Publication Mail Product Sales Agreement #40063470. Member
of: Canadian Circulations Audit Board, the American Business
Media and the Canadian Business Press. We acknowledge the
financial support of the Government of Canada, through the
Canadian Periodical Fund (CPF) for our publishing
activities. Printed in Canada on recycled stock.

Editor and Publisher
rcaira@kostuchmedia.com
FOLLOW US:

For daily news and announcements: @hoteliermag on Twitter
2

SEPTEMBER 2013 HOTELIER

and Hotelier magazine on Facebook.
hoteliermagazine.com

Checking In
THE LATEST INDUSTRY NEWS FOR HOTEL EXECUTIVES FROM CANADA

AND AROUND THE WORLD

SAVVY SELECT-SERVICE
Potential owners are already showing
interest in AC Hotels by Marriott, which will
cost approximately $100,000 to $110,000
per key, not including land costs. The
model is ideal for conversions, adaptive
reuse and some new-builds. “From an
owner perspective, you [can] operate
these hotels very efficiently, and the cost
to build is lower than a full-service hotel,”
says Callette Nielsen, brand VP of AC
Hotels by Marriott.

A TASTE OF EUROPE
Marriott’s European-inspired select-service brand is big news
for next-generation travellers BY JACKIE SLOAT-SPENCER
new contender in the stylish tier of the select-service market is heading
across the ocean, aiming to capture the gen-X and -Y market with
European-led design, tapas-inspired food and a focus on technology. In
June, Marriott International announced its Spain-based brand, AC Hotels by
Marriott, will be coming to Canada and the U.S in 2014.
“We saw an opportunity to bring a design-led brand into the U.S. and
Canada,” says Callette Nielsen, brand VP of AC Hotels by Marriott. The AC
brand, which was founded in 1998 by Antonio Catalán, a Spanish hotelier, is
expected to be well-received in North America. “The brand is going to resonate
very well with that next-gen traveller who we feel is being underserved in the
market today,” adds Nielsen.
With 79 AC Hotels by Marriott across Spain, Italy, Portugal and France,
Marriott execs hope to enter key travel markets in Canada and the U.S. to hit
their goal of 200 hotels worldwide in 10 years.
Inside the urban lobby and lounge area, the design features museum-inspired
artefacts — such as vases, sculptures and artwork — warm grey and charcoal
notes, plus light fare, craft beer and cocktails. The hotel can also play host to
impromptu business meetings, as spaces can be easily booked with Marriott’s
Workspace-on-Demand app.
Meanwhile, guestrooms feature a minimalistic vibe with hardwood flooring
and dramatic lighting and bathrooms equipped with luxe amenities. Plus, each
room offers an abundance of easily accessible outlets so guests can use and
recharge their devices. “We are looking to make sure we have the right number
of USB ports; we are exploring the option of different things from a technology
perspective in the room and, of course, offering Wi-Fi throughout the hotel is
one of the most important things,” adds Nielsen.
Marriott execs hope to capture 21- to 49-year-old travellers who typically
make three or more business trips a year, representing a market of more than $31
billion, according to the hotel company’s market research. “We are excited to
bring in a new brand that’s really targeted to this next-generation traveller. We
import cars, wine and great fashion, so we are excited to import this great
European brand to these markets,” Nielsen sums up.

A
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PLOTTING
THE PIPELINE
While execs aren’t releasing details
on the location of the first AC Hotel by
Marriott in Canada, they have revealed
they’re eyeing top travel markets,
including Toronto, San Diego, New York
and Miami. “We’re looking at urban and
cool metro locations for this brand, so
we would be targeting both types of
cities in Canada and the U.S.,” explains
Callette Nielsen, brand VP of AC
Hotels by Marriott.
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LET’S
GET
DIGITAL

LUXE
LEADER

being lost or hacked — a frightening thought
since hoteliers are responsible for protecting
their data and the data of their guests.

The Hospitality Industry Technology Exposition
and Conference recently attracted 4,800 attendees and 300 exhibitors to Minneapolis to buy
and sell technology for hospitality applications.
Below is a recap of five trends from the show:
MOBILE TECHNOLOGY: Mobile computing for
guests and employees will revolutionize
business in ways that can’t now be understood.
These days, everyone can be a travel agent, and
employees can make transactions anywhere.
DATA SECURITY: As
the world goes mobile,
transmitted and stored
data is susceptible to

BIG DATA: Every transaction, from a reservation
to a website search, creates data that needs to
be stored, because it’s used for marketing,
tracking guest preferences, selling rooms,
creating financial statements and more.
Hoteliers are deciding whether to store the
“big data” on their servers or in the cloud.

After an extensive search, the Torontobased Four Seasons Hotels and Resorts has
named Allen Smith its new CEO. Smith was
previously CEO of Prudential Real Estate
Investors, a Madison, N.J.-based real-estate
investment management company. “I could
not be more pleased with the selection of
Allen to lead Four Seasons forward,” said
Isadore Sharp, founder of Four Seasons
Hotels and Resorts. “He shares the vision
and values of our organization and will
complement our outstanding executive
management team and inspire our exceptional employees around the world.”

WI-FI: Guests and employees continue to put
huge demands on hotel Wi-Fi Internet networks.
Connecting guests on high-speed, reliable
networks is now a guest expectation.
METAMEDIARIES: Facebook, Google,
Trip Advisor and Room 77 are considered
metamediaries — organizations that enhance
search criteria for a group of similar vendors,
provide a level of quality assurance, facilitate
transactions and provide relevant and unbiased
content about a purchase (for more on
metamediaries, see p. 11).

GM OF
THE YEAR

Warren Markwart is th e principal of MK2 Hospitality, Toronto,
wh ich specializes in integrating h ospitality tech nology with
revenue-management strategies, guest service and business objectives. He can be reach ed at warren.markwart@mk2h ospitality.com.

Highest performance combined with
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It’s no secret a hotel’s success in its first year
of business (and always) relies on the
passion and drive of its GM, so Residence
Inn by Marriott is shining the spotlight on its
outstanding opening managers. Suzanne
Allemeier, GM of the Residence Inn by
Marriott Vancouver Downtown, received
the Opening General Manager of the Year
Award for helping the property achieve
exceptional financial results and high guest
satisfaction. “This award is a reflection of the
amazing and talented team that I have the
honour of working with every day,” said
Allemeier. “The team’s dedication to deliver
the home-away-from-home experience to
our guests has resulted in a remarkable
opening year for us.”
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The Sealy Difference
InBrief

The Sealy Posturepedic® is designed to eliminate pressure points
that cause tossing and turning, creating a better sleep experience for
your guests. Designed in conjunction with orthopedic surgeons and
reviewed by the Orthopedic Advisory Board, the Sealy Posturepedic
features components that provide push-back support and pressure
relief, the two components of orthopedically correct design.

Driftwood Hospitality
Management LLC, a
North Palm Beach, Fla.based hospitality company,
has formed a joint venture
with Pacrim Hospitality
Services Inc. The international partnership is
expected to represent $100
million in hotel real estate
within five years and will
target 100- to 300-room
full-service and extendedstay properties in Canada,
the U.S. and foreign
markets...InnVest REIT
has sold the Delta CentreVille in Montreal...Atlific
Hotels is now managing
the Holiday Inn Express
Hotel & Suites Sherwood
Park in Edmonton...A new
98-room Fairfield Inn &
Suites by Marriott in
Vernon, B.C., is open for
business. It features a

connect-and-print area in
the lobby, a farm table
breakfast area and
ergonomic workspaces…
Choice Hotels launched
RapidBook, a mobile app
that streamlines the
booking process since
customers only have to
input credit-card details
once...W Montréal was
named one of the Best
Hotels in Canada by U.S.
News & World Report.
Meanwhile, The Post
Hotel & Spa in Lake
Louise, Alta., was named
the top resort in Canada
by Travel and Leisure...
Hospitality industry
members will be gathering
at the Metro Toronto
Convention Centre on
Sept. 26 for the annual
JDRF Ride for Diabetes
Research bike-a-thon.

EARTH-CONSCIOUS
1 POSTURETECH™ INNERSPRING
Intelligently senses your individual movement and weight,
then responds by increasing conforming support to the needs
of your back and body.

2 STAYTRUE™ COMFORT
Our special comfort layers offer advanced pressure relieving
materials to minimize tossing and turning, for luxurious
comfort that lasts.

3 UNICASED™ EDGE SUPPORT
Provides a stable feel from edge-to-edge and allows you to
sleep comfortably and undisturbed across the entire surface of
the mattress.

Absorbs and disperses pressure while
providing push-back support.

www.sealyhospitality.com
1-800-268-4414

Health, wellness and social responsibility is at the heart of the new
Element Vaughan Southwest, the first hotel of its kind to open in
Canada. “Atlific is very excited to be involved in bringing this smart,
stylish and cutting-edge brand to Canada,” raved Philippe Gadbois,
SVP of Operations, Atlific Hotels, which manages the 152-room extended-stay property in Vaughan,
Ont. The LEED-certified hotel
offers three electric car-charging stations, and inside the
guestrooms channel natural
sunlight with 16-foot windows,
low-flow faucets and spainspired rain showers. Guests
can also swim in an all-natural
saltwater pool or hop on a
stationary bike in the Life
Fitness centre to charge their
electronic devices through
“pedal-power.”

hoteliermagazine.com

www.samsung.com

Home

Suite
Home

We’re passionate about helping your guests feel at home.
Since over 50% of Canadians own Samsung TVs, using them in your hotel will help
guests feel an extra level of comfort, no matter how far they’ve travelled. For more
information, contact Samsung at 905-817-6453.

©2013 Samsung Electronics Canada Inc. All Rights Reserved. Samsung is a registered trademark of Samsung Electronics Co., Ltd., used with permission.

People
On the heels of
receiving a
Stephen W.
J.A. PAQUET
Brener Lodging
Hospitality Silver Plate Award, David
Kong, president of Best Western
International, announced plans to
continue his leadership through
2018...Jacques-Alexandre Paquet is
the new GM of Hôtel Le Germain
Montréal. Paquet previously worked
within different departments of the
Alt Hotel Quebec City, Hôtel Le
Germain-Dominion in Quebec City,
Que., and in a marketing role at the
corporate office in Montreal...Craig
Norris-Jones is the new GM of the
Pan Pacific Hotel Vancouver
...Stephen Foster, the former SVP,
Operations at Starwood Hotels and
Resorts, is now the SVP, Retirement
Living at Revera Inc., a Mississauga,

Ont.-based retirement living
accommodations
provider...Lisa A.
Potts is the new
SVP of Sales and
Marketing at the
LISA A. POTTS
Trump Hotel
Collection. She’s poised to oversee
the brand’s sales and marketing
strategies and global growth
strategy.

SupplySide
Santa Monica, Calif.-based Colony
Capital has acquired Lodgenet, a
hospitality technology provider. It has
rebranded the company as Sonifi
Solutions and launched a new hospitality platform called Sonifi
Stay1000, a flexible guest-entertainment system...The HLT Advisory
announced its new address: 370 King

St. W., Suite 604, Toronto...Micros
Systems, Inc., a Columbia, Md.based information technology
provider, has appointed Russell
Butler SVP of Global Research and
Development. He will lead Micros’
development teams around the
world...Sandi Goodman is the new
account director of Corporate Sales
for Deerhurst Resort in Muskoka,
Ont. Previously, Goodman was a
national account director at Delta
Hotels...Monica Orr is the new
director of Sales and Marketing at
The Hotel Omni Mont-Royal.
Meanwhile, Naguib Orfali is the new
catering director of the Montrealbased hotel.

OBITUARY
Michael Malet Lambert died at home July
10. Lambert, 82, was born in England and
held various roles at Western International Hotels (Westin Hotels), Four Seasons
Hotels and Resorts and CP/Fairmont
Hotels. He retired in 1995 as regional VP
and GM of the Hotel Vancouver.
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LOOKING BACK

BIGGER
AND
BETTER
As the ’70s gave way to
the ’80s, the hospitality
industry began to morph
and customers began
to demand more
BY BRIANNE BINELLI

n the ’70s, the disco lights
burned brightly and hotel guests
began to expect more while the
hospitality industry boomed. Tired
hotels were glammed up or replaced
with new 500- and 1,000-room
properties, such as the 1,590-room
Delta Chelsea (now the Eaton
Chelsea). At the time, globalization
began to set in, while the low
Canadian dollar, and an emphasis on
the service sector, gave rise to an
influx of convention business.
And, hotels began to foreshadow
the trends of today. To start, a rise in
health concerns led to Toronto’s
Constellation Hotel establishing its
first non-smoking floor in 1973.
Additionally, the Glass Container
Council’s Hotel and Commercial
Pickup Program lent support to
environmental concerns.
Meanwhile, the Canadian hospitality industry was making waves on
the international stage as Fairmont’s
Queen Elizabeth became the
headquarters for the Montreal 1976
Summer Olympics. And, Quebec’s
Fairmont Le Château Montebello
served as the stomping ground for
world leaders such as Ronald Reagan
(U.S.), Margaret Thatcher (Britain),
François Mitterrand (France) and
Pierre Trudeau (Canada) as they
attended the G7 Summit in 1981.
But, as the ’80s dawned, it was a
deregulated economy and increased
consumption that led to a more

I

hoteliermagazine.com

IT’S OFFICIAL: In 1976, Fairmont’s Queen Elizabeth served as th e h eadquarters for th e Montreal
Summer Olympics, and Fairmont’s Le Ch âteau Montebello was h ome to th e 1981 G7 Summit
attended by British PM Margaret Th atch er and U.S. President Ronald Reagan

confident and informed customer
who began to enjoy modern hotel
amenities. For example, liberalized
liquor laws led to an increase in
lobby bars, which were frequented
by young professionals with an
excess of disposable income.
Keeping in line with the evolving
customer and increase in business
travel, tie-ins with car rentals and
airline frequent-flyer programs began
to pop up. In fact, Delta introduced
its signature ‘Privilege’ loyalty and
recognition program in 1989, and
myriad hotel office facilities as well
as auto check-in and check-out
features were introduced.
Of course, as the hospitality industry grew, it became increasingly clear
there was need for the Hotel Association of Canada (HAC) to build its
presence in Ottawa on behalf of

provincial members. Subsequently,
the “Group-of-Seven” power
committee was formed of key industry members to solicit 30 chains to
join HAC by the end of 1989.
But, amidst the growth there was
also upheaval, as hotel workers
protested wage and job security in a
demonstration in the ’80s, which
affected 10 Toronto hotels, representing more than 5,000 rooms in
the city. It was the first hotel strike
in 20 years, and it was an important
time to grow HAC’s influence in
anticipation of the years of change
and evolution ahead. ◆
Ch eck out th e December issue of
Hotelier for th e next instalment of
th is series, wh ich corresponds with
th e Hotel Association of Canada’s
centennial anniversary.
SEPTEMBER 2013 HOTELIER

