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EDITOR’S PAGE

TIME FOR ACTION

A

s Canadians prime for the lazy days
of summer, many look forward to
slowing down and taking life easier.
For some that means long weekends at the
cottage; for others, it’s time to take flight
to exotic locations for a vacation interlude
— a time to re-energize and recover from
today’s hectic pace.
The summer season typically bodes well
for hoteliers who anticipate solid occupancy and room rates. But, how well hoteliers
really do over the next few months will be
predicated on a series of factors, many of
which are often out of their control.
After all, hotels don’t exist in a vacuum. As Benjamin Tal, deputy chief
economist at CIBC World Markets Inc., recently said at a conference,
“What’s happening globally affects Canadians more than what’s happening
in Canada.” Now, as the euro regains its strength, and as employment rates
in the U.S. improve, Tal predicts 2014 will be a strong year. Still, Canada
continues to deal with serious issues that need to be rectified if sustained
growth is our goal. These include, but are not limited to, tourism marketing funding, labour shortages and infrastructure concerns.
Interestingly, a recent report from the World Travel & Tourism Council
(WTTC) shows that Canada increased its contribution to the economy
from travel and tourism by 2.6 per cent in 2013 and is predicted to grow
by a further 3.9 per cent. However, that same report shows that travel
and tourism only provides 4.5 per cent of GDP to the Canadian economy,
compared with the global travel-and-tourism industry, which contributes
9.5 per cent to the world economy.
Why is that the case? Many factors contribute, but a tourism funding
shortfall is often cited as the primary reason for our lacklustre performance.
“Canada needs to invest more money promoting itself abroad to encourage people to choose Canada as a destination,” points out David Scowsill,
president and CEO of WTTC. “The WTTC would also strongly encourage the Canadian government to focus on policies, which will ease travel
to and from, and within Canada.” It’s helped that the Canadian government has upgraded its single-entry visa to multiple entry for Chinese
visitors (thereby eliminating the need to make repeated applications and
fee payments); it’s also set to introduce e-visas in 2015. While these changes may help, Scowsill urges governments to take more action. “Travel and
tourism forecasts over the next 10 years look extremely favourable, with
predicted growth rates of more than four per cent annually that continue
to be higher than growth rates in other industries,” says Scowsill. “If the
right steps are taken, travel and tourism can be a true force for good.”
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Checking In
THE LATEST INDUSTRY NEWS FOR HOTEL EXECUTIVES FROM CANADA

AND AROUND THE WORLD

IT’S OUR SPECIALTY
Specialty-select brands are enjoying
growth within the Starwood Hotels &
Resorts portfolio. While Four Points has
27 units across Canada, Aloft and Element
are also developing in areas where there
is a strong demand for domestic business
travel. Recent openings include the Aloft
Calgary University (Starwood’s first in

SLOW AND STEADY
Starwood Hotels & Resorts gears up to celebrate a milestone as
the company’s select-service properties come of age in Canada
BY JACKIE SLOAT-SPENCER

T

he team at Starwood Hotels & Resorts has reason to celebrate. The
Stamford, Conn.-based company is on target to grow its Canadian hotel
portfolio to 70 hotels within the next 12 months. Hotelier magazine
caught up with Simon Turner, president of Global Development and Scott Duff,
senior director of Development for Canada and Alaska, to find out the newest
developments and more about the company’s blossoming Four Points By Sheraton brand.
“When you look at Canada, Four Points is the star, from a volume standpoint,” affirms Turner. Four Points by Sheraton, a mid-market ‘specialty-select
service’ model, is leading Starwood’s growth in Canada, with 27 hotels and
counting, including the upcoming Four Points Regina in Saskatchewan,
Four Points Surrey in B.C. and Four Points Moncton in New Brunswick. As
well, agreements have been signed for units in Estevan and Lloydminster in
Saskatchewan.
Comparing it to a “shrunken-down Sheraton,” execs say the specialty selectservice product offers full-service amenities, such as food and beverage, but it’s
scaled and adapted to the local market, with a range of 125 to 150 rooms. The
model is leading to a flurry of development in secondary and tertiary markets,
such as Prince George, B.C. “Even though it may be a tertiary market, it still
may be a very important one because of the size of the geographic area it services,” Duff explains.
In Canada, the team is finding equal opportunities for new builds and conversions. “Particularly out west, there’s a great little niche business where we’re
building smaller Four Points. They’re very marketable, they hit the market
quickly, they’re quick to build, and there’s a ready market to sell them,” says
Turner. “People aren’t building [the bigger type] of hotel today — that fullservice upper-upscale with several hundred rooms is pretty rare,” Duff adds.
Development-wise, execs are adamant their growth in the Canadian market is
slow and steady. “You can measure the success of what we do by the quantity of
growth, but having a close eye on the quality of our growth is really important,
[not] just putting dots on a map,” sums up Turner. “At the end of the day, we are
a brand-driven company.”

hoteliermagazine.com

Western Canada), the Four Points Waterloo-Kitchener Hotel & Suites in Ontario
and Canada’s second Element, which is
slated to open in Vancouver next year.