9

REVENUE

MANAGING YOUR MONEY

BY BONNIE BUCKHIESTER

Is your revenue-management department leading the curve or following it?
ith so much
change taking
place in revenuemanagement
(RM), it’s no
wonder hoteliers are finding it
challenging to keep pace. That said,
revenue management has such an
extraordinary impact on a hotel
business, hoteliers can’t afford to
ignore it. Still, if a hotel’s revenuemanagement effort is largely roomscentric, focused on a 30-, 60- or 90day horizon, opening and closing
rates, dates and stays and 48-hour
specials on Expedia, then such a
property is already in dire trouble.
When looking at the field, it’s clear
there are first-, second- and thirdgeneration revenue managers. The
first generation are those individuals
who were reservation supervisors or
managers and who were artificially
extracted from their reservation
environments (or simply handed the
additional workload) and given the
title of revenue manager. The second
generation is predominantly today’s

W
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RM professionals who bring number
crunching to a whole new level,
spurred by an insatiable appetite by
senior management, asset managers
and owners for tons of data. However,
it’s the third generation of revenuemanagement talent that is needed to
handle today’s challenges. It’s this
generation that will guide a turbulent
evolution that involves metamediaries, big data, value indexes, Total
RM and more.
METAMEDIARIES

According to a HITEC 2013 Special
Report story, written by Cindy Estis
Green, Google Hotel Finder is a good
example of a metamediary. “[It]
emerged as a hotel-specific search
engine and had a companion in the
Google Flight Search tool — all part
of what has been called travel
‘metasearch,’” Estis Green writes.
In addition to Google, certainly
other metamediaries could include
Tripadvisor, Amazon.com, Facebook,
Apple and Microsoft. It’s impossible
to predict just how much impact the

metamediaries will have on hotel
distribution, but when one considers
the market capitalization of an iconic
brand such as Marriott at $12.5
billion, while Google comes in at
$294 billion, Microsoft at $292
billion, Amazon at $126 billion,
Facebook at $58 billion and Apple at
a whopping $406 billion — it gives
one reason to pause. Even Tripadvisor
is approaching Marriott’s level at
$9.2 billion.
When the traditional is compared
to the new-age purchase funnel, one
of the most disconcerting elements of
this pattern of consumer buying
behaviour is how low in the funnel
brand.com appears. The metamediaries are capturing the consumer at
the beginning of the purchasing
funnel, which gives them a huge
advantage over the brand in terms of
influence, as they can capture the
business early and charge the hotelier
a commission or fee to do so. If the
industry thinks they “lost control” to
the OTAs, imagine what could
happen with a metamediary.
SEPTEMBER 2013 HOTELIER
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Considering Tripadvisor has 200million-plus unique visitors monthly,
with more than 100-million reviews
— and consumer feedback indicating
that nine out of 10 travellers say that
“Tripadvisor reviews help me feel
more confident in my decision” —
revenue managers must stand up and
take note. And, yet, how often are
metamediaries being discussed in
weekly RM meetings?

management tools
THE GATEWAY In a recent presentation at HSMAI’s Revenue
Optimization Conference, held in the U.S., Glen Harvell, VP,
or traditional dataeCommerce, Marriott International, described the purchasing
processing applica“landscape”
like this:
tions.”
Interestingly, the
hotel industry is
turning out new
reports, analytics and
market-intelligence
tools by the day.
And, there’s more
revenue-management
teams turning to
sophisticated business
intelligence (BI)
tools to manage
multiple data sets.
For example, at the HITEC show, 28
confirmed they use BI tools, a number
companies exhibited business intellithat is certainly up from a year ago
gence and data-warehousing
and will continue to be a trend.
solutions. While conducting a presenIt’s unlikely data sets will become
tation at ROC, I asked how many
fewer or less complicated, and so
revenue managers were using BI tools hoteliers need to be asking the
following questions: Is our revenue
to support their RM efforts. Approximanager trained in the use of BI
mately 10 per cent of the audience
tools, and are we prepared to
invest in more sophisticated
support tools to track, organize
and interpret data?’
Rooms: 533,000
Travel

BIG DATA

At the Revenue Optimization
Conference (ROC), held recently in
the U.S., during the Hospitality
Industry Technology Exposition and
Conference (HITEC), myriad references were made to the term “big
data.” Naturally, a search for the term
in the dictionary leads to a dead-end.
Wikipedia defines the term as “a
collection of data sets so large and
complex that it becomes difficult to
process using on-hand database-

THERE’S
STRENGTH
IN NUMBERS*

Properties:
Years:

6,600
70

Countries:

30+

Potential:

Unlimited

905.206.7316 • ChoiceHotelsFranchise.ca

*Source: Internal data as of 09/30/12. Data reflects open and under
development properties worldwide.
©2013 Choice Hotels Canada Inc. All rights reserved.
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THE VALUE INDEX

Here is another example of
how rapidly changing
consumer buying behaviour is
impacting revenue-management practices. Buckhiester
Management is working with
clients to identify and track
their value index. This metric
looks at the hotel’s value rating
(which is a sub-segment of the
overall review) and indexes it
against the competition —
much like a Smith Travel
Research (STR) market share
index. The metric is then used
to track value propositions and
guide pricing decisions. If a
hotel’s value index exceeds 100
per cent, it indicates that rates
could be more aggressive; if the
index falls below 100 per cent,
the consumer is questioning
the value proposition.
Meanwhile, a recent Cornell
hoteliermagazine.com

REVENUE
University Center for Hospitality
Research study (compiled in
conjunction with ReviewPro, a San
Francisco-based company that offers
reputation-management software)
was intended to triangulate the
impact of user-generated content on
hotel pricing using data from Travelocity, Smith Travel Research and
Comscore. The study, entitled “The
Impact of Social Media on Hotel
Performance,” determined that usergenerated content/review scores are
an important part of the research
process, that there is a substantive
impact at time of purchase and that
the impact at time of purchase translates into pricing power, demand and
overall performance. For example, an
increase in review score by one point
(say 3.8 to 4.8) increases the odds of
the room being booked by 13.5 per
cent and can increase price by
eight per cent, while maintaining
the probability of purchase and

market share.
TOTAL REVENUE MANAGEMENT

The concept of Total RM is not a
new notion; hotels have always
endeavored to maximize their entire
asset. The difference today is the
desire by hotels and resorts to make
their approach to profit maximization
more sophisticated.
In essence, Total RM is about
optimizing revenues and profits from
all revenue streams (rooms, F&B,
parking, spa, golf, retail, et cetera). It
is about finding the most profitable
mix of business for the entire hotel
asset. More often, metrics such as
Gross Operating Profit per Available
Room and Profit per Occupied Group
Room are being tracked.
It’s heartening to see a greater
emphasis on this “brand” of RM.
Those who manage a limited-service
property may be less interested in this
concept, but even rooms-only opera-

tions must consider how different
each market segment and each
channel is from a total spend and
cost-of-sales perspective.
In today’s competitive marketplace,
we’re witnessing a shift in revenuemanagement practices that considers
all revenue streams and all costs of
acquisition. The revenue manager no
longer spends 95 per cent of his time
on optimizing rooms revenue but on
finding the most profitable mix of
business for the entire hotel asset. So,
are you ready for the “revolution” in
revenue-management practices? ◆
Bonnie Buckh iester is
th e principal of
Buckh iester Management, a revenuemanagement consulting firm in North
America specializing
in th e h ospitality industry. Sh e can be
reach ed at bonnie@buckh iester.com.

Want to be in the know?
If being up to date with the most important happenings
in the foodservice and hospitality industry is important
to you, then you should subscribe to Newsblast.

Produced weekly by the editors of Foodservice and

Hospitality and Hotelier magazine, Newsblast is

delivered electronically to your inbox every Wednesday
morning, 51 weeks of the year.
Don’t delay.
Subscribe now by going to
http://bit.ly/12G0hKj
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HE REWARDS
In today’s competitive As any economist knows,
economy is organized so people can
hospitality environment, the
extract the maximum revenue and
creating an evolving profits from any asset. But, if that’s the
why are so many hoteliers relucstrategy requires case,
tant, or constrained, in their ability to
standing out from the do so?
A must-read report by the Virginiacrowd and ensuring based HSMAI Foundation’s, DistribuChannel Analysis called “A Guide
the price is right tion
for Hotels,” provides several reasons
BY MICHAEL HAYWOOD

why, these days, accommodation
businesses continue to experience
declining margins. Primarily, the
pressure to keep rates low intensifies as
individual properties no longer stand out
and become perceived as bland and
undifferentiated. When it comes to
purchasing commoditized hotel rooms,
customers are becoming extremely pricesensitive, often waiting for last-minute
deals. Increasingly, the landscape is
becoming more competitive, especially
as peer-to-peer collaborative consumption (AirBnB and VRBO) gain popularity in more destinations. Increasingly, in
some markets, the supply base is growing
faster than demand, especially with
respect to convention business. This
problem is often exacerbated by a
misaligned configuration of accommodation assets. In other words, properties
not properly conceived or designed to be
flexible and adaptable to meet the needs
of evolving and different markets, create
an overall panic to get heads in beds,
pricing rooms as loss leaders.
Hopes of increasing incremental
demand and overall revenues by lowering room rates remains an ingrained, but
delusionary, option. Because the hotel
market is mature, there is insufficient
pent-up demand in most markets, even
when dictated by generative channel

hoteliermagazine.com

members. Additionally, in the digital
age, lag time for competitors to match
rates is almost non-existent.
There are also problems associated
with the growth of emerging markets.
Optimistic outlooks are being thwarted
by security and visa restrictions,
downwardly revised economic growth
forecasts, the expense of building
substantial brand awareness, and the
dedicated efforts of OTAs, as well as an
ever-increasing number of channel
intermediaries who are catering to, and
capturing, this lucrative inbound
demand.
With approximately half of the hotel
business (and climbing) now channelled
through market-savvy distribution
channels, 10 to 20 per cent of room
revenue is now being siphoned away. If
average daily rates (ADR) were reported
as net ADR in inflation-adjusted dollars,
hoteliers would quickly realize their
ADRs may actually be in decline. In the
long run, there are only two sustainable
positions — sell less for less or sell more
for more.
It’s tempting to think hoteliers can
deliver more for less but deleveraging
continues. Unless ingrained assumptions
are challenged, business models
revised and inherent system deficiencies
corrected, this option is not viable.
Of course, there is always the option of
offering less for more. While it is a great
gig, it will never last. Consumers are too
smart and (through instantaneous access
to information) are getting smarter. In
the search for real value, people are
savvy in determining what they want
compared to what’s on offer.
For some, that means paying less and
getting a little less (less service, less
quality, less panache) or paying a bit
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more and getting a lot more (more
customized hospitality, more insight,
more satisfaction). In either case,
hotels and brands have no choice but
to stand out from their context. By
identifying opportunities for
meaningful contrast, creating a
“wow” factor and delivering on their
passion around these contrasts,
hoteliers improve their chances to
own the customer. But, accomplishing this task is complicated. It
requires setting value, not price, if
profit is to be prioritized.
For more than a decade, hoteliers
have proven to be extremely resilient
as prior F&H Hospitality Market
Reports have suggested. But, as last
year’s theme, “A New Beginning,”
suggested it’s time to move beyond
mere resilience. Transformation can’t
occur until hoteliers and destinations
master the art of resonance — not
only with customers and employees,
but within their communities. By
connecting, engaging and involving
customers, hotels are more likely to
encourage direct booking and reap
the rewards of loyalty.
Hospitality has always been about
creating emotional connections
through extraordinary experiences.
Individual properties have to stand
out, though first-time visitors have to
be attracted by compelling stories
that harness the imagination and
activate their dreams.
TRAVEL AND TOURISM

It’s common knowledge that budget
cuts to the Canadian Tourism
Commission (CTC) and similar
agencies have led to a diminished
marketing presence and stagnating
performance. For example, according
to the CTC, since 2000 tourism
revenue from outside Canada has
dropped from 35 per cent to just
below 19 per cent despite exponential growth in world tourism demand.
Indeed, Canada’s share of tourism’s
ever-competitive marketplace continues its fall — from 3.3 per cent in
1990 to 1.6 per cent in 2011.
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Though tourism revenues grew by
five per cent to $82.4 billion from
2011 to 2012, the rebound was due
largely to domestic growth rather
than through international visits,
which rose only two per cent to $15.4
billion. For example, recessionary
conditions in Europe led to a
decline in arrivals from France and
the U.K. though these were offset by
arrivals from emerging markets such
as Brazil and China. Arrivals from
the U.S. crept up two per cent from
2011, with receipts up four per cent.
But these incremental improvements
only depict a trickle towards achieving tourism’s true potential.
With 608,500 jobs at stake, the
“Canada-Keep-Exploring” brand
lacks sufficient presence and is not
resonating as it should. Attempts by
the CTC to create an exciting visual
story through its “35 Million Directors” project, and to mount a Signature Experiences Collection to
showcase Canada’s distinctive
tourism experiences, may be praiseworthy, yet the facts suggest, as a
place brand, Canada is insufficiently
compelling. In comparison, Brand
USA has been very effective in
regenerating domestic tourism and in
attracting a disproportionate number
of international visitors to the U.S.
Of course, Canada’s tarnished image,
because of its cavalier approach to
environmental and animal-rights
issues, isn’t helping matters.
If audiences are to be engaged and
to believe in the Canadian brand, the
focus of advertising cannot be just a
profile of Canada. Creating desire
and then showing how our offerings
fill those desires moves consumers to
accept our invitations to visit and
linger. Our audiences have to become
the heroes and centre of our marketing efforts.
Effective tourism marketing,
especially with the advent of social
media, resonates when it provides
confidence, insight, advice, guidance
or creates magic. Furthermore,
audiences are more likely to

overcome their doubts and enter the
experiential journey when everyone
takes responsibility to stand up,
perform and act as advocates,
mentors and facilitators.
Indeed, hoteliers are the most
influential linchpins and leaders in
welcoming guests and sharing their
warmth and wisdom. This is an
undertaking that cannot be delegated. It works most effectively when it’s
performed person by person, hotel by
hotel and community by community,
especially with the help of more
cohesive and bridging networks. We
have no option but to up our game
and exert influence and collective
responsibility to spur tourism growth.
ENVIRONMENT AND CONTEXT

Travel and tourism is sensitive to
shifting, real or perceived economic,
political and social conditions. The
range of problems and opportunities
among our varied traditional and
emerging markets affect visits and
have to be assessed on a case-by-case
basis. On the domestic front, though,
Canada’s prolonged economic underperformance is worrisome especially
when compared to the upsurge in the
U.S. economy.
During 2012, real GDP only rose
1.7 per cent compared to 2.5 per cent
in 2011. But, even with a BMO
Economic Forecast identifying recurring problems, GDP growth in 2013
at 1.6 per cent, a softening dollar,
continuing household debt, CPI
flirting deflation, low productivity, an
over-extended housing market and
fading commodity prices —
recovery is contingent and likely to
be levered by a more bullish U.S.
outlook. It’s important to renew our
efforts to get Americans fascinated
with us.
Of course, hotel performance is
linked to regional and local economic
conditions. It isn’t surprising to see
how the resource sector is fuelling
above-average growth in Western
Canada. Alberta’s economy is expected to expand 2.5 per cent this year,
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EXHIBIT 1

Occupancy, ADR, RevPAR
National, provincial, major markets, 2011 to 2012 % change

Location

2012

Occupancy
Point Change**

2012

ADR
Variance

RevPAR
2012
Variance

NEWFOUNDLAND
PRINCE EDWARD ISLAND
NOVA SCOTIA
Halifax/Dartmouth

68.8%
47.7%
60.4%
64.0%

0.7
-2.3
0.4
0.7

$136.09
$114.09
$121.01
$126.19

3.1%
0.5%
1.0%
0.6%

$93.66
$54.41
$73.06
$80.73

4.2%
-4.2%
1.6%
1.8%

NEW BRUNSWICK
QUEBEC
Greater Quebec City
Greater Montreal
ONTARIO
Greater Toronto Area (GTA)
Ottawa
Niagara Falls
MANITOBA
Winnipeg
SASKATCHEWAN
ALBERTA (excl. Alta. Resorts)
Calgary
Edmonton
BRITISH COLUMBIA
Greater Vancouver
NORTHWEST TERRITORIES
YUKON

54.8%
62.0%
61.5%
65.1%
61.5%
66.4%
69.5%
59.3%
63.5%
66.0%
67.8%
65.6%
70.5%
66.5%
59.6%
67.1%
64.0%
69.9%

-0.1
-0.4
0.6
-1.2
0.5
0.6
-1.2
3.9
-2.7
-3.5
-0.5
3.4
3.8
4.1
0.2
0.0
-3.1
0.1

$107.77
$136.87
$145.58
$136.42
$124.26
$130.18
$140.70
$130.44
$114.29
$119.74
$126.79
$132.24
$156.04
$122.42
$130.90
$134.96
$155.42
$110.79

-1.4%
0.5%
2.0%
-0.6%
1.8%
1.5%
3.2%
1.8%
0.6%
1.4%
4.0%
5.3%
7.4%
3.2%
0.1%
-1.4%
3.4%
2.8%

$59.07
$84.89
$89.59
$88.79
$76.40
$86.43
$97.74
$77.34
$72.55
$79.08
$85.97
$86.79
$110.01
$81.41
$77.96
$90.52
$99.49
$77.46

-1.6%
-0.1%
3.0%
-2.3%
2.7%
2.3%
1.4%
9.0%
-3.5%
-3.7%
3.2%
11.1%
13.6%
10.0%
0.5%
-1.3%
-1.5%
2.9%

CANADA

61.8%

0.7

$129.37

1.9%

$79.94

3.1%

Based on the operating results of 222,407 (unweighted data)
** Please note that the variance between current and previous year occupancy is reported as a point change and
not as a percentage variance.
SOURCE: PKF CONSULTING INC.

though it’s down from four per cent
in the past two years. British Columbia is expected to hold steady at 1.7
per cent, while Saskatchewan and
Manitoba will expand in the low
two-per-cent range.
In Central Canada, fiscal restraints
and an elevated Canadian dollar,
continue to mute recovery. Atlantic
Canada’s outlook is mixed. New
Brunswick faces net tax hikes pinning
economic growth at less than one per
cent, while N.L. will see real GDP
grow five per cent as offshore oil
production rebounds.
But, as the TIAC report suggests,
there is no reason to be beholden to
economic circumstance. Unless the
tourism and accommodation industries act with renewed vigour and
resolve, grim circumstances will
continue to curtail growth. To lift the
veil of obscurity from travel and
tourism, the accommodation industry
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has to exert greater influence nationally, provincially and locally — not
only on political and policy fronts,
but in bringing channel members on
board through their complementary
value-creation constellations. There
is a real need for hoteliers to become
even more adept at responding and
catering to the nuanced desires of
prospective visitors.
ACCOMMODATION ANALYTICS
AND PERFORMANCE INDICATORS

Growth initiatives and achievements
stalled during 2012. Overall occupancy only rose 0.7 points to 61.8 per
cent (see Exh ibit 1), a far cry from
the 64.9 per cent achieved in 2007
(see Exh ibit 3). ADR managed to
advance to $129.37, an increase of
1.9 per cent. But, once the 1.7-percent GDP price index is taken into
account, it’s as if rates basically
remained static — even declining, if

hotels reported their net ADRs. With
regard to RevPAR, it increased 3.1
per cent to $79.94 in 2012.
As previously suggested, increases
in occupancy rates were most
profound in Alberta, rising three to
four points. Saskatchewan’s hotels in
Regina and Saskatoon, however,
posted the highest rates of 72.7 per
cent and 74.3 per cent, respectfully.
On average, though, they declined
0.5 points for the province as a
whole. The situation went awry in
Manitoba as occupancies dropped 2.7
points. In British Columbia,
occupancies crept up 0.2 points to
59.6 per cent.
Occupancies in Atlantic Canada,
on average, did not budge from 58.4
per cent as reached in 2011, though,
in P.E.I., it fell 2.3 points. Central
Canada occupancies averaged 61.6
per cent, up only 0.3 points. Hotels in
Montreal experienced a 1.2-point
decline due somewhat to political
disturbances and scandals, though
throughout Quebec the economy
remained somewhat flat. The same
can be said for Ontario hotels where
occupancies only rose 0.5 points to
61.5 per cent. Niagara Falls, Ont.,
was the only bright spot with
occupancies rising 3.9 points but only
to 59.3 per cent.
Similarly, increases in ADRs were
most notable in Alberta, up 5.3 per
cent to $132.24; in Saskatchewan
rising 4.0 per cent to $126.79; and in
Newfoundland up 3.1 per cent to
$136.09. In urban areas, impressive
ADR increases occurred in
downtown Calgary with a 10.9-percent increase to $203.26; Saskatoon
was up 5.7 per cent to $140.38; and
Ottawa increased 3.2 per cent to
$140.70. In resort areas, Whistler
increased rates 4.3 per cent to
$199.93, and the Niagara Region,
excluding Niagara Falls, in Ontario,
increased by 5.4 per cent to $98.64.
But, in comparison, declining ADRs
occurred in such areas as Greater
Montreal (-0.6 per cent), and a
number of regional cities such as
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London, Ont., (-3.2 per cent), North
Bay, Ont., (-4.8 per cent), Brandon,
Man., (-3.2 per cent) and communities in the Greater Vancouver Area.
RevPAR performance stood out in
Alberta — up 11.1 per cent to $86.79
— especially Calgary, which is up
13.6 per cent to $110.01; Edmonton,
which has increased by 10.0 per cent
to $81.41; and other Alberta communities, which are increasing 10.7 per
cent. The Whistler Resort Area also
boasted a 9.0-per-cent increase to
$109.92. In Atlantic Canada, it was
St. John’s, N.L., that performed well,
up 8.1 per cent to $105.77, though, in
contrast, the decrease of 4.2 per cent
to $54.41 in P.E.I. reveals significant
regional disparity.
In Central Canada, it’s interesting
to compare the 11.7-per-cent increase
of RevPAR in Sudbury, Ont., with
the 17.0-per-cent decline in Ottawa
East. RevPAR in Ontario increased
2.7 per cent, though in Quebec it
declined 0.1 per cent, due in large

part to Montreal, where downtown
hotels RevPAR dropped 5.1 per cent
to $96.46.
Exhibit 2 reveals occupancies and
ADRs by property size, type and price
levels. As the number of rooms per
property increases so do occupancy
rates, from 50.9 per cent for properties under-50 rooms to 69.0 per cent
to properties with more than 500
rooms. The point change in occupancies, though, was slightly higher for
properties with fewer rooms. Average
ADRs for the smallest properties were
$98.67 and $129.37 for the largest,
though properties with 50 to 200
rooms witnessed a slightly higher rate
of increase.
All-suite hotels enjoyed the highest
occupancies at 68.8 per cent, while
resorts came in the lowest at 52.7 per
cent. Differences in point changes
were minimal among the types of
properties, though the same could not
be said for variances in ADR. The
variance for full-service hotels only

EXHIBIT 2

Occupancy, ADR
By property size, property type and price level, Canada 2011 to 2012
Occupancy
2012
2011

**Point
Change

ADR
2012

2011

Variance

PROPERTY SIZE
Under 50 rooms
50-75 rooms
76-125 rooms
126-200 rooms
201-500 rooms
500+ rooms
Total

50.9%
57.0%
60.1%
62.2%
63.7%
69.0%
61.8%

49.8%
55.8%
59.2%
61.4%
63.4%
68.5%
61.1%

1.2
1.2
0.9
0.9
0.3
0.5
0.7

$98.67
$103.77
$116.69
$121.53
$143.11
$167.15
$129.37

$97.92
$100.53
$113.30
$118.62
$140.75
$164.91
$126.92

0.8%
3.2%
3.0%
2.5%
1.7%
1.4%
1.9%

PROPERTY TYPE
Limited-service
Full-service
Suite Hotel
Resort
Total

58.2%
64.1%
68.8%
52.7%
61.8%

57.0%
63.8%
68.6%
51.1%
61.1%

1.2
0.3
0.2
1.6
0.7

$104.36
$135.15
$136.18
$189.57
$129.37

$101.21
$133.29
$132.25
$182.10
$126.92

3.1%
1.4%
3.0%
4.1%
1.9%

PRICE LEVEL
Budget
Mid-price
Upscale
Total

53.6%
61.1%
66.4%
61.8%

51.5%
60.4%
66.2%
61.1%

2.2
0.7
0.2
0.7

$90.85
$116.81
$163.05
$129.37

$89.40
$113.37
$160.71
$126.92

1.6%
3.0%
1.5%
1.9%

Based on the operating results of 222,407 rooms (unweighted data)
** Please note that the variance between current and previous year occupancy is reported as a point change
and not as a percentage variance.
SOURCE: PKF CONSULTING INC.

PKF CONSULTING 2013
FINANCIAL OUTLOOK
Marginal improvements in occupancy,
combined with the inability to drive rate
since the global economic recession,
have had serious impacts on the industry’s profitability. With five-per-cent
RevPAR growth in 2010, industry profitability grew by 13 per cent, with
Adjusted Net Operating Income (ANOI)*
reaching $9,100 per available room. At
this level, ANOI was still 18 per cent
below 2008 results but certainly gave
us hope for recovery. Unfortunately,
2011 proved our hopes were fruitless
with an eight-per-cent decline in ANOI
relative to 2010.
In 2012, with growth achieved in both
occupancy and ADR, ANOI levels gave
us a pleasant surprise, increasing by
more than six per cent to $9,050 per
room, making up for some of 2011’s
seven-per-cent decrease, but still
remaining below 2010 levels. This
performance surpassed our original
predictions for cautious improvement
of five-per-cent growth, partly as a result
of good management of operating
expenses on the part of the industry.
With a strong step in the right direction
in 2012, the year’s profitability was
expected to continue to improve in
2013. However, with the current PKF
2013 National Outlook forecasting
Canada’s accommodation industry to
realize less than a one-point increase in
occupancy, and only a 2.0-per-cent
increase in ADR, industry profitability in
2013 is forecast to increase by 2.5 per
cent, reaching ANOI levels of $9,300
per room. While 2012 ANOI almost
brought us back to 2010 profitability
levels, the 2013 ANOI forecast will have
fully recovered but is still 17 per cent
below 2008 levels. As a result, this
year’s inflationary level of growth in
profitability is expected to keep us
facing the right direction, as we continue to head towards a full recovery, albeit
not as quickly as we would like.
* Adjusted Net Operating Income (ANOI)
is defined as income after property
taxes, insurance, management fees,
franchise fees and capital reserves, but
before rent, interest, income taxes,
depreciation and amortization.
SOURCE: PKF CONSULTING INC.
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amounted to 1.4 per cent, compared
to 4.1 per cent for resorts, 3.1 per
cent for limited-service and 3.0 per
cent for suite hotels.
When examining price levels,
budget properties only registered 53.6
per cent in occupancies, though they
achieved the highest point increase at
2.2 per cent. Occupancies were best
for upscale properties at 66.4 per
cent, but their point change was only
0.2 per cent. Yet their ADRs were
highest at $163.05 (a 1.5-per-cent
increase), followed by mid-price
properties at $116.81 (a 3.0-per-cent
increase), and $90.85 for budgets
(1.6-per-cent increase).
Understanding the significance of
changes in occupancy rates is best
appreciated relative to change in the
supply of number of rooms as
examined in Exhibit 3. There was a
slight 0.8-per-cent increase in the
number of rooms from 372,100 in

2011 to approximately 375,000 in
2012. This means that the average
demand per day improved slightly
from 2011, increasing 1.9 per cent to
231,716.
In examining demand through the
years 2007 to 2012 (see Exh ibit 4),
it’s evident the number of room
nights increased 1.9 per cent to just a
little more than 84 million with room
revenues advancing 3.9 per cent to
$10.9 billion (calculated only for
year-round properties with 30 or more
rooms). Finally, room revenues have
rebounded to just beyond the overall
level reached in 2008.
CONTINUED GROWTH
AND PROFIT IMPROVEMENT

Revenue generation and pricing in a
changing world are challenging
undertakings. In Canada, tourism’s
potential growth is being curtailed;
product life cycles are shrinking;

Presidential Suite, Trump International Hotel Toronto
II BY IV Design Associates
Photography: David Whittaker

discounting is not working as a means
of generating incremental room
revenue; and, studies of distribution
channel analysis point to the disturbing fact that hotels are capturing a
declining amount of customer roomrevenue spend. With industry profits
in decline, focus has to shift to
dynamic value management.
Whether hoteliers decide to sell
less for less or more for more, the
perceived benefits relative to price
paid have to be higher. This means
that success will be determined, first,
by the ability to stand out from the
crowd. Overcoming obscurity and
resonating with guests demands the
creation of distinctive differentiation,
which in turn requires a thorough
understanding of the real and
dynamic attributes driving the choice
of destination and hotel and
their relative importance to your
customers. Only when these attribut-

YOUR HOSPITALITY
BUILDING PARTNER
B.L.T. Construction Services Inc.
416.755.2505 ext. 25
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EXHIBIT 3

Percentage Change in Supply, Demand
and Occupancy Rates (2007-2012)
2007
Occupancy Rate
Point Change
Supply (# rooms)*
% Change
Average Demand Per Day
% Change

2008

2009

2010

2011

64.9%
63.4%
-1.5
349,450 356,525
2.0%
226,793 226,037
-0.3%

58.3%
-5.1
363,150
1.9%
211,716
-6.3%

60.2%
1.9
367,760
1.3%
221,392
4.6%

61.1%
0.9
372,105
1.2%
227,356
2.7%

2012
61.8%
0.7
374,945
0.8%
231,716
1.9%

* The national supply results are based on year-round properties with 30-plus rooms
SOURCE: PKF CONSULTING INC.

es are evident through becoming
closer to customers, an enhanced
understanding of competitors and
better integrated product/market/
distribution strategies, will hotels
capture value and own the customer.
Growth initiatives and profit
improvement, however, require
hoteliers to stand up and effectively
exercise their influence. On one
hand, the issues affecting the industry
— nationally, regionally and locally
— need to be better framed and articulated. On the other hand, with few
companies growing at a rate that will
entice investors or ensure long-term
survival, more effort needs to be put
into creating the right conditions for
earnings and growth and persuading
others to contribute their efforts to
elevate the probability of success. ◆
Michael Haywood
is president of The
Haywood Group, a
Quebec-based
hospitality consultancy.
He can be reached at
michael.haywood@sympatico.ca.