EAST MEETS WEST

Access to diverse capital in the Canadian
hotel business is on the rise, says Simon
Turner, president of Global Development
at Starwood Hotels & Resorts, pinpointing a trend on the West Coast. “We’re
beginning to see high net-worth Chinese
investors come into southern California,”
he says, explaining that Four Points and
other Starwood brands are starting to be
developed where Chinese private capital
is available. And, a similar trend is formulating in Canada as inbound travel from China
begins to trickle into Vancouver from the
U.S., notes Turner.
JULY/AUGUST 2014 HOTELIER
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BIRTHDAY
BASH
Brazilian dancers, a steel-drum player
and a spoken-word artist set the scene
for a celebration at the Hilton Toronto/
Markham Suites Conference Centre
& Spa, which recently marked its 25th
anniversary with a big bash. A selection of the 500 guests, which included
staff members, hotel partners and Markham Mayor Frank Scarpitti, were led
on tours of the recently renovated property. The $15-million revamp includes
an Eforea: Spa concept, an urban lobby lounge, the revamped Unionville
restaurant and modern designed meeting spaces. The evening concluded with
a Parisian-themed cocktail reception where Gary Steffen, VP of Global Brand
Performance at Hilton Hotels & Resorts, (pictured, left) took to the stage to
present the 25-Year Achievement Award to Herman Grad, president of Hilton
Toronto/Markham Suites Conference Centre & Spa (pictured, right).

BEE
SUSTAINABLE
Toronto-based Fairmont Hotels & Resorts is
building buzz around its ‘Bee Hotel’ project,
which helps provide a home for pollinator bees by installing beehives on rooftop
gardens, such as the installation atop the
Fairmont Royal York Hotel in Toronto.

InBrief
Montreal’s Caisse de Dépôt et Placement du Québec is slimming its hotel
portfolio, announcing plans to sell
the Fairmont Royal York in Toronto
and the Fairmont Hotel Vancouver...
McLean, Va.’s Hilton Worldwide
has unveiled the new hotel collection, Curio, which comprises four- to
five-star hotels across the globe that
cater to a local and authentic experience...Vancouver-based Opus Hotel
Corporation has announced a new
110-room Opus Hotel set to open in
Richmond, B.C. in 2017…Quebec’s
Wakefield Mill Hotel & Spa recently
opened its rebranded spa concept,
Spa Eau Vive, offering new treatments such as a detoxification bath
with Terre d’Hysope remineralizing
salts and essential oils as well as yoga
classes…Winnipeg’s Temple Hotels
Inc. is honing in on Thunder Bay,
Ont. for its latest acquisitions, which

include the 92-room Days
Inn North and 92-room
Days Inn & Suites for
$26.5 million...The Radisson Hotel & Conference Centre Canmore
in Alberta has been
converted into the new
Coast Canmore Hotel &
Conference Centre. The
re-branded property opened
last month.

People
In June, hospitality veteran
J. Charles Grieco was
presented with an honorary
doctor of laws degree from
the University of Guelph
in Ontario, in recognition of his leadership in
the Canadian hospitality

North Palm Beach, Fla…
Chris Hunter has been
named director of Development at Calgary-based
MasterBuilt Hotels. In his
new role, he will oversee
the company’s development in Canada as well
as commercial real-estate
investments...The Ontario
Restaurant Hotel and
Motel Association elected
its new Board of Directors for 2014-2015. Tony
Elenis continues to serve as
president and CEO, while
the executive committee
consists of: Darren Sim,
chair; David Blades, past
chair; Steve Robinson,
vice-chair; Al Richards,
secretary-treasurer; Sherry
MacLauchlan, director;
Stanley Goodman, director; and Mike Ziola, chair
of Regional Presidents.

SupplySide
Catherine Velie

and tourism industry…
Catherine Velie is the
new GM of the Sheraton
Gateway Hotel in Toronto
International Airport.
Most recently, she served
as director of Operations
at Le Centre Sheraton
Montreal Hotel…Paul
Hsu has been appointed
SVP of Acquisitions at
Driftwood Hospitality
Management, based in

Chris Hunter

Quebec City-based Innvue
was a finalist in the BDC
Young Entrepreneur
Awards for its new Odyssey
platform, which combines
an interactive smart television experience, with a
marketing and e-commerce
channel…Choice
Hotels has teamed with
Conshohocken, Pa.-based
Zuppler to launch choicehotelsmenus.com, a site
where guests can order and
pay for in-room dining
delivered from restaurants
in the area…Josh Lesnick
has joined Wyndham
Hotel Group, based in
Parsippany, N.J., as its new
chief marketing officer in
charge of the brand’s online
marketing, e-commerce
and global sales.
hoteliermagazine.com

THE

2014

TOP
5O
REPORT
This year’s round-up
of the top-performing hotel
companies is complemented by
an overview of the high-ranking
companies and what
sets them apart
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GUIDING LIGHTS
Wyndham, SilverBirch and Choice shone brightly
on this year’s Top 50 Report BY LAURA PRATT

A

sk investors, analysts and
industry pundits to characterize the past year, and
many will tell a similar
story: 2013 was a good
year for hotel investments. But, pose
the same question to hotel operators, and
they will tell a slightly different tale. As
always challenges abounded, but the top
performers persevered, developing, renovating and creating better operating systems
that contributed to gross sales of $17.9
billion on Hotelier’s Top 50 Report, up from
$16.9 billion last year. Standout companies
included Parsippany, N.J.-based Wyndham
Hotel Group, Vancouver-based SilverBirch
Hotels & Resorts as well as Mississauga,
Ont.-based Choice Hotels Canada Inc.,
which realized strong year-over-year growth.