NATIONAL
MARKET
OUTLOOK
BY PKF CONSULTING INC.

Throughout history, the Canadian
accommodation industry has proven
it is cyclical in nature, generally
paralleling the economy through its
high and low points. At the beginning of 2010, we talked about
impending recovery from the
2008/2009 bottoming out of the
industry across Canada. By year-end
2010, RevPAR increased by more
than five per cent relative to 2009
levels; however, growth in both
demand and rate was heavily influenced by a few major tourism-related
events. In 2011, demand levels met
our expectations as well, yet the
industry was unable to drive rate. As
such, national occupancy levels grew
one point to reach 61 per cent in
2011, while ADR levels declined by
almost one per cent to $127. As a
result, RevPAR was up only up 1.5
per cent to $78.

In 2012, national demand was up
two per cent and ADR grew at inflationary levels, as our expectations for
recovery began to materialize. This
led to another one-point increase in
occupancy and two-per-cent growth
in ADR, resulting in a strong threeper-cent RevPAR increase.
Starting the year, our expectation
for 2013 was for continued sustainable growth. As we sit halfway
through the year, demand is only
marginally outpacing supply, with
no measurable improvement in
national occupancy expected. This
will lead to a year-end occupancy of
62 per cent, on par with 2012. Flat
occupancy, with only inflationary
levels of rate growth, will lead to a
year-end increase in RevPAR of 2.7
per cent, below original expectations.
NATIONAL
2009 2010 2011 2012 2013
ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

58%
$125
$73

60%
$128
$77

61%
$127
$78

62%
$129
$80

62%
$132
$82

As a new feature for our 2013
Major Market Outlooks, we have
added three new urban markets to the
mix: Regina, Saskatoon and St.
John’s, N.L. With city-wide occupancies in the mid to upper 70-per-cent
range, and with RevPAR levels in
excess of $100, these markets are
considered leaders and represent
significant investment potential.
Combined, Canada’s 13 major
markets represent an estimated 47 per
cent of total national rooms supply.
As a group in 2012, these markets

EXHIBIT 4

Lodging Demand (2007-2012)
2007

% Change

2008

% Change

2009

Room Nights (Millions)

82.78

2.3%

82.50

-0.3%

77.28

-6.3%

80.81

Revenues ($ Billions)

$10.52

6.1%

$10.81

2.7%

$9.66

-10.6%

$10.31

Note: Revenues (Room Nights x ADR)
hoteliermagazine.com

% Change

2010

% Change

2011

% Change

2012

% Change

4.6%

82.99

2.7%

84.58

1.9%

6.7%

$10.53

2.2%

$10.94

3.9%

SOURCE: PKF CONSULTING INC.
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realized a 3.5-per-cent increase in
RevPAR. Calgary saw the most
significant improvement at 13.6 per
cent, followed by Edmonton at 10 per
cent; Niagara Falls, Ont., at 9.0 per
cent; St. John’s, N.L., at 8.1 per cent;
and Saskatoon at 6.4 per cent.
Winnipeg was hit particularly hard
in 2012, resulting in a 3.7-per-cent
decline, followed by Montreal with
a 2.3-per-cent decline and Vancouver
with a 1.3-per-cent decline. Regina,
Toronto, Halifax and Ottawa saw
improvements in RevPAR of
between one per cent and four per
cent in 2012.
Overall, Canada’s major urban
markets are projected to see modest
RevPAR growth in 2013.

13 MAJOR MARKETS
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

62%
$129
$79

65%
$132
$86

65%
$132
$86

66%
$134
$89

66%
$136
$91

With a supply growth of one per
cent in the balance of Canadian
markets, but with a two-per-cent
increase in demand, occupancy levels
are expected to be up one point to 59
per cent in 2013. ADR is projected to
improve to $127, up about two per
cent, resulting in a four per cent or $3
increase in RevPAR.
OTHER MARKETS
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

55%
$122
$67

56%
$123
$69

58%
$122
$70

58%
$125
$72

59%
$127
$75

In 2012, occupancy
for full-service hotel
properties remained flat
despite a 1.5-per-cent
increase in demand, as
1,300-plus rooms entered the sector, a
1.4-per-cent increase. ADR improved
by $2 or about two per cent to $135,
and RevPAR moved up by $2 or
about two per cent to $87.
Another 800-plus rooms are
expected to enter the full-service
segment in 2013, increasing supply by
less than 1.0 per cent. With some
demand growth, albeit minimal,
occupancy levels are projected to
remain flat at 64 per cent. This
segment is expected to drive ADR
growth by another 2.0 per cent to
$138 in 2013. As a result, RevPAR is
expected to increase by $2 to $89 by
year-end, a 2.4-per-cent increase, still
below our original expectations.

www.williamshvac.com

Quality Products For Your Property

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

Gordon R. Williams Corporation
provides full turnkey scalable energy
management solutions through
in-room automation and efficient
HVAC units.
Another Green Solution!

Zoneline Heating
and Cooling

Toll Free 888-209-0999
www.williamshvac.com email: info@williamshvac.com
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FULL-SERVICE HOTELS
2009 2010 2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

61%
$130
$79

63%
$133
$84

64%
$133
$85

64%
$135
$87

64%
$138
$89

As anticipated, industry performance of limited-service hotels
continued to improve in 2012, due to
modest supply growth and the
continued trend in cautious corporate
travel budgets. Supply increased
minimally in 2012, while demand
improved by 2.4 per cent, contributing to a one-point improvement in
occupancy to 58 per cent. ADR also
improved by $3 to reach $104 in
2012, resulting in a RevPAR of $61,
a five-per-cent increase relative
to 2011.
For 2013, the limited-service
segment shows indications of continued improvement, particularly with
respect to RevPAR in the face of
another one-per-cent supply growth.
ADR is forecast to improve by 2.5 per
cent to $107, while occupancy is
forecast to be up one point to 59 per
cent. RevPAR is expected to finish
the year at $63, up four per cent.
LIMITED-SERVICE HOTELS
2009 2010 2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

54%
$100
$54

56%
$101
$56

57%
$101
$58

58%
$104
$61

59%
$107
$63

MAJOR MARKET OUTLOOKS
Overall, Canada’s major urban
markets are projected to see modest
RevPAR growth in 2013. However,
there will be some better performers
in the mix. Calgary, Edmonton,
Regina, Toronto, Montreal and St.
John’s, N.L., will be on the upside,
while Vancouver, Winnipeg, Niagara
Falls, Ottawa, Quebec City and
Halifax will be on the downside.

• Metro Vancouver’s
economy is slowly recovering from

VANCOUVER

hoteliermagazine.com

the past few years of economic
uncertainty. While the 2010 Winter
Olympic Games had a positive
impact on the local economy, the
recovery has been slower than other
Western-Canadian markets. On a
positive note, there is more than
one-million square feet of office
space under construction in downtown Vancouver, along with major
projects anticipated at the Port
Vancouver Terminal and the
Vancouver International Airport.
This, along with a rosier outlook for
job creation, a depreciated Canadian
dollar and an expected U.S. housing
recovery should further help bolster
the forestry sector and local economy.
Despite some prospects for
economic improvement, Vancouver’s
hotel market performance continues
to struggle. The soft corporate market
and the inability to grow ADR
continue to be challenges for operators in Metro Vancouver. Year-to-date
2013 results show a decline in both
occupied room nights and average
daily room rates when compared with
the same period in 2012. In part, the
decline in occupied room nights is
based on lower overall volumes at the
Vancouver Convention Centre and
the fact that many operators have
experienced lower than anticipated
volumes of meeting/conference activity at the property level. Some operators have also experienced a drop in
both corporate travel and leisure
travel. The subdued room demand,
has led to the discounting of average
daily room rates year to date in 2013.
VANCOUVER
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

65%
$132
$85

68%
$147
$100

67%
$137
$92

67%
$135
$91

66%
$134
$89

• With oil prices at high
levels, business activity in Calgary is
strong, which has translated into projected room demand growth of more
than 3.0 per cent in 2013. The devas-

CALGARY

tating flooding in June impacted the
majority of downtown Calgary properties, whereas the majority of other
hotels in the city posted good
results for the month. Meanwhile,
The Stampede Centennial, held in
July 2012, saw record attendance and
high performance results in the
accommodation sector, particularly in
terms of ADR and RevPAR. In comparison, many operators had lower
ADRs in July 2013, but demand levels were relatively strong for the
month. In some properties, any
downturn in demand related to the
Stampede for 2013 was made up
by other sources, including displaced
residents, construction and cleanup
crews.
New supply will enter the Calgary
market between August and December of this year, with new projects and
expansions occurring primarily in the
Airport and Northwest sub markets.
The supply growth of approximately
1.0 per cent will be more than offset
by demand growth of 3.0 per cent
with market occupancy increasing by
one point to 72 per cent for 2013.
Many properties throughout the city
are seeing strong ADR growth in
2013, but at more moderate levels
compared with 2012, when events
such as the June Global Petroleum
Show and the Stampede Centennial
helped operators achieve substantial
increases for those months.
CALGARY
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

65%
$144
$94

64%
$143
$92

67%
$145
$97

71%
$156
$110

72%
$161
$116

EDMONTON

After the effects of the economic
crisis in 2008/09, the demand for
occupied room nights in Edmonton
began to rebound in 2011. However,
supply growth has been a factor in
keeping occupancy in the low to mid
60-per-cent range. In 2012, the
Edmonton market experienced
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demand growth of nine per cent,
which outpaced supply growth of 2.5
per cent. As a result, Edmonton’s
market occupancy reached 67 per
cent in 2012, up five points over
2011. The positive trend continues
into 2013, as demand growth will
again grow at a faster pace than
supply growth, contributing to a
further two-point improvement in
occupancy to 69 per cent. The
closure of two hotels, has contributed
to a relatively modest decrease in
supply in 2013, and this would
include the temporary closure of
a 337-room property in West Edmonton, and the permanent closure
of a 300-room property in the
downtown market.
Over the first half of the year,
results show impressive growth,
specifically in West Edmonton and
South Edmonton. As the service
centre for Northern Alberta, the
Edmonton accommodation industry
continues to reflect its relationship
with the oil and gas industry.
EDMONTON
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

65%
$120
$78

62%
$120
$74

62%
$119
$74

67%
$122
$81

69%
$126
$87

REGINA

Demand growth in Regina has
averaged approximately 2.4 per cent
annually between 2009 and 2012,
fuelled by the mining, manufacturing
and oil and natural gas sectors, as well
as by new accommodation supply
entering the market. A four-point
gain in occupancy is projected for
2013, in part, as a function of the
temporary closure of the Regina Inn
Hotel & Conference Centre for
renovation but also due to the overall
health of the local economy, which
is consistently experiencing annual
GDP growth among the top of
all major Canadian markets. There
are also several major events taking
place in the city in 2013, including
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the Juno Awards, the Canadian
Masters Outdoor Track & Field
Championships and the CFL’s Grey
Cup.
The market’s ADR has also been
on the rise, increasing between 1.4
per cent and 5.2 per cent each year,
since 2008. Based on impressive yearto-date results and continued growth,
the balance of the year, market ADR
is projected to increase $6 or five per
cent. The growth in accommodation
demand has enabled many operators
to push for higher room rates, albeit
still significantly below Saskatoon.
REGINA
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

69%
$116
$81

68%
$120
$81

72%
$121
$87

73%
$125
$91

77%
$131
$100

SASKATOON

The Saskatoon accommodation
market has recovered from the
economic downturn in 2009 with
three successive years of positive
demand growth since 2010. Overall,
market occupancy dipped in 2011
and remained flat in 2012, as a
function of new supply in the market.
Based on results over the first half of
the year, and with continued growth
the balance of the year, the market is
projected to experience a 2.0-per-cent
growth in demand in 2013, however,
this will be offset by a greater increase
in market supply, translating to a
projected one-point overall decline in
market occupancy to 73 per cent.
The strength of the Saskatoon economy has been fuelled by robust
employment gains, record population
growth, low office vacancy and record
absorption as well as strong manufacturing and construction sectors.
Average daily rates in Saskatoon
have increased year over year, in line
with gains in overall demand. Many
Saskatoon hotels have been renovated and are in good condition, and
many new hotels have opened in the
market, driving rate forward.

SASKATOON
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

74%
$126
$94

76%
$131
$99

74%
$133
$98

74%
$140
$104

73%
$147
$107

WINNIPEG

The Winnipeg accommodation sector
recovered from the economic
downturn in 2009, with two consecutive years of demand growth in both
2010 and 2011. In 2011, many
Manitoba residents were impacted by
major floods and were forced to
evacuate their homes. These flood
victims were housed in various hotels
in Winnipeg for weeks or even
months. Given the one-time impact
of the floods in 2011, the Winnipeg
accommodation sector realized a
decline in demand in 2012. This,
combined with a three-per-cent
increase in supply, resulted in an
overall four-point decline in market
occupancy to 66 per cent. The development of new hotel rooms in
Winnipeg throughout 2012 and 2013
has, and will continue to contribute
to lower occupancy in 2013, as supply
growth is growing faster than demand
growth. In 2013, the demand for
occupied room nights is forecast to
grow at three per cent, while supply
growth is forecast at seven per cent.
As a result, Winnipeg’s market
occupancy is forecast to decrease by a
further two points to 64 per cent in
2013, while overall market ADR
is projected to increase by two per
cent to $122 over $120 in 2012.
However, as a result of eroding
market occupancies, RevPAR will be
down 2.0 per cent.
WINNIPEG
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

64%
$112
$72

68%
$117
$79

70%
$118
$82

66%
$120
$79

64%
$122
$77
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TORONTO

Toronto’s accommodation sector saw
RevPAR improve by two per cent to
$86 in 2012 as the result of growth in
ADR, but new supply has offset any
potential improvement in occupancy.
For Toronto, demand levels in 2013
are forecast to improve by two per
cent based on strong economic
indicators and strong demand from all
segments, particularly corporate and
meeting/conference business. There is
minimal supply growth expected,
which will allow occupancy to
improve by one percentage point to
67 per cent. The strong demand
growth and solid pricing within
Toronto’s luxury room product should
help to continue to drive rate growth
of 2.5 per cent, with ADR forecast to
improve by $3 to $133 in 2013.
While ADR growth will be in excess
of five per cent in the downtown
market, this will be offset by virtually

hoteliermagazine.com

no ADR growth in the suburban
markets. The growth in occupancy
and ADR is projected to improve
RevPAR by $4 to $90 in 2013.
TORONTO
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

61%
$124
$75

66%
$127
$84

66%
$128
$84

66%
$130
$86

67%
$133
$90

NIAGARA FALLS, ONT.