WYNDHAM
HOTEL
GROUP
As the fifth-ranking
company on the Top 50
Report, Wyndham posted
$791.9 million in gross
sales, a 7.9-per-cent jump
in 2013 over 2012. The
worldwide company, with
13 brands spread among
4,700 hotels in 68 different
countries, including nearly
500 in Canada — such as
Super 8, Ramada hotels,
Days Inns and Microtel
Inn & Suites by Wyndham
— had a strong fiscal 2013
due to strategic purchasing decisions, tactical
renovations and carefully
cultivated relationships
with suppliers whose efforts

hoteliermagazine.com

GROWING STRONG
(clockwise from top left)
The Wyndham Hotel Group
has had a strong year, with
the growth of its Microtel by
Wyndham brand and new
online leverage for its owners
at its brands, including
Ramada and Super 8

hoteliermagazine.com

and financial wherewithal
advanced their cause.
Keith Pierce, EVP, Brand
Operations, Wyndham,
calls his company’s “very
strong” property growth
key to its fruitful 2013.
And that growth, he says,
was a result of various
initiatives and resources
for its owners, including
loyalty programs, advertising syllabuses, distribution
channels, a strong central
reservation system and
a range of promotionaltype gambits. Wyndham
Rewards, for example, a

10-year-old loyalty program
that tracks its genesis to
the U.S., has been aggressively growing its partnerships in Canada, including
the recent addition of
Aeroplan. Wyndham has
9.3 million active loyalty
members and expects to
reach 10-million members
this year.
The company’s growth
was largely due to the
development of its Microtel
brand. “It’s been incredible
how quickly they’ve been
able to get their master
deals in the ground,” Pierce

enthuses. “A lot of hotels
have either opened, are
under construction or on
their way and in a short
period of time.” Until
recently, the Wyndham
Hotel Group only had a
handful of Microtels in its
Canadian stable, including
Microtel by Wyndham in
Estevan, Sask., the organization’s first prototype hotel
in the country. The success
enjoyed by this landmark
economy offshoot of the
worldwide chain, which
opened in November
2012, set in motion a series
of projects. Wyndham’s
master development agreement with Calgary-based
MasterBuilt will see the
addition of 75 Microtel
hotels across Canada
during the next 20 to 25
years, with Wyndham as
franchisor and Microtel as
builder, owner and operator
of the properties.
Wyndham has also leveraged its strength as a multibranded organization to the
consumer by cross-selling
on brand.com websites.
So, if a potential guest logs
on to the Ramada site to
book a room at the Calgary
Airport but finds nothing
available, other Wyndham
brands will be listed as
alternatives. This is a new
addition to its capabilities.
Moving forward,
Wyndham will strengthen
its existing relationships,
continue to support its
properties and introduce
more of its unrepresented
brands to Canada, including Hawthorn Suites,
an extended-stay player
currently operating in
the U.S., the U.A.E. and
Nigeria.
JULY/AUGUST 2014 HOTELIER
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CHOICE
HOTELS
CANADA
INC.
It’s been a fruitful year for
Choice Hotels Canada
Inc., which found footing in recent renovation
projects. Assuming the
11th spot on the Top 50,
the company earned $509
million in gross sales, an
increase of 4.5 per cent in
2013 over 2012. Part of its
success is due to its ongoing “improve-or-remove”
campaign, which focused
on giving a new face to 85
Comfort hotels across the
country in 2013, a project
representing a $65-million
investment by the properties’ owners.

12
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“To stay relevant, we
knew we had to invest in
our hotels to improve our
breakfast programs and
make guestrooms more
contemporary,” says Tim
Oldfield, managing director. “While the Canadian
traveller likes fair value,
he also likes current and
contemporary style.” The
broad-scale interior renovation encompassed new
furniture, carpeting, wall
coverings and light fixtures
in the guestrooms and
public spaces. The lobbies
were transformed to make
them more inviting, and
guestrooms were converted
to introduce breakfast
rooms. The operational
disruption was kept to a
minimum thanks to the
group’s largest hotel owner,
Mississauga, Ont.-based

InnVest REIT, which hired
a project-management
company to complete the
renovation in less than six
weeks with minimal impact
on the guest.
Still, “2013 wasn’t an
easy year by any stretch,”
admits Oldfield. Increased
competition, social-media
demands, an ongoing
call for novelty in the
marketplace, and a “fickle”
consumer whose visits to
Choice’s more than 300
Canadian hotels were
intermittent, left the
company’s franchise owners
— many of whom are
single-family businesses —
working hard to improve
guest counts.
To address these
challenges, head office
beefed up franchisee
support, and rising franchisee satisfaction survey
scores reflect that. “Our
franchisees tell us loud and
clear that they appreciate
our very human element
in dealing with them. We
tailor our services to what
they need in their marketplace,” affirms Oldfield.
In fact, Oldfield listened
to franchisees who asked

TOP 5O REPORT

NEW LOOK
Choice Hotels Canada Inc.’s
85 Comfort hotels were updated last year with new
furniture, carpeting, wall
coverings and light fixtures

for more training options
and added a Webinar
program. It streams training to properties directly,
saving franchisees from
having to pay to send
employees for regional
training. These sessions
— developed in 2013 and
launched in 2014 — take
place weekly and cover
many topics in both of
Canada’s official languages.
Continued growth across
the brand portfolio is a
priority for Choice, which
has already opened three
new hotels in 2014 with
plans for a dozen more
hotels this year. “You’ve
always got a market that’s
on fire and a market that
sits at the opposite end
of the spectrum,” says
Oldfield, referencing the
nation’s big hotel chains.
“[There’s] a tremendous
averaging phenomenon
that takes place. But 2013
was an absolutely successful
year for some of us.”
hoteliermagazine.com