In 2012, the Niagara Falls market
benefited from a strong summer and
solid meeting/convention demand in
the second half of the year, which
resulted in market occupancy improving by four percentage points to
59 per cent. Improved occupancy,
combined with ADR growth of two
per cent, saw RevPAR improve by $6
to $77, a 9.0-per-cent increase.
In Niagara Falls, there is a heavy

reliance on packaging to generate
occupied room night demand in the
market. Given the market is heavily
reliant on the leisure/tourist segment
year-round, there are concerns about
the long-term impact packaging will
have on this market. It would seem
that guests have learned to wait for
packages before booking; this is
reflected in the relatively short
booking window and high-price
sensitivity experienced by operators
in the market in 2013. In addition,
2013 has been a softer year formeeting/convention business.
There is minimal supply growth
projected for 2013, but with virtually
no improvements in demand, or
pricing, market occupancy, ADR and
RevPAR are projected to remain flat
relative to 2012.
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NIAGARA FALLS
2009 2010

MONTREAL
2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

55%
$132
$72

56%
$131
$73

55%
$128
$71

59%
$130
$77

59%
$130
$77

OTTAWA

In 2012, the Ottawa market experienced modest demand growth of 1.2
per cent but this was outpaced by the
growth in supply of 3.0 per cent,
resulting in a one-percentage point
decline in occupancy to 70 per cent,
marginally behind 2011 levels.
However, ADR grew by three per
cent to $141 as new hotels entered
the market, offsetting the decline in
occupancy and resulting in a one-percent growth in RevPAR to $98.
In 2013, the market is forecast to
realize a two-per-cent decline in
demand in Ottawa in conjunction
with a one-per-cent increase in
supply, resulting in occupancy
dropping three percentage points to
67 per cent. Similarly, ADR is
forecast to decline by about one per
cent, to $139, resulting in a decline
in RevPAR of four per cent to $94.
The forecast for 2013 reflects the
challenges that operators are facing.
The federal government has implemented significant fiscal restraint
measures, which are restricting
growth in the economy generally. As
a result, the hotel market in Ottawa
is experiencing softening demand
across all segments, but especially in
the corporate and government/other
segments. In 2011 and 2012, the
demand in the downtown market was
strong and drove demand into the
sub-markets, but this has not been
the case in 2013.
OTTAWA
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

26

66%
$133
$87

68%
$133
$90

71%
$136
$96
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70%
$141
$98

67%
$139
$94

Montreal’s economy experienced very
slow growth in 2012 due to lower
business investment and student
protests. The sluggish economy translated to a one-point decline in
occupancy to 65 per cent, with ADR
remaining on par with 2011 levels
at $136. Consequently, RevPAR
decreased by $2 or two per cent to
$88, still remaining higher than the
pre-downturn 2008 levels.
Over the first half of the year in
2013, Montreal has managed to
surpass its performance relative to
this time in 2012, with investment in
the city’s tourism and business sectors
picking up, leading to overall accommodation sector improvement. With
a marginal decrease in supply, as
existing properties are converted to
alternate use, both ADR and
occupancy are expected to further
improve in 2013. As such, RevPAR is
anticipated to grow by approximately
3.5 per cent to $91, the strongest
RevPAR the Montreal market has
experienced since 2006. With many
festivals and projects that will affect
tourism in the works in the next few
years, Montreal’s outlook is positive.
MONTREAL

QUEBEC CITY
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

56%
$138
$78

61%
$138
$84

61%
$143
$87

62%
$146
$90

61%
$146
$89

HALIFAX/DARTMOUTH, N.S.
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

supply growth and ADR growth of
2.0 per cent to $146, led to a onepoint occupancy increase to 62 per
cent, and RevPAR growth of three
per cent as of year-end 2012.
In 2013, Quebec City is expected
to host three major events with
upwards of 2,000 delegates, along
with Le Salon Chalets et Résidences
secondaires de Québec conference,
which is expected to bring more than
30,000 delegates to the city. While
major events will be strong and while
GDP growth of 1.7 per cent is
forecast for this market in 2013, both
the corporate and leisure markets are
off, with demand forecast to be down
1.5 per cent by year end. As a result,
the city is expected to witness a onepoint drop in occupancy to 61 per
cent. This decline in occupancy,
combined with no growth in ADR,
will result in a RevPAR decline of
about one per cent for the year.

59%
$129
$76

63%
$134
$85

66%
$136
$90

65%
$136
$88

66%
$138
$91

QUEBEC CITY, QUE.

Quebec City has been on a strong
recovery curve following its peak year
of demand in 2008, when it hosted its
400th anniversary celebrations. A big
contributor to this recovery has been
the Quebec City Convention Centre,
which hosted 136 events, generating
an estimated $6.6 million in revenues
during the 2011 to 2012 period.
Furthermore, the city’s construction
sector has expanded for six consecutive years, including a 3.2-per-cent
advance in 2012. These factors,
combined with less than one-per-cent

The Greater Halifax Area experienced minimal economic growth in
2012, yet the tourism industry
increased steadily. Occupancy rates
managed to increase by one point to
64 per cent, and ADR by $1 to $126,
which produced RevPAR of $81, an
increase of almost two per cent. The
city has still not yet felt the positive
effects of the $25-billion shipbuilding
contract it was awarded, but it did
realize gains from several smaller
unrelated contracts.
In 2013, Halifax is expected to lose
some of the footing gained in 2012.
With a 1.0-per-cent increase in
supply and with demand flat,
occupancy is projected to decline by
one point to 63 per cent. This decline
in occupancy, combined with no
growth in ADR, will result in a
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RevPAR decline of approximately
one per cent for the year.
The economy in Halifax is
expected to pick up in the next few
years, reflecting the effects of the
shipbuilding contract and a new
convention centre being built. As
such, visitation is predicted to
increase in the future along with
occupancy and ADR.
HALIFAX/DARTMOUTH
2009 2010

2011

approved by the city, or are in the
feasibility/approval stages.
ST. JOHN’S
2009 2010

2011

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

67% 71% 72% 74% 75%
$130 $133 $140 $144 $147
$87 $94 $101 $106 $111

2012 2013

ACTUAL ACTUAL ACTUAL ACTUAL PKF(F)

Occupancy
ADR
RevPAR

63% 64% 63% 64% 63%
$124 $124 $125 $126 $126
$78 $80 $79 $81 $80

ST. JOHN’S, N.L.

The Newfoundland economy and St.
John’s, in particular, has been fairly
strong over the past few years,
supported in large part by the oil and
natural resources sector. Newfoundland and Labrador will see $9.4
billion in major project investment in
2013, up 10 per cent from last year.
The performance of the hotel
sector improved in 2012. This was
largely due to a decrease in supply as
demand was off by about 1.5 per cent.
Over the first half of the year, St.
John’s experienced strong growth in
occupied room nights and ADR. This
is a continuing trend, which has
shown positive growth in occupancy
percentage and ADR annually since
2009. With the strong outlook for the
local economy and based on 2013
year-to-date performance, occupancy
is projected to improve one point and
ADR is expected to improve two per
cent over 2012, with RevPAR up
over four per cent.
However, with strong industry
performance comes strong interest in
hotel development. This year the
market will have seen the opening of
two new properties, although, with
the openings in the latter part of the
year, much of the impact will be felt
in 2014. A third project is under
construction downtown and another
four hotel projects have been
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SEGMENT LEADERS

THE

SEGMENT
SKINNY

Dissecting the success of
the year’s segment leaders

BY WENDY HELFENBAUM

PACK LEADERS: Cool, sleek designs
are just part of th e success story at
Toronto’s luxe Hazelton Hotel (top
left, below) in th e trendy Yorkville
neigh bourh ood, Marriott’s growing
brand of new generation h otels
(second from left, top and bottom)
and at Travelodge’s diverse portfolio
of h otels (far left)

A

As top performers in three different
market segments illustrate, thriving
in today’s economy means constant
innovation and attention to service
and value.
This year has been far from a
banner year across the board for the
hotel industry, observes David
Larone, national managing director
at PKF Consulting in Toronto.
Larone reports that nationally the
full-service segment is ahead by 2.5
per cent to three per cent in
RevPAR, depending on the market,
while the mid-scale and limitedservice segments are up approximately three per cent to 3.5 per cent in
RevPAR. “The rest of the market
nationally is ahead by about a point
and a half. There are some pretty fine
tolerances in there,” he says.
LIMITED-SERVICE SEGMENT

For the most part, the limited-service
segment is resilient to the effects of
the economy, says Steven Robinson,
president of Travelodge Canada
Corp., an operating division of Royal
Host Limited Partnership, which has
93 Travelodge and Thriftlodge
locations across Canada. “With fullservice or some of the luxury models,
that type of spend has huge swings
when the economy changes,”
explains Robinson. “We’re in the
smaller markets on the fringes of
major cities, with a lot of road
warriors and individual travel laced
with some leisure travel, so we seem
to ride out the economic ups and
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downs fairly easily, but it really does
boil down to where you are geographically throughout Canada.”
Sixty per cent of Travelodge
Canada’s properties are located in
Western Canada, where the economy
is faring well, notes Robinson.
Properties in northern Ontario are
also enjoying growth, thanks to
resource-based industries located
there, he adds. “If you look at the first
six months of 2013, our occupancy
hovers around 53 per cent, but we’re
seeing a nice lift in ADR — our rate
is up about five points, so we’re
experiencing a five-per-cent increase
in RevPAR, but it’s rate-driven,” he
says.
Robinson credits Travelodge’s
growth to a number of key factors,
including a solid national sales
program and good tactical marketing.
Sponsorship agreements, such as the
integrated marketing program
Travelodge entered into in 2012 with
the Western and Ontario hockey
leagues of the CHL provide great
opportunities to extend brand awareness. The partnership includes traditional and social-media components,
in-venue and rink promotion and
contests such as the Travelodge
Canada Fan Faceoff.
Another winning ingredient for
Robinson is an aggressive revenuemanagement strategy. “If you’re
constantly working with franchisees
across Canada, you become their
coach,” he explains. “We’re trying to
find ways to uncap a little more lift
on the rate or a few more advances in
selling more rooms, and then we can
chisel away at capturing more share.
To me, it’s a matter of trust. As a
franchisor, you do what you can to
maintain awareness and a respect for
that brand. Once you build that trust,
you can bring a strategy to the table.
It’s a matter of getting inside the head
of the hotel owner and saying, ‘Try
this,’ and keep poking around to find
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the sweet spot for that individual
hotel. It’s different everywhere you
go. We’re all after the same thing: if I
can increase your top-line revenue,
then I’m going to be more successful.”
Robinson foresees slow but steady
growth for the balance of 2013 but
believes 2014 will mark a turning
point. “I think next year, we’re going
to see more rate growth — a little
more demand, maybe a point or two
in occupancy, but five per cent to
eight per cent in rate. Nationally, I
think we’ll see a five-per-cent
RevPAR growth in 2014.”
MID-SCALE SEGMENT

Since mid-scale properties are gener-
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ally smaller and built in suburban
locations, they’re also cheap to build
and easier to operate, enabling
owners to offer a quality product at a
reasonable price, says Larone. “People
are always looking for the value
proposition,” he says. “The cost of
providing the FF&E in a hotel on a
per-room basis has gone down from
where it was 10 years ago. A selectservice property that has a great
lobby, a really good room and a
breakfast can deliver a lot of people
to your door for $150.”
The model is working for Courtyard, Marriott’s largest global brand,
which has 938 properties worldwide
and is slated to top 1,000 by the end

of 2014. The 20 Courtyards in
Canada are also performing very well,
says Manlio Marescotti, VP, Lodging
Development. “We’ve increased yearto-date system-wide on all metrics:
occupancy rate, guest satisfaction and
RevPAR,” he says. “A lot of it has
been on the rate side, and in Canada,
we’ve maintained that.”
St. John’s, N.L., and Calgary are
top markets, notes Marescotti, adding
that one of Courtyard’s secrets to
success lies in continual enhancements to the brand, such as the
Refreshing Business it introduced in
2007 to upgrade lobby and communal
areas and simplify its food-and-beverage offering in favour of a bistro
concept. “By the end of 2013, 92 per
cent of our hotels will have the
Refreshing Business. It’s had a big
impact in terms of higher guest satisfaction scores, higher intent to
recommend and also in terms of
performance: on a system-wide basis,
we have a 115-per-cent RevPAR
index,” reports Marescotti. “Of the 20
Courtyards we have in Canada, 16
were open and operating for all of
2012, and 11 of those had higher
than the 115-per-cent RevPAR
index. So, within those markets, the
Courtyards are outperforming their
immediate direct competitors, which
is very good news.”
Of the eight hotels Marriott
opened last year, four were Courtyards, and six more are in development, including units in Calgary
South, Winnipeg Airport, Toronto/
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SEGMENT LEADERS

STAR ATTRACTIONS:
Toronto’s Hazelton Hotel
(far left) woos guests with a
screening room, wh ile
Travelodge (left) and
Marriott (right and
below left) offer
simple elegance

Greater Toronto Area and Montreal.
These new Courtyards will be the
first adopters of Marriott’s Generation
Next Guestrooms — designed to
appeal to younger travellers, says
Marescotti. “We’ve improved the
functionality of the room and made
the decor resonate with that generation,” he explains, noting that new
sofas reflect the desire to lounge in
front of the TV while working on
laptops rather than sitting at a desk.
“When you’re doing these enhancements, the key is accomplishing them
while being cost-neutral, and that’s
what we’ve been able to do,” adds
Marescotti. “It’s had great reception
both in terms of our consumer
research as well as what the franchise
owners’ community is saying.
That’ll keep the brand very ahead of
the curve.”
Marescotti feels Marriott’s marketing strength, loyalty program and
user-friendly website and mobile app
enable the brand to steal market
share from coast to coast. “These are
things that help our hotels achieve
that market penetration and have an
advantage over others in terms of
how we get business to come to us.”
Looking ahead, Marescotti believes
Courtyard’s growth will vary by
market — Montreal, Toronto airport
and Vancouver remain more
challenging markets to crack — but
will continue to climb, especially
with conversions. “We’ve had a
couple of properties that have reopened last year, and it’s easier to
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come into the market, establish the
rate positioning of the hotel, then
start working on different strategies to
increase occupancy over time,” he
says. “Marriott has dedicated account
managers for major Canadian
accounts, so we target those clients
and make sure they’re using our
product. We leverage the sales tools
we have at our disposal.”
And, it helps that the hotel company is bringing the Spain-based AC
Hotels by Marriott brand to Canada
next year. Execs are planning to enter
key travel markets in Canada and the
U.S. with the concept, which is
geared toward the gen-X and -Y
market (see story on p. 3).
LUXURY SEGMENT