Welcome To The Superior Performance of BEST WESTERN PLUS®

Now’s the time to build a BEST WESTERN PLUS®.
• Lowest ongoing fees of any major chain.
• BEST WESTERN PLUS is a strong contender in the North America upper-midscale
market with the lowest fees translating to higher profits.
• A global leader in hospitality with more than 4,000 hotels in over 100 countries and
territories worldwide.*
• Winner of dozens of industry awards – Best Hotel Loyalty Program, Best Hotel
Website by Compuware, and Brand Keys Customer Loyalty.

BEST WESTERN PLUS is designed to drive customers to your door and profits to your
investment portfolio like never before. Talk to Best Western International today.

bestwesterndevelopers.com | 800.847.2429
*Numbers are approximate and may fluctuate. Each Best Western® branded hotel is independently owned and operated.
Best Western and Best Western marks are service marks or registered service marks of Best Western International, Inc. ©2014 Best Western International, Inc. All rights reserved.
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SILVERBIRCH
HOTELS &
RESORTS
“We’re one of the few
companies selling hotels,
building new hotels and
potentially buying hotels
— all at the same time,”

boasts Steve Giblin,
president and CEO of
SilverBirch Hotels &
Resorts, which ranks
19th on this year’s Top 50
with gross sales of $162
million, a 63.6-per-cent
jump in 2013 over 2012.
The “dramatic series of
changes” that characterized

the past year included the
shuttering of the Mayfield
Hotel in West Edmonton. Earlier this year, the
property relaunched as
the DoubleTree by Hilton
West Edmonton, sharing
a site with the newly built
Home2 Suites by Hilton.
In Halifax, the organiza-

A BETTER PROPERTY.
AN EVEN BETTER
OPPORTUNITY.
S T R AT E G I C D E S I G N F O R
S T R AT E G I C D E V E L O P M E N T
The new generation of Comfort Suites®
raises the bar on efficient design,
stylish good looks, operational
performance and guest satisfaction.
If you’re seeking a development project
that’s the perfect mix of beauty
and brains, the opportunity is here.
Incentives available for single and
multi-unit development.
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tion toiled through 2013
with a new build on the
downtown site of the
Citadel Hotel, which it
tore down to make way
for a Homewood Suites
by Hilton and Hampton
Inn by Hilton in 2014.
SilverBirch also closed the
Regina Inn in 2013 and,
just before the Grey Cup,
opened the DoubleTree by
Hilton in Regina.
SilverBirch’s transitions unfold beneath an
arching strategy to brand
its hotels as Hiltons or
Marriotts, two companies
with whom SilverBirch
has good relationships. By
2018, Giblin predicts the
company’s current portfolio
of 20 hotels will blossom
into 35 Hilton and Marriott properties. “We’re doing
this because Canada’s
[becoming] much more
international, not only
with tourism, but economically, with national
resources, affiliations with
China, trade agreements
EXPAND AND
CONQUER SilverBirch
Hotels & Resorts is
looking to grow its Marriott
and Hilton portfolio, with
openings such as the
Home2 Suites by Hilton
West Edmonton (below)

Call 905.206.7316 or go to
ChoiceHotelsFranchise.ca to learn more

©2014 Choice Hotels Canada Inc. All rights reserved.
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STRENGTH
TO BUILD ON
When you give guests a great experience, they return again
and again. Our nine distinct lifestyle brands, powered by
a global booking platform and the award-winning Starwood
Preferred Guest® loyalty program, enable us to capture
the hearts and devotion of our guests like no other in the
industry – giving you a competitive advantage to build on.
starwoodhotels.com/development
203 964 4468
hotels From leFt

Sheraton red deer hotel, alberta, Canada // Four PointS by Sheraton Kelowna airPort,
britiSh Columbia, Canada // element Vaughan SouthweSt, ontario, Canada

©2012–2013 Starwood hotels & resorts worldwide, inc. all rights reserved. Preferred guest, aloft, element, Four Points, le méridien, Sheraton,
St. regis, the luxury Collection, w, westin and their logos are the trademarks of Starwood hotels & resorts worldwide, inc., or its affiliates.
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with Korea and others.
The scope of business is
really going to change. And
businesspeople arriving
from [abroad] want to see a
Hilton or Marriott brand.
If they come to Halifax for
a shipbuilding contract and
see a Citadel, it doesn’t
mean anything to them.
But if we have two Hilton
hotels downtown, it’ll
mean a lot.”
SilverBirch, which has
opened approximately 937
guestrooms and unwrapped
five renovated Hilton
hotels (including Canada’s
first Home2 Suites) since
November 2013, is looking
at further developments in
Toronto, the Maritimes,
Vancouver and Calgary.
The company also recently
announced the largest
Marriott Residence Inn in
the world — a $1-millionplus 390-room mixed-use
project that will open in
about two years in Calgary.
Overall, three elements
have facilitated SilverBirch’s transformative
2013, says Giblin: a source
of funding among shareholders who see Canada
as a favourable place to
invest, a stable market
that promises good returns