“You’re paying more because they
provide more,” Larone says of the
boutique segment, which caters to a
small, growing niche of travellers
looking for an exquisite room with
exceptional service in a trendy
location. “You’re getting into a smaller footprint, maybe 100 to 150 keys,
and a great room. It’ll cost you more
to build that asset, because there’s

more going into it from a design
perspective.”
The Hazelton Hotel, located in
Toronto’s chic Yorkville district,
attracts travellers to its 62 rooms and
15 suites with its 1940s Hollywood
decor, coupled with unique amenities
such as a private screening room
featuring mohair-lined walls. “The
Hazelton Hotel is fortunate to be at
the top end of the luxury segment in
Toronto,” says Nancy Munzar Kelly,
GM. “There’s been a significant
increase in supply of luxury hotel
rooms in Toronto, which has been
great for the city, but has also
increased competition. We differentiate ourselves with our intimate size,
location in one of the city’s most
high-end neighbourhoods and exclusive guest offerings.”
While Munzar Kelly won’t disclose
specific numbers, she’s pleased with
the hotel’s performance over the past
year. “We work hard to ensure loyal
clients are well taken care of, and we
use in-depth marketing programs to
target both loyal and new guests; we
recognize our best marketing tools are
our satisfied guests,” she notes. ◆
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A SOCIAL CO
J

Find out h ow to use social media in conjunction with sm

ust 18 months ago hoteliers
agonized over whether to
start a Facebook page or
wait out the passing socialmedia fad while investing in
traditional marketing efforts, recalls
Alicia Whalen, principal at A
Couple of Chicks Digital Tourism
Marketing, based in Mississauga,
Ont. Times have changed. “It’s not
whether you participate anymore; it’s
how you find the resources and do it
well,” says the marketing expert.
“[Social media] is a living, breathing
part of your digital footprint.”
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It’s an essential business tool for
marketing, customer relationship
management and quality assurance.
And, that makes sense, says Dorothy
Dowling, SVP of Marketing and
Sales at Best Western International.
“People telling stories about their
travel experiences has always been
part of hotels. And, travel is a big
part of what they talk to their social
network about.”
For the Wyndham Hotel Group,
the social-media experience has been
“very much a moving target,” says
Heny Gabay, VP of Marketing and

Strategy. The company dove into
social computing in 2010 with its
Super 8 brand. At the time, it was all
about having a Facebook page so that
young people — who were ostensibly
consuming the new media — could
‘like’ them. Today, Super 8 uses the
channel to engage a vast customer
base with promotions aimed at
its target audience. Its year-long
Country-Music-Prize-You-Can’t-Buy
sweepstakes — where Super 8
partners with country musicians to
offer prizes such as lunch or backstage
tours with the singer — is a fan
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SOCIAL MEDIA

ONVERSATION

martph one tech nology to engage h otel guests
favourite, generating comments and
sharing across the web.
Still, “it’s the wild west out there,”
admits Whalen. To her, the challenge
is the influx of social media as
consumers use more channels. The
variety of places in which we
consume our media today means it’s
not just about websites and search
engines anymore. We spend our time
toggling among Pinterest, TripAdvisor, Facebook and Twitter, among
other social-media sites, lingering in
those arenas that speak to us the
loudest. It’s why hotel operators

should adopt a best practice for ensuring the content and the means to
engage their target audience across
multiple mediums and communities is
in place.
WHERE TO BE

Facebook is the predominantly adapted social platform being used in
hospitality. Ideally, hotel operators
treat their Facebook pages as mini
websites that serve as extensions to
their web presence, with tab sections
that include calls to action,
compelling creative, spot-on messag-

BY LAURA PRATT

ing and more. “[It’s] a blanket mustdo,” advises Whalen. “Facebook is
the most highly adapted.” However,
many hotel operators take a risk by
focusing on Facebook exclusively. It’s
just as important to interact with
customers on Twitter, Pinterest or
anywhere else they are spending time.
Case in point: there are examples of
wedding-focused hotels successfully
communicating with brides on
Pinterest.
Either way, hotel companies need
to choose which social-media
channel to use based on the audience

I L L U S T R AT I O N B Y B R I A N F I T Z G E R A L D
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SOCIAL MEDIA

SOCIALMEDIA
METRICS
Below is a list of social-media
sites and a rundown of their
core demographic.
TWITTER: In 2009, Twitter was
primarily used by older adults who
might not have used other social
sites. Fifty-three per cent of users
are women and 63 per cent are
younger than 35, according
to Sysomos, a Toronto-based
social-media analytics company.
FACEBOOK: According to Virginia’s
ComScore, which measures the
digital world, Facebook is the
leading social-networking site
based on monthly unique visitors.
The two biggest age groups on
Facebook are 18 to 24 and 25 to
34, with each segment comprising
26 per cent of total users.
PINTEREST: This site is popular
among women, and 83 per cent of
its users are female, according to
Engauge, a digital and social
agency based in Atlanta.
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in question. Just as with any other
marketing vehicle, it’s important to
define your target audience and go
where they go. As a brand,
Travelodge Canada talks to travelling
sports teams, given that much of its
clientele is itinerant baseball leagues
and hockey squads. And, so the
brand execs built a Facebook
platform that’s tied into the Ontario
Hockey League. Whalen confirms
that introducing a dialogue is a great
way to use brand elements to speak to
your target audience in social-media
channels and create the desired tone.
LIMITED RESOURCES

Fair enough. But managing multiple
channels means the hotelier has to be
involved in every digital juncture to
listen, respond and engage. So,
suddenly the marketing department
has to expand its portfolio, provided
it has the strategic talents to sustain
the ongoing digital conversation.
“We constantly have to re-allocate
our resources to what is most effective,” says Wyndham’s Gabay. “And
this re-allocation is going to have to
happen more and more often.”
It creates uncertainty, but hotel
teams such as the one at the Hilton
Whistler Resort & Spa have successfully integrated social into an overall
web presence, working to brand
standards while establishing a property-specific personality on Facebook
and Twitter. “It allows us to branch
out and connect with a very
active, youthful clientele
who wouldn’t necessarily think of Hilton
first when planning
their mountain-biking or
snowboarding [vacations],”
says Tara Colpitts, director
of Sales and Marketing. Hilton
Whistler partnered with on-site
mountain bike and ski-rental shop
Summit Sports to reach the
mountain-biking community through

Facebook, Twitter and Summit’s blog,
Pinkbike.com. Biking enthusiasts
were invited to submit a video
explaining why they deserved to win
a mountain-biking trip to Whistler to
the hotel’s Facebook page. “All of a
sudden, we’re part of different
mountain-biking communities. That’s
the biggest benefit of using social
media,” says Colpitts. Meanwhile, the
independently run Drake hotel in
Toronto, which attracts a young
hipster crowd, is building an
abundance of digital goodwill with its
target audience, successfully incorporating multiple communities within
Twitter, Pinterest and Instagram.
“[Twitter] is probably our most powerful social-media platform,” says
Shannon Elizabeth Murphy, the
Drake’s content and community
specialist. With more than 40,000
followers, the Drake uses this channel
to demonstrate its cultural awareness.
So, whether that’s sharing information about a hotel event or celebrating an art show opening in Brussels,
so long as the material is “on brand,”
it’s fodder for culturally relevant
tweets. One recent tweet read: “The
end of plain plane food? Find out
which NYC restaurateur has plans to
elevate your in-flight eats.” It was
posted with a link to a magazine
article on the subject.
DRIVING TRAFFIC

Above the din of social media, there
are many ownership groups and
stakeholders questioning its “ROI.”
They should save their breath, says
Whalen. “You have no choice but to
communicate with your guests in the
medium they want to communicate.”
She adds: What’s the ROI of picking
up the phone?
Whalen believes the success of
social-media channels should be a
measure of the traffic they generate
and the engagement that follows
(the number of retweets, for example
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SOCIAL MEDIA

SOCIAL TOOLKIT
Various tools allow hoteliers to
employ a virtual command centre to
hear social-media chatter. In some
cases, hotels can monitor performance against previous trends and
their competition or identify competitive advantages. Here’s where
to plug in:
• Hootsuite.com is recommended as
a free and widely accessible tool for
managing social-media channels.

or the knowledge gleaned from
Facebook Insights about how content
resonates with target clients). “It’s
not just about having people like
you,” Whalen intones. “The number1 goal is always the transaction.”
With that in mind, social-media
experts are beginning to facilitate
transactions with the development of
various deal-closing tools, including
booking widgets, which hotel operators can import through TripAdvisor
to Facebook pages and websites.
THE POWER OF THE REVIEW

• Hotels that require advanced monitoring, or want more sophisticated
analytics, should check out
Revinate.com, ReviewPro.com,
Trustyou.com or the Couple of
Chicks’-produced Socialometer.
• Google Analytics is a free tool for
measuring performance. The latest
version features social-media tracking and goal-setting capabilities. In
conjunction with Facebook Insights,
it measures fan engagement and
community growth.

Like it or not, the profusion of
consumer-powered review websites
are undeniable components of the
social landscape. And, while the
prevailing hotelier opinion about
them has historically been less than
favourable, the tides may be changing. Recent studies suggest that
higher scores on sites such as Expedia
and TripAdvisor translate into
increased revenues. For example, a
2012 analysis by the Center for
Hospitality Research at Cornell
University in New York reveals that
every one-per-cent bump in a hotel’s
online reputation score translates to a
0.54-per-cent occupancy bump that
can lead to a 1.42-per-cent increase
in revenue per available room.
Super 8 has posted TripAdvisor
reviews on its website for a year-anda-half. “If someone leaves your
website, the likelihood that they’ll
book decreases,” explains Wyndham’s
Gabay. “So, if we can have them stay,
but still have access to reviews that
are useful for them booking travel, we
will do that.”
SMARTPHONE MAGIC

Mobile was likely the biggest gamechanger in 2012. And, Framingham,
Mass.-based IDC, a global market
intelligence firm, suggests that by
2015 more people will access the
Internet via mobile devices than
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through desktop computers. So,
“hotels have to be sure they’re part of
the conversation,” says Whalen.
Dowling agrees. At Best Western,
the marketing team immediately
considers what material best suits a
particular mode of communication,
rather than repurposing content
designed for other forums. This
summer, the hotel held a promotion
in partnership with Disney’s Teen
Beach Movie. It featured extensions
across Disney’s paid and earned media
to engage travellers, and the company
added a mobile dimension via Aurasma, an augmented reality platform
that blends the real world with videos
and animation. It meant fans could
download the Best Western app on
their mobile devices and take a
picture that gave the impression that
they were hanging with a celebrity
from the film.
“Most hotel firms have an app now
— the first foray into a mobileenabled website,” says Wyndham’sGabay. “But, I don’t think it would be
a huge leap for hotel companies to
use mobile as one of their primary
sources of revenue once the consumer
habits get [there].”
WHAT’S NEXT?

Video, propelled by the mobile
revolution, is set to be the next big
thing in the social media. “People are
reading less content online,” says
Whalen. “We want more sound bites
and images and video.” Gabay
continues: “To prepare for that, we
need to start working more with
video assets. And, we’re not just
talking about banners and ads but
video assets that we can utilize more
effectively across platforms.”
Experts agree social media will be
the marketing norm in a year or two.
In fact, a hotel’s electronic presence
will be a highly integrated identity in
which these discreet channels will be
seamlessly folded. ◆
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FLUSH WITH

BY IRIS BENAROIA

STYLE
Whether catering to the budgetminded or deep-pocketed traveller,
this trio of hotel bathrooms proves
design never needs to be compromised

he accoutrements it
takes to design a
hotel bathroom may
differ from segment to
segment, but one unifying
fact is that guests want to
feel like they’re living in
the lap of luxury — even if
they’re not. Below are three
hotels, from three different
segments, which are operating with three different
budgets and appealing to
today’s refined guest.

T

ZEN: Vancouver’s Fairmont
Pacific Rim offers a residential
feel with an upscale design
hoteliermagazine.com
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THE FAIRMONT PACIFIC RIM,
VANCOUVER

Fairmont Pacific Rim

Bathers know one of the best places
to get their blissful fix is at the 377room Fairmont Pacific Rim in
Vancouver, which overlooks the
North Shore mountains. Designed by
architect James K. Cheng, with
interiors by B+H CHIL Design, the
45-storey building features a hotel on
the first 22 floors with the remainder
devoted to luxurious condominiums.
It’s the sort of place travellers want to
recreate at home, suggests Philip
Barnes, the Fairmont Rim’s regional
GM. “In the hotel industry, we have
to be conscious of what people have
in their homes,” he says, noting
travellers have high expectations and
hotels should match — or preferably
exceed — residential design.
In fact, it’s why the Fairmont Pacific Rim offers unparalleled bathrooms.