over the next three years,
and “a great group of
employees who understand
the strategy.” Case in
point: when management
gathered the staff of the
Citadel to explain that the
property would be knocked
down and rebuilt, staffers
cheered. This in spite of the
fact that they’d lose their
jobs for two years. When
SilverBirch reopened the
revitalized property this
past June, almost 70 per
cent of employees returned.
It was a similar story
at the DoubleTree West
Edmonton, where 87 per
cent of displaced personnel
returned to the hotel a year
after it was revamped. “The
company has been built
on an openness that you
don’t see in other companies. People are willing to
talk about their problems,
to come in and say, ‘This
is something we’ve got to
work on.’ By engaging them
in solutions and allowing
them to express themselves,
you build loyalty. And with
our growth, there are a lot
of opportunities to attract
a lot of talented people.
And, I’m glad we have,
because we need them all,”
says Giblin. u
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COMPANY

UNITS
2013

GROSS
GROSS
SALES
SALES
2013 (millions) 2012 (millions)

BUSINESS OPERATIONS

1

1

Four Seasons Hotels
and Resorts
Toronto, Ont.

92 ‡*$4,300.0

*$4,100.0

A private company that operates a portfolio of 92 hotel and resort properties worldwide, including three hotels in Canada. In 2013, it opened new properties in St.
Petersburg, Russia and Shenzhen, China. In 2014, Four Seasons plans to open five
new locations.

2

2

Fairmont Raffles
Hotels International (FRHI)
Toronto, Ont.

109 ‡*$3,994.6

*$3,670.0

A private company that manages 20 hotels in Canada and 89 hotels internationally,
with brands such as Raffles Hotels & Resorts, Fairmont Hotels & Resorts and
Swissôtel Hotels & Resorts. In 2013, the company opened the Fairmont Nanjing in
Jiangsu, China; the Fairmont Baku in Baku, Azerbaijan; Fairmont The Palm in Dubai,
U.A.E; and Raffles Hainan in Hainan, China. In 2014, the company is set to open seven
properties outside Canada.

3

3

Starwood Hotels
& Resorts Worldwide Inc.
Stamford, Conn.

66

$884.0

$897.0

A publicly traded company, Starwood Hotels & Resorts Worldwide Inc. owns, franchises and manages 66 hotels in Canada and 1,180 units outside the country, under
the following brands: Sheraton, Westin, Four Points by Sheraton, Le Méridien, Aloft,
Element, Luxury Collection, W Hotels and St. Regis. Last year, Starwood introduced
the first Element unit to Canada with the opening of the Element Vaughan Southwest
in Vaughan, Ont.

4

6

Marriott Hotels of Canada
Bethesda, Md.

79

$794.7

$640.5

A publicly traded company that operates 79 hotels in Canada and 3,922 globally. Last
year, Marriott Hotels of Canada opened six properties in Canada. It plans to open
13 more units in Canada in 2014, and 420 globally.

5

4

Wyndham Hotel Group
Parsippany, N.J.

497

$791.9

$734.0

A publicly traded company with 497 properties in Canada and 7,485 hotels worldwide.
The Wyndham Hotel Group franchises Baymont Inn & Suites, Hawthorn Suites by
Wyndham, Howard Johnson, Microtel Inn & Suites by Wyndham, Ramada, Super 8,
Wingate by Wyndham and Wyndham Hotels and Resorts. The company has a master
franchisee/franchisor relationship with Days Inn, Knights Inn and Travelodge.

6

5

InterContinental Hotels
Group (IHG)
Atlanta, Ga.

164

*$736.0

*$715.0

A publicly traded company that owns, franchises and manages 164 properties in
Canada and 4,697 worldwide. IHG is the master franchisor of brands such as
InterContinental Hotels & Resorts, Crowne Plaza Hotels & Resorts, Hotel Indigo,
Holiday Inn Hotels & Resorts, Holiday Inn Express, Holiday Inn Resort, Holiday Inn Club
Vacations, Staybridge Suites and Candlewood Suites. The company plans to open 34
hotels in Canada in the next three to five years.

7

7

InnVest REIT
Mississauga, Ont.

128

$594.4

$609.5

8

8

Best Western International
Phoenix, Ariz.

194

*$566.0

*$538.7

9

10

Delta Hotels and Resorts
Toronto, Ont.

39

$545.0

$500.0

A publicly traded company that owns 128 properties in Canada. InnVest owns 50 per
cent of Choice Hotels in Canada. In 2013, it revitalized its Comfort Inn portfolio and
completed renovations on properties in the rest of its portfolio.
A private company that licenses 194 properties in Canada and 4,073 worldwide.
Last year it signed 107 new hotel agreements in North America and expanded to Haiti,
Kenya and Kuwait. It plans to add 24 new properties in Canada in 2014.
A privately held Canadian-owned company that manages 39 properties in Canada,
Delta is a subsidiary of the British Columbia Investment Management Corporation. In
addition to undertaking significant renovations of guestrooms, last year the company
opened the Delta Kingston Waterfront Hotel in Kingston, Ont. New properties scheduled to open in 2014 include The Delta Waterloo in Ontario and the Delta Toronto at
Southcore Financial Centre.

*Denotes estimate ‡ Canadian-owned company whose operations outside Canada are reflected in gross sales and units
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10

9

Hilton Canada Co.
Mississauga, Ont.

93

$543.0

*$532.0

11

11

Choice Hotels Canada Inc.
Mississauga, Ont.

308

$509.0

$487.0

A private company that is the master franchisor of the Comfort, Comfort Suites,
Quality, Sleep Inn, Clarion, Econo Lodge and Rodeway Inn brands. Choice Hotels
Canada has an affiliation program for the Ascend Hotel Collection. In 2014,
the company plans to add 14 properties in Canada.

12

12

Atlific Hotels
Montreal, Que.

60

$424.0

$394.0

A privately owned hotel-management company and franchisor, Atlific Hotels has 60
units in Canada. In 2013, the company opened Canada’s first Element by Westin in
Vaughan, Ont. and began managing the Acclaim Hotel Calgary Airport in Alberta. This
year, the company plans to add 11 properties in Canada.

13

13

Oxford Properties Group
Toronto, Ont.

7

$375.0

$360.0

A privately held Canadian company, and a subsidiary of OMERS, Oxford Properties
Group owns seven properties in Canada. During the past year, it renovated the
Fairmont Banff Springs Hotel and the Fairmont Chateau Lake Louise. It has also
renovated the Fairmont Chateau Whistler and the Fairmont Vancouver Airport.

14

15

Superior Lodging Corp./
MasterBuilt Hotels
Calgary, Alta.

153

$250.0

$210.0

A privately held company that operates as an owner, franchise company and realestate developer, Superior Lodging Corp./MasterBuilt Hotels holds the master development rights for Super 8 Canada, Wingate by Wyndham Canada and Microtel Inn &
Suites by Wyndham Canada. In 2014, the company plans to add 11 properties in
Canada and one new international property.

15

14

Coast Hotels
Vancouver, B.C.

29

$212.9

$213.4

A private company that owns, manages and franchises 29 properties in Canada and
nine properties outside of Canada. In 2013, the company revamped its brand, introducing a new logo, name (previously Coast Hotels & Resorts) and standards. Last year,
the company also opened the Coast High Country Inn in Whitehorse. In 2014, it plans
to continue expansion eastward through Alberta, Saskatchewan and Manitoba.

16

16

Sandman Hotel Group
Vancouver, B.C.

44

‡*$198.6

$178.0

A privately held company, owned by Northland Properties Corporation, with 42 units in
Canada and two international units. In 2014, it plans to open a new property in
Oakville, Ont., St. John’s, N.L., and renovate the Sutton Vancouver hotel.

A publicly traded company that is a subsidiary of The Blackstone Group and the franchisor of 100 hotels in Canada and 4,006 outside the country, with brands such as
DoubleTree by Hilton, Embassy Suites by Hilton, Hampton/Hampton Inn &
Suites by Hilton, Hilton Garden Inn, Homewood Suites by Hilton and Home2
Suites by Hilton. The company has 13 hotels under construction in Canada.

N.B 2012 gross sales adjusted

17

17

Fortis Properties Corporation
St. John’s, N.L.

23

$178.8

$174.7

A private, Canadian-owned company that owns and operates 23 properties in Canada.
In 2013, the company rebranded Greenwood Inn and Suites Calgary as well as
Greenwood Inn and Suites Winnipeg to become the Ramada Plaza Calgary Airport
and a Best Western Plus, respectively.

18

18

Days Inns - Canada
Toronto, Ont.

100

$171.0

$156.0

A privately owned company, Days Inns - Canada is master franchisor of Days Inns
Worldwide, Inc., with 100 properties in Canada. Last year, the company opened two
new properties in Yorkton, Sask. and Winnipeg as well as conversion properties in
Whitecourt, Alta. and Stephenville, N.L. In 2014, the company plans to open between
eight and 10 properties in Canada.

19

21

SilverBirch Hotels & Resorts
Vancouver, B.C.

15

$162.0

$99.0

A private, Canadian-owned company that owns, develops and manages 15 properties
in Canada. In 2013, the company opened two new properties in Canada.

20

19

Carlson Rezidor Hotel Group
Minnetonka, Minn.

26

*$159.0

*$144.0

A private company that owns, manages and franchises 26 properties in Canada and
1,082 properties internationally, including Radisson Blu, Radisson, Park Plaza, Park Inn
by Radisson and Country Inns & Suites by Carlson. The company plans to add six new
units in Canada in 2014.

21

27

O’Neill Hotels & Resorts Ltd.
Vancouver, B.C.

44

‡$135.4

$75.6

A private, Canadian-owned company that is the manager and developer of three properties in Canada and 41 properties outside of the country. In 2013, the company
entered into long-term, exclusive management with American Hotel Income Properties
REIT LP and added 38 hotels to its management portfolio. In 2014, the company
expects to manage 10 to 12 more hotels. It also has four hotels under construction.

22

20

Executive Hotels and Resorts
Vancouver, B.C.

16

$105.0

$105.0

A privately held company with 16 units in Canada. In 2013, it began construction of
the 163-room Executive Hotel Le Soleil in New York, which is scheduled to open in
2015.

*Denotes estimate ‡ Canadian-owned company whose operations outside Canada are reflected in gross sales and units
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23

22

Easton’s Group of Hotels
Markham, Ont.

15

$103.8

$96.0

A privately owned company, Easton’s Group of Hotels owns 15 properties in Canada.
Last year, it acquired a property in Markham, Ont., which is being converted to a
Courtyard by Marriott and TownePlace Suites by Marriott. Recently, it opened a
TownePlace Suites by Marriott in Thunder Bay, Ont. The company plans to add one
unit in 2014.