Typifying Cheng’s “sensuous modern”
description of the hotel property as a
whole, beatific scenery can be viewed
through floor-to-ceiling windows in
the swoon-worthy spa-like space that
is flooded with natural light. Covered
in marble and granite, the spacious
bathrooms, big enough for two to
tango in, boast deep-soaking Japanese
ofuro tubs, a separate shower and
double sinks. To gild the lily, thick
and velvety Mascioni towels,
bathrobes and slippers are folded and
tucked on a floating walnut shelf.
Fairmont’s rigorous eco practices are
also in effect, with rooms stocked
with reusable glass bottles filled with
filtered water; even old soaps and
shampoos are recycled.
After all, the little things count.
“For example, TVs are built into the
mirrors — they’re not a separate
entity hanging off the wall,” Barnes
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says, noting a sleek design is also a
point of differentiation. “It’s
something people wouldn’t do in
their own homes, but they love it
here; it’s a far better finish,” he says.
“So, whether they’re shaving in the
morning or in the tub, they can
watch the news or weather. Technology as a whole is an expectation [in a
hotel]. Having a strong Internet
connection in a room is as much a
requisite as hot water.”
In fact, each Fairmont Rim room is
equipped with an iPad, which gives a
breakdown of hotel services. “Guests
can lie in the bathtub and place their
in-room dining at the same time —
as long as they don’t drop it in the
water,” quips Barnes.
Then again, not all guests are
lolling for hours in the Japanese tubs.
Barnes notes that business travellers
(as opposed to leisure travellers) tend

to prefer a quick shower before starting their day. Thus, the age-old tubversus-shower debate in the hotel
depends on the guest. “At the
moment, we have a lot of families
staying with us, and tubs are an
important component for young
children.”
ALT HOTEL HALIFAX STANFIELD

“Travellers want a hotel that’s trendy
and comfy and that includes the
bathrooms,” says Louise Dupont, the
interior designer with the Montrealbased firm Lemay Michaud Architecture Design. Dupont is behind the
swanky 169-room, $27-million Alt
Hotel Halifax Stanfield, which
opened this past June. The location is
the fourth in Canada and the first in
the Maritimes.
Alt’s design-forward tone is
immediately set from the lobby. Here,

thousands of Instagram photos —
cheekily composed of travellers’ snaps
— are displayed on LCD walls to
create a lively conversation piece.
Guestrooms, meanwhile, feature such
swish highlights as the iconic Italian
Calla armchair with its arms that
extend out to be configured into a
chaise longue to flexible snake wallmounted light fixtures, while the spainfluenced loos are stylish prefabricated pods.“It’s a new way to conceive a
bathroom or a hotel room,” says
Dupont. “All of the pipes are fitted
and then the module is delivered and
installed. It accelerates construction
time and is a really intelligent way to
create a bathroom.”
The module also serves as the
dividing wall between the bathroom
and the bedroom. “On one side, the
wall acts as a headboard and the
bathroom side is a wood bench,

DECOR & DESIGN

Alt Hotel Halifax Stanfield

incorporated closet and all of the
facets for the glass shower with
rainhead,” she says.
Other features include a resilient
vinyl floor that’s water-resistant,
comfy underfoot and imparts warmth,
instead of traditional ceramic, “which

has such coldness,” scoffs Dupont
(though tiles are used in the
showers). She points out that the
floor can be installed much faster, it’s
also less messy and has low sound
transmission. Another aesthetic
feature is the mounted European

FOR CLEAN AND WELCOMING
HOSPITALITY FACILITIES.
EVERY DAY.
Supervision and Support Staff
room attendants- housemen - front desk attendants - valet
parking – concierges – doormen - telephonists
Public and Service Area Cleaning
General Maintenace
Specialized Services
carpet – windows - upholstery
Human Resources Management

toilet with a hidden tank that’s easier
to keep clean because it doesn’t have
a floor portion. Similarly, instead of
messily mounting the hairdryer on
the wall, it’s casually laid out on
a shelf; and the amenities aren’t
an afterthought: “They’re in nice
recyclable bottles in the shower stall
that are refilled instead of wasting
packaging,” says Dupont.
When it came to conceiving the
space, Dupont harnessed a woodheavy spa look that has timeless
appeal — perfect for properties that
are slick and serene. An elongated
basin creates the countertop and
keeps the look clean-lined and chic.
Lots of backlit mirrors, meanwhile,
are practical and provide contrast to
the wood. So, what’s the best part?
“There’s a huge door to get into the
bathroom,” she says, “so if you’re in
the bedroom by yourself, you have

AQUATIC, FITNESS
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From design/consultation
through to construction
and aftermarket service
and supplies, PPL has been
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architects and operators
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Four Seasons Toronto
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Hilton Toronto
Hotel Le Germain Toronto
Shangri La Toronto
Ritz Carlton Toronto
Thompson Hotel Toronto
The Atrium Turks & Caicos
Comfort Suites Turks & Caicos
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experience, friendly professional service
and volume purchasing power call:
veronique.chartier@gdiservices.ca
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to Creation
Symmons Design Studio™ can help you

Symmons is installed in the world’s

differentiate your project, property or

finest properties:

brand by turning your design ideas into

Wynn Encore • L.A. Live • Mandarin Oriental

custom-manufactured faucets, shower

Four Seasons • Marriott, and many more…

systems and accessories.
With over 10 years and 250 successful
projects, anything you can imagine,
we can create.

DESIGN STUDIO

www.symmons.ca/designstudio
Copyright © 2013 Symmons Industries, Inc., Braintree, Massachusetts

DECOR & DESIGN

this lofty effect where you can flip the door open … it all
feels fluid and connected.”

Motel 6

MOTEL 6, AIRDRIE, ALTA.

Motel 6 may offer “the lowest price of any national chain
... throughout the United States and Canada,” in the
economy-lodging segment, as a recent Motel 6 press
release reports, nevertheless the bathrooms are spotless
and stylish. This is especially true of Motel 6’s Phoenix
design, a prototype that’s proving to be a no-frills-design
contender in the industry.
A writer from ApartmentTherapy.com, a site that
catalogues eye-catching interior design, gushed over the
rooms’ modern, minimalist functionality. It’s a decidedly
hipster-looking room with retro-orange feature walls,
back-lit panelled sconces and platform beds. Meanwhile,
a bright yellow towel holder mounted over the bathroom
sink recalls a wine holder — albeit the holes are much
larger since they cradle coiled towels and not Merlot.
The bathroom sink itself is raised and sits on a gleaming
swatch of black granite.
“It’s a new and unique design. We’re really happy with
it,” says Justin Schinkel, owner of Winnipeg-based
Schinkel Properties, of the 70-room Motel 6 Phoenix
that recently opened in Airdrie, Alta., just north of
Calgary. “The cleanliness and functionality has been a
big hit.” That means no tiles in the bathrooms. Instead, a
durable laminate flows through both areas for a chic,
utilitarian feel.
As for environmental features, the showers are all lowflow. “And, soaps that customers don’t use get sent and
eventually donated to a recycling facility where they
refinish it, rebar it and send it to needy people in Africa,”
Schinkel says.
So, bathroom design doesn’t necessarily have to be
solely about aesthetics. It has to be sustainable and
comfortable — design functions any hotel company can
provide, regardless of budget constraints. ◆
hoteliermagazine.com

Aquanomic™ Laundry Program
Premium Results, Proven Savings.

Good for Your Customers,
Your Business, and the World
Ecolab’s Aquanomic laundry program is an innovative laundry system that
delivers exceptional Clean, White and Soft linen results, while reducing
water and energy consumption by up to 40%. It’s a total
system proven to improve your laundry operation while helping to
make the world cleaner, safer, and healthier.
Make a Difference, Starting Today
At Ecolab, we are guided by long-held values that are important in an
evolving world. Working together, we can help save millions of gallons of
water every year. Now is the time to get started... for your business,
for your customers, and for the world.

For comprehensive support from one trusted resource
call 1 800 35 CLEAN or visit www.ecolab.com.
©2013 Ecolab USA Inc. All rights reserved.

WHAT’S THIS?
Use your smart-phone’s QR
code reader App and scan to
go directly to the website.
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CLEAN FIENDS
Simple choices about laundry operations
can make or break a hotel’s reputation
BY JENNIFER FEBBRARO / ILLUSTRATIONS BY BRIAN FITZGERALD

I

n the Internet age, a hotel’s practices are often transparent to guests. Customers are now more socially
aware than ever, and they’re looking for businesses that
respect the environment and practise sustainability. That’s
why even something as seemingly minor as laundry operations can make a big impact — not only on a hotel’s
bottom line — but in the eyes of its guests, who are savvy
enough to seek out “green” hotels with a reduced carbon
footprint.
Paul Gardian, environmental officer at Delta Hotels
and executive director of Brand Operations, is proud to
represent a company that was focusing on green operations before it was trendy to be environmentally friendly.
“I can remember as far back as 1993,” reminisces Gardian.
“We developed this program that gave guests the option of
changing their sheets every other day. We were ahead of
other hotels in that respect.”
In 2011, the hotel company launched its ambitious
Delta Greens program, which touched on every aspect of
the business, including laundry operations. One need only
read the customer comments on Delta’s websites or on
TripAdvisor to see the enthusiasm towards this dramatic
shift. In its commitment to reduce energy and water
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consumption as well as carbon emissions by 30 per cent
within five years, Delta employed Ecolab to source the
major chemicals used for laundry, including a specialized
range of non-toxic, environmentally friendly cleaning
detergents. “We’ve used this company for years, because
they offer the least amount of packaging and non-toxic,
yet highly effective cleansers,” says Gardian, who remembers a time when using eco-friendly products used to mean
sacrificing colour quality during a wash. “In a business like
this, you just can’t compromise quality,” explains Gardian.
“The sheets must be white, no exceptions.”
But what about that age-old question: should laundry be
outsourced? For hotel experts across the board, the answer
is a consistent “it all depends.” “Location is huge in this
decision,” explains Paul Gregory, assistant director of
Rooms at the Four Seasons Toronto. “For example, when I
worked in Mexico I was in a resort on an island, and there
was nowhere to outsouce.” At the Four Seasons, however,
sheets and duvet covers are outsourced, while spa and
room terry is done in-house. Ecolab is also the approved
vendor for detergents.
“For an initial investment of a small to mid-size hotel,
you’re looking at two or three 50- to 60-pound washers at
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approximately $30,000 each,” says Delta’s Gardian. “So,
you really need to weigh your expenses in advance.”
Another huge consideration is square footage. If you’ve
got a large hotel with 200-plus rooms, a whole floor may
need to be devoted to laundry operations if those services
are solely to be built on-premises.
But what are the advantages to each? “I prefer doing
laundry in-house, because you can maintain control over
the process, and you can take better care of your stuff,”
says Gregory, while acknowledging that outsourcing can
be more cost-effective when there’s a lot of laundry.
Brendan Gibney, director of Franchise Operations at
Choice Hotels agrees. “It’s a capital decision that each
hotel has to make on their own, and this often depends
on whether or not workers are unionized.” Sometimes
having a unionized staff complete laundry on-site may be
more expensive, simply because unionized workers are
paid more. So, doing laundry onsite in a Quebec Choice
Hotel (some Quebec Choice Hotels are unionized) would
be more expensive than doing laundry onsite at an Alberta Choice Hotel (where no workers are unionized).
At Choice Hotels, there is no comprehensive laundry
system that each franchise must follow. “Size matters in

this instance,” explains Gibney. “You need to do a breakdown of the per-pound price of laundry, taking into
account labour, energy expenses, water costs and upfront
capital.” He notes that this can be a tricky calculation, so
it’s best if each franchise makes its own decision. “You
may want to put those capital dollars into a public setting
for guests instead — such as a stylish lobby — rather than
setting up an expansive laundry facility,” says Gibney.
In either case, training workers to become experts in
laundry operations is a critical piece of running a costeffective operation. “If all laundry is being done in-house,
then you will need an in-house manager,” explains
K

Canada’s largest laundry and linen
supplier to the hospitality industry.
K-Bro services over 35,000 hotel rooms
and is a recognized national partner to luxury
hotels and resorts across the country.

For more information contact us at:
1-866-232-0222
www.k-brolinen.com
Victoria • Vancouver • Whistler • Edmonton
Calgary • Toronto • Montreal • Quebec City
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Gardian. “And, then you are looking at those additional
costs.” He notes that although many of the machines
are highly sophisticated, it’s imperative that staff be
trained properly.
Efficiency means more than chemicals and water usage,
however, it can also refer to workers’ health and safety.
“We want to take care of our workers by reducing
incidents of back injury or repetitive muscle strain,” notes
Gardian. “So, this means choosing on-site machines that
require the least amount of movement.” This also
involves training staff so they know how to avoid overexerting themselves.
“In terms of laundry operations, labour is truly the
biggest challenge,” adds the Four Seasons’ Gregory. He
notes that, with only five full-time staff on-site, there can
sometimes be a pile-up of laundry, especially during a busy
season. To solve this problem, the Four Seasons trains a
number of employees in laundry operations, so if a night
shift needs to be installed to catch up on linens, the hotel
can switch off full-time staff with other employees.
“Getting behind in laundry can affect the entire hotel,”
notes Gregory. “Just imagine: you can have rooms that
have been cleaned, but if the sheets aren’t ready, you can’t

release the room, and that’s a problem.” For this reason,
it’s essential that a hotel stock up on extra linens and
maintain a purchasing schedule of once or twice a year. “I
would say a set of linens can only withstand 75 to 100
washes before it needs to be replaced,” adds Gregory.
And, to keep equipment in top-notch condition, it’s
essential the machines are run efficiently. “It’s critical to
make sure that staff never run a half-empty machine,”
explains Gibney. For this reason, Choice Hotels trains
workers about energy-efficiency and water conservation.
Interestingly, Econolodge will be the first Choice brand
to roll out an environmentally focused program that will
become a brand standard by the end of 2013. Called
“Room to Be Green,” the program was designed to reduce
energy costs and waste output through the installation of
energy-efficient lightbulbs, instituting a laundry reuse
program and by recycling.
Though late to the game, Econolodge’s turn to an
environmentally conscious business model signals what
has become de rigueur in the hotel business. But, the
advantage to ‘going green’ is that it’s a win-win situation:
not only does an environmentally aware hotel make
customers happy, it serves the bottom line, too. ◆

Reduce Utilities. Kill Germs. Create Sustainability.
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The ozone system has provided us with a number of
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“our sheets are white
and soft to the touch.
they feel just like new.”

Tide Professional Laundry System
keeps fabrics more like new, even after 30 cycles.*
Our system delivers a deep clean, without the high-alkalinity of
typical commercial systems, helping to protect fabric integrity
integrity.
To learn more about our products, visit us at www.pgpro.com or call 1-800-817-6710
Clorox is a trademark of The Clorox Co., used under license by P&G.
* Vs. leading alkaline system in 30 cycle test with full Tide Professional system–Tide detergent, Downy, Clorox, and Tide White
Whiteness Enhancer.

Do you have the
Hotelier App?