24

24

Accor Canada Inc.
Mississauga, Ont.

8

$90.4

$88.4

A subsidiary of Accor S.A. in Paris, France, Accor Canada Inc. owns, franchises, and
manages eight properties in Canada.

25

26

Crescent Hotels
& Resorts Canada
Toronto, Ont.

14

$77.0

$77.0

A privately owned company that manages 14 properties in Canada and 77 worldwide.
In 2013, Crescent Hotels & Resorts Canada signed two new Canadian management
contracts, increased the number of managed rooms by 24 per cent and continued its
expansion into Western Canada. In 2014, the company plans to add 17 properties in
Canada and 62 outside the country.

26

30

Groupe Germain Inc.
Quebec, Que.

9

$74.9

$66.7

A private company that owns nine hotels in Canada. Last year, Groupe Germain Inc.
opened the Alt Hotel Halifax Airport. This year, it opened the Alt Hotel Montreal
Griffintown.

27

28

Genesis Hospitality Inc.
Brandon, Man.

10

$73.5

$73.5

Genesis Hospitality Inc. is a private company that owns 10 hotels in Canada.

28

29

Royal Host Inc.
Halifax, N.S.

19

$69.9

$76.2

A publicly traded company that owns 19 properties in Canada. Recently, Royal Host
Inc. elected to terminate its management contract with Crescent Hotels and Resorts
Canada and manage the company’s portfolio internally. Earlier this year, it sold the
Travelodge Chatham and Travelodge London South in Ontario.
N.B. 2012 gross sales adjusted
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29

35

Concord Hospitality
Enterprises Company
Raleigh, N.C.

12

$65.0

$54.7

A private company that owns, manages and develops 12 properties in Canada and 93
internationally. In 2013, it opened and/or assumed management of 16 new properties
and renovated nine hotels. The company has nine properties under construction and
plans to open at least four premium select-service hotels.

30

31

Airline Hotels
Saskatoon, Sask.

8

$61.7

$59.9

A privately owned company with eight properties in Canada. During the past year,
it began room upgrades at all of its properties. It also opened a “We Proudly Brew
Starbucks” kiosk in two full-service hotel lobbies. Airline Hotels recently purchased
the Ambassador Hotel & Conference Centre in Kingston, Ont.

31

33

Holloway Lodging Corporation
Halifax, N.S.

17

$61.0

$58.4

A publicly traded company that owns 17 properties in Canada and one property outside of the country. In 2013, it added eight rooms to the Super 8 Fort St. John property
in B.C., purchased the Holiday Inn Express Stellarton-New Glasgow in Nova Scotia
and renovated the Super 8 Yellowknife.

32

34

Gouverneur Inc.
Montreal, Que.

11

*$57.0

*$57.0

A privately owned company that owns, manages and franchises 11 properties, including Hôtel le Chantecler and Gouverneur Hotel Trois-Rivières in Quebec.

33

23

Skyline Hotels & Resorts
Toronto, Ont.

4

$56.7

$89.7

A publicly traded company and a subsidiary of Skyline International Development
Inc., Skyline Hotels & Resorts owns, develops and manages four properties in Canada.
Last year, the company purchased 136 acres of land to be developed in and around
Blue Mountain Village in Ontario. It also renovated the Pantages Hotel in Toronto;
installed a new ski lift at Horseshoe Resort in Barrie, Ont.; and renovated the
Deerhurst Resort in Huntsville, Ont. The company plans to open two units in Canada
in 2014.

*Denotes estimate

Housekeeping &
Cleaning Services
Jani-King provides a great
alternative that helps you exceed
your guests needs while meeting
your budget.
Our Services Include:
Room attendants
Laundry attendants
All housekeeping positions
Front & Back of House cleaning
Kitchen & Restaurant cleaning

Learn more.

Scan the QR code using
your smartphone for
more information on
Jani-King’s hospitality
cleaning services.

800.565.1873 | www.janiking.ca
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34

25

Lakeview Management Inc.
Winnipeg, Man.

25

‡$55.6

$79.1

A private, Canadian-owned company that is the owner, developer, manager and franchisor of 24 properties in Canada and one unit outside of the country. Lakeview
Management Inc. is the master franchisor of Lakeview Inns & Suites. Last
year, it opened the Grand Winnipeg Airport Hotel at the Winnipeg International Airport
as well as the Lakeview Hecla Island Resort in Hecla Provincial Park, Man.

35

40

Pomeroy Lodging LP
Grande Prairie, Alta.

17

$55.5

$45.5

Pomeroy Lodging LP is the owner, franchisor, manager and franchising company of 17
units in Canada and is the master franchisor of Pomeroy Inn & Suites, Pomeroy Hotel
and Stonebridge Hotel. Recently, the company opened a Pomeroy Inn & Suites in Olds,
Alta., and a Holiday Inn Express in Fort St. John, B.C. The company plans to add one
new unit in Canada in 2014.

36

38

Stagewest Hospitality
Calgary, Alta.

4

$53.8

$49.0

A privately owned company that owns and manages four properties in Canada,
Stagewest Hospitality is a subsidiary of Mayfield Investments Inc.

37

37

Northampton Group Inc.
Mississauga, Ont.