With the Hotelier magazine app,
you can access all the latest issues.
View the entire issue page by page or jump directly to your
favourites. All the departments and features you’ve come to know and love,
all at the tap of a screen
Search “Hotelier magazine” in the App Store.
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Element Vaughan Southwest

SAVVY SAVERS
For hotel operators, the link between revenue
and kitchen efficiency is crucial BY DENISE DEVEAU
or Bryan Corkery, the bottom
line drives kitchen equipment
decisions. And, a big part of
that is reducing labour and energy
costs, says the executive sous chef at
the Westin Nova Scotian in Halifax.
“Labour is directly related to the
amount of revenue that’s brought into
the company. So, the more efficient
you can be in servicing revenue
coming in, the more revenue we can
service,” he explains.
As purveyor of “one of the biggest
kitchens east of Montreal,” Corkery
says the historic property used to
service the adjacent Via railway
station. The central kitchen continues to be the major hub for the hotel’s
preparation needs, from breakfast and
lunch to dinner and buffet service.
The vast operations are home to a
plethora of equipment, including the
usual stoves, deep fryers, grills, steam
kettles, mixers, blenders and reach-in
and walk-in refrigeration units.
But the number-1 appliance for

F
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Corkery is the Rational combi-oven;
the chef has two in his kitchen.
“They deserve a gold star, because
they can do everything from steaming
to deep-frying. It’s amazing how
crucial they’ve become to the types of
services we do. I can plate a dinner
cold for the next day, arrange it on a
plate tree and wheel it into the oven.
When it comes time for service, it
can be ready and hot to go in eight
minutes.” He estimates the units cost
approximately $50,000 apiece.
For the most part, the kitchen is
powered by natural gas, although the
team has played around with induction burners for the omelette bars.
“We’re trying to get into more induction, so we’re not burning so much
gas,” Corkery says.
When it’s time to select new equipment, he looks at a combination of
factors, including pricing, energy
consumption, functionality and
footprint. “We try to find the most
cost-effective solutions for our opera-

Alto-Shaam Ventless
Hood Combi-therm

tions. If we get a new piece, the
important thing is whether everyone
can use it efficiently.”
Interestingly, The Delta Bessborough in Saskatoon is another hotel
with ties to the railway. In fact, it was
one of the last of the railway hotels
under CN, claims Andrew Turnbull,
GM. But, more importantly, its food
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Thomas Bellec, executive chef at the
newly built Four Seasons Hotel in
Toronto’s Yorkville neighbourhood, has
five kitchens under his proverbial wing:
restaurant, banquet, banquet assembly,
pastry and garde manger (cold
kitchen/charcuterie). “The key for any
equipment is getting well-known brands
we can rely on [that] are efficient, easy to
clean and will be useful for a long time,”
he says. The chef singled out some of his
favourite pieces in each kitchen. Below
are a handful of items that keep Bellac
and his team in five-star form:
• The main line: a grill, deep fryer, one
double-deck combi-oven, four
convection ovens, three salamanders
• A meat grinder and hydraulic sausage
stuffer for the garde manger
• A three-deck oven and dough
heater from Quebec-based Doyon
for bread-making
• An 80-quart (75.7-litre) Hobart mixer
• A PolyScience Anti-Griddle for
freezing sauces and sorbets
• A 60-litre tilt skillet and 60-/80-litre
steam kettles
• A full-rack Rational oven and doubledeck convection ovens for banquets

preparation needs are unique in that
the largest ballroom capacity is 350
people, while the expansive gardens
overlooking the river can accommodate as many as 3,000. “We have to
transform ourselves without [changing] the infrastructure.”
The all-encompassing primary
kitchen has undergone some staged
renovations, he says. “We’re limited
in the kitchen because of the capital
reinvestment costs. We use a gradual
approach, so we have to be selective
about what we focus on each year.”
The most recent investment has
been in the refrigeration area,
Turnbull says. “We’re reinvesting
significantly in staying on top of our
refrigeration systems. We’ve replaced
our line and standing fridges, relined
the walk-ins, replaced cooler doors
and made sure the rolling racks are
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clean and fresh as new. With today’s
focus on food safety, we can’t afford to
have finicky equipment.”
Space constraints mean the combiovens of choice are smaller in scale.
To date, the kitchen has six Rationals. “Even though we don’t have the
space for roll-in ovens, we still need
to focus on efficiency to improve
quality and yield,” says Turnbull.
Since the hotel operates in one of
the country’s tightest labour markets,
functionality and ease of use are critical. “Anything we can do to help the
culinary team focus on the task
required is tremendous. At the same
time, we invest in equipment to allow
their creative skills to flourish. For
example, we recently purchased a
smoker,” says Turnbull.
But, when buying a smoker or any
piece of equipment, the GM has to
consider the hotel’s Saskatoon
location and how it will factor into
delivery distances. “Everything is a
bigger challenge when you have
transportation issues,” because getting
things takes more time, he adds.
Meanwhile, Robert Hood, corporate food and beverage manager for
the Element Vaughan Southwest in
the Greater Toronto Area, doesn’t
have to grapple with the constraints
of a historical property. The new,
LEED-certified Starwood property
opened at the end of June, boasting,
among other accoutrements, a wellappointed 700-sq.-ft. food-production
kitchen, where food is prepared for
breakfast, evening and banquet-style
events in meeting rooms.
As a LEED-designated property,
sustainability is an important consideration when making decisions. “But
our needs are no more complicated
than any other select-service brand.
Our kitchens are designed so they can
be run by an efficient number of
associates … two to three at most.”
Plating, production and storage
functions are contained within the
main-floor kitchen. In Hood’s mind,
what sets the kitchen apart is the new
Alto-Shaam self-ventilation combi-

therm oven, which he estimates costs
between approximately $15,000 and
$17,000. “That’s the biggest difference between this property and any
other. With this, we don’t have to
spend extra money on extraction
ventilation systems, which translates
into massive energy and cleaning
savings. Ventilation costs are in the
five figures; it’s a great piece of equipment and the food quality is
fabulous.”
The “hyper” efficient combi-therm
can also be standardized and loaded
with recipes. “That makes for easy
training when you have associates
with limited culinary training,” Hood
says. “Using any type of convection
can be daunting. This is very userfriendly, because you do everything
from baking muffins to cooking a
salmon entrée for a group of 40.”
A further nod to efficiency is the
energy-efficient dishwashing system
leased through Ecolab. “It makes
more sense to lease, especially in
terms of maintenance,” says Hood.
Given the configuration of the
kitchen (which faces the front of the
building and has two large windows),
the new site was outfitted with reachin refrigeration systems, since the
windows take up a wall and a walk-in
would block the light. “We specify
and purchase Continental Refrigeration for our properties,” Hood says. A
highly popular addition is a display
refrigeration system by the lobby
front desk.
What’s more, hot and cold induction plates are used occasionally for
buffet and self-service needs, because
they’re energy-efficient. “The whole
lobby has a very sleek look. Induction
really fits with that,” adds Hood.
Whether dealing with historical
infrastructure, spacious quarters or
small spaces, experts agree that
finding efficiency — in energy or
labour — is an important part of
equipment selection. “Any time you
can save a half hour, it can add up to
a significant amount over a year,”
notes Corkery ◆
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IIDEX

IN-DEMAND DESIGN
Toronto’s IIDEX Canada show is the blueprint for the country’s hottest hospitality projects
BY JACKIE SLOAT-SPENCER

t’s that time of year again, and
designers from across the country
are gathering to discover new
design and architectural trends at
IIDEX Canada. To be held at Toronto’s Direct Energy Centre, from Sept.
26 to 27, the expo and conference
will attract more than 15,000 attendees, including designers, architects,
facility managers and real-estate
executives who will check out 350
design exhibits pertaining to hospitality, retail, workplace, healthcare,
lighting and sustainability.
Targeted to small-and-mediumsized suppliers that lack a hefty sales
force, showroom or website, IIDEX
also benefits designers. “What designers and architects are looking to find
is a new, unique and interesting
product or something custom they
can incorporate into their project,”
explains Tracy Bowie, VP, IIDEX
Canada. “[Most] offices are working
long hours and don’t have as much
time to spend with the suppliers as
they’d like — IIDEX becomes a place
where they can see the products.”
Within the show, the Hospitality

I
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Canada Expo, aptly dubbed “CheckIn,” will be home to more than 75
companies, up from approximately 50
last year. The largest hospitality
installation to date will feature a
range of innovative design equipment
and material, including art, lighting,
window treatments, wall and ceiling
panels and stand-out furniture pieces
illustrating how the design industry is
evolving, says Bowie, adding that
attendees can expect to see bright
colours and custom metal on the
showroom floor.
Another draw will be a keynote
address by Toronto designers George
Yabu and Glenn Pushelberg, who
count the Four Seasons Toronto and
The Hazelton Hotel among their
standout projects. The duo will chat
about innovative hotel design with
Ilana Weitzman, editor-in-chief of
EnRoute magazine.
Meanwhile, awards ceremonies,
such as the EnRoute Hotel Design
Awards, will recognize the top
Canuck-designed hotels around the
world. Attendees will also have
access to more than 60 seminars on

topics such as colour psychology, the
modern meeting room and global
trends in hospitality design.
Outside the Hospitality Canada
Expo, show organizers recommend
checking out the International Pavilion. “We’ve had the chance to go to
several shows in Europe in the last
few years and have researched new
unique companies that don’t have
any representation in Canada, and
[we’re] bringing a taste of those
companies to [the show],” explains
Bowie. There will also be a handful of
installation-based features, including
100-sq.-ft. “Bunkie” cabins, a “glamping” (luxury camping) exhibit and a
woodshop featuring Toronto’s ash
wood.
Stay tuned for details on next year’s
30th anniversary show, as organizers
allude to big changes in the programming. In the meantime, check out
the IIDEX Canada app, which
features a map of the show, seminars
and an exhibitor list. And, see page
58 for a preview of some of the
products that will be showcased at
the 2013 IIDEX Canada Show.
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IIDEX PRODUCTS
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1. CAMOUFLAGE Brand Trim’s decorative panels and mouldings showcase
custom images. Designs can be produced
on a variety of shapes, including crown
mouldings, ceiling or wall panels as well
as chair railings. Customers can visit
brandtrim.com to choose image options
or create a custom design featuring a
product, motif or logo. BRAND TRIM
2. SHOW STEALER Atmosphere is a
self-contained entertainment solution
service suitable for special events as well
as for fixed installations at hotels, casinos, bars, lounges, spas and resorts. Boasting superior picture and sound quality,
Atmosphere’s video content is produced
by award-winning entertainment industry
professionals. BB BLANC

3

4

3. TAKE A SEAT Keilhauer’s new Juxta
line is a collection of chairs, stools and
tables designed to fit various seating and
lounging requirements in meeting rooms.
Featuring 39 individual components,
Juxta can be assembled in various ways to
create 74 unique configurations of stools,
chairs and tables. KEILHAUER
4. WOW WORKSPACE DeFehr
Furniture has introduced a line of
modern contemporary case goods for the
hospitality industry. Constructed from
solid maple and maple veneer, the
Jackson Creek collection features a
fireplace unit and rock accents, in
addition to quality wood components
and hardware. DeFehr Furniture controls
all aspects of furniture production, from
raw lumber sourcing to finished goods.

5

DEFEHR FURNITURE LTD.

5. A RANGE OF STYLE The La Cornue
Château series cooker combines two
vaulted ovens: a large gas oven and an

electric bake oven. The stainless-steel hob
features numerous organizational possibilities, such as a cast-iron hot plate and
professional automatic ignition
burners. It also features two storage doors
at the bottom and is available in chrome,
brass or nickel finish with a choice of 25
coloured enamels. AGA MARVEL
6. LOUNGE AROUND The Adele-C
56 Daybed is an upholstered seat with
a fixed cover that’s available in velvet,
red or black leather. Its feet are made
of lacquered steel and a polyurethane
metal structure, and it measures
200cm W x 80cm D x 36cm H.
COMMERCIAL DESIGN INTERIORS

7. FINELY MARBLED Calico is a
collection of artisanal wallpaper, designed
by Brooklyn-based team Rachel Mosler
and Nick Cope. Inspired by ancient
techniques, the wallpaper is made of
marbleized paper on silver mylar
substrate; it’s available in three colours:
River, Bone Sand or Cloud. NEWWALL
8. EASY ACCESS The Nomad Tablet
Table, designed by Spell, can be used
in both leisure and workspaces. The
Holland design is comprised of a wooden
dock, foam rubber and steel frame and is
offered in round or square formats. It also
comes in black, white or yellow, while the
dock is available in oak or walnut.
NIEUW

9. SET ABLAZE Town and Country’s
TC54 direct vent-gas fireplace features
tall flames behind premium “disappearing” ceramic glass, which mimics an open
fire. It also includes a flush hearth for an
authentic look of a wood-burning fire.
What’s more, there’s a battery back-up
for power outages. THE FOUNDRY
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Stephanie
Giannoulis
Owner & GM, Comfort Hotel Bayer’s Lake
BY ROSANNA CAIRA

here aren’t many hoteliers who
can boast a medical degree on
their résumé, but that’s just the
case for Stephanie Giannoulis, owner
and GM of the Comfort Hotel Bayer’s
Lake in Halifax. The native Haligonian studied Biochemistry and Neuroscience at Dalhousie University
before moving to Greece where she
attended medical school, specializing
in psychiatry.
As fate would have it, “upon
returning to Canada, there were limited positions for me to practise in
Nova Scotia,” recalls Giannoulis.
Though the graduate received offers
from outside the province, she
declined them. “It meant relocating from my
hometown and being away from my family,” she
explains. Years later, she doesn’t regret the decision.
“One door closes, another opens,” she says.
In her case, that open door led to the hotel industry.
“My father, who is a successful developer in the area,
decided to construct a hotel to be attached to our
family owned restaurant, which has been in the area
for 18 years. He asked my opinion on its design and if I
would manage it.” She agreed and
QUICK QUIPS:
never looked back.
Personal Status: Married with
Despite “not knowing the first
two boys, aged seven and 13.
thing about the hospitality indusReasons for success: “Great
team work and genuine concern
try,” she learned the tenets of
for the guest experience.”
successful hotel-keeping through
Hobbies: Interior design
hands-on experience. “From the
and decor.
inception, blueprints, footings,
structure, designing and decorating it personally, I
vowed to make it a success.” And, in short order, she
has. Earlier this year, Choice Hotels awarded the 73room Halifax property its prestigious title of Canadian
Hotel of the Year at the company’s annual conference
in California.
And, although the manager attributes the hotel’s
success to its exceptional service, she admits hiring
and retaining staff is her biggest challenge. But, by
treating her team of 30 as extended family, she’s incul-
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cated a desire in them to exceed expectations. “I like
to think I’m democratic. I welcome feedback from my
employees, promoting healthy communication
between management and staff.”
The staff attends to a varied clientele. “From
November to April, the majority are corporate guests
— mainly from Ontario, Quebec and the Maritimes,”
says Giannoulis. “We have a big focus from sports
teams.” During the summer and early fall, the hotel
attracts more of a leisure crowd. “With direct flights
from the U.K., Ireland and Germany, we’ve observed
an increase in leisure travel from those countries, and
we’ve also seen an increase from China.”
Not content to rest on her laurels, Giannoulis is
planning to renovate the hotel’s restaurant. “It’s a
landmark in the area. We’re hoping to transform it
into a modern, trendy place to dine. And, ultimately,
we’d like to expand the hotel,” she says.
Meanwhile, the hotel supports “one of the best
children’s hospital in Canada — the IWK,” says the
hotelier. “We provide five complimentary nights per
month to families that require visits to the IWK, and
we contribute financially to the construction of a new
mental-health facility. It’s a cause that’s important to
me personally,” says Giannoulis, who continues to
extend the helping-hand philosophy she gleaned in
medical school to the greater community. ◆