16

‡$52.6

$50.0

A public, Canadian-owned hotel-management company, Northampton Group Inc. operates 15 properties in Canada and one property outside of the country.

38

36

The Rosdev Group
Montreal, Que.

8

‡$48.0

$50.9

A private, Canadian-owned company with four properties in Canada and four international properties. The Rosdev Group plans to build a new Courtyard by Marriott in
Montreal and open two new properties outside the country.

39

39

Sawridge Group of Companies
Edmonton, Alta.

4

$43.5

$47.3

A private company that owns four properties in Canada. In 2013, it began construction
on a 151-room Best Western property in Fort McMurray, Alta. In 2014, the company
plans to add one new unit in Canada.

‡ Canadian-owned company whose operations outside Canada are reflected in gross sales and units
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40

41

New Castle Hotels & Resorts
Shelton, Conn.

7

$40.4

$41.7

New Castle Hotels & Resorts is a private company that owns, manages, franchises
and develops seven properties in Canada and 27 worldwide. It franchises
Marriott hotels, which include Autograph Collection, Courtyard and Residence Inn;
Hilton hotels, which include Garden Inn, Hampton Inn and Homewood Suites; and
Starwood properties, which include Westin, Sheraton and Four Points. Last year
the company renovated and converted The Algonquin Resort in New Brunswick to
a Marriott Autograph Collection. The company plans to add two new units in Canada
in 2014.

41

43

Loews Hotels
New York, N.Y.

2

*$36.3

*$34.6

A subsidiary of Loews Corporation that owns and manages two units in Canada and
18 international locations in 2013. In February, the company sold the Hôtel Loews Le
Concorde Québec. The company plans to open one new unit in Chicago.

42

44

Realstar Hospitality Corp.
Toronto, Ont.

24

$32.9

$31.1

A privately owned company that is the master franchisor of Motel 6 and Studio 6; it
has a master agreement with G6 Hospitality LLC. The company has 24 franchised
properties in Canada. In 2013, Realstar Hospitality Corp. added a Studio 6 in Toronto
and Motel 6 in Regina. It plans to open at least three new properties.

43

47

Palm Holdings
Toronto, Ont.

10

‡$25.0

$20.0

A private, Canadian-owned company that owns five properties in Canada and five
properties outside of the country. In the past year, Palm Holdings opened a Four Points
by Sheraton in Waterloo-Kitchener, Ont. and purchased three Travelodge properties in
London, Ont., Chatham, Ont. and Niagara, Ont.

*Denotes estimate ‡ Canadian-owned company whose operations outside Canada are reflected in gross sales and units
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44

45

One King West Hotel
& Residence
Toronto, Ont.

1

$24.7

$23.1

45

–

Canadas Best Value Inn
Coral Springs, Fla.

27

$22.7

—

46

48

Bellstar Hotels & Resorts
Calgary, Alta.

10

$22.5

$16.0

A privately owned company that is the owner, manager and developer of 10 properties in Canada. In 2013, Bellstar enhanced its Stay Green sustainability program. This
year, it plans to add one new property in Canada.

47

47

Monte Carlo Inns
Mississauga, Ont.

8

$20.0

$20.0

A private company that owns, develops, manages and franchises eight properties in
Canada. In 2014, Monte Carlo Inns plans to add one unit in Canada.

48

46

Brookstreet Hotel Corp.
Kanata, Ont.

1

$19.5

$21.3

A private, Canadian-owned company, Brookstreet Hotel Corp. is a subsidiary of Wesley
Clover International Corporation and owns one property in Canada. In 2014, it plans to
add two new properties outside Canada.

49

48

D.P. Murphy Hotels
and Resorts
Charlottetown, P.E.I

8

$18.0

$16.0

A private, Canadian-owned company and subsidiary of D.P. Murphy Inc. that owns,
develops, and manages eight properties in Canada. Recently it acquired Lakeview Inn
& Suites Fredericton in New Brunswick. The company plans to convert the Lakeview
Inn & Suites in Fredericton to a Holiday Inn Express Fredericton.

50

49

Hockley Valley Resort
Mono, Ont.

1

$15.0

$12.6

A privately owned property, Hockley Valley Resort recently renovated guestrooms and
meeting rooms and added a new spa treatment room.

One King West Hotel & Residence is a mixed-use hotel development project.
The hotel is currently undergoing renovations.
A private company, Canadas Best Value Inn is a subsidiary of Vantage Hospitality
Group, Inc., with with 27 units in Canada. The company plans to rapidly expand
Canadas Best Value Inn development in 2014 and 2015.

TRENDS

FOLLOW THE LEADERS

How top hotel brands are delivering five-star social-media experiences
BY REBECCA HARRIS

W

hen it comes to
social media,
hotels have a
built-in edge: their offerings are highly visual,
and they’re all about the
one-to-one touch. What
other types of companies can post enticing
pictures of guests drinking
Champagne poolside,
while mining real-time
data to find out when a
potential customer will be
visiting the area?
“On social media, hotels
have the opportunity to
talk about everything they
do well, directly to the
consumer,” says Natasha
Koifman, founder and
president of NKPR, a
public relations and digital
agency with offices in
Toronto and New York.
“On top of that, both the
consumer and the brand
get to share highly visual
content. So it almost feels
like social media was created for hotels.”
But “going social”
isn’t about setting up
accounts on the appropriate platforms and blasting
content to consumers.
Companies need thought-

hoteliermagazine.com

out strategy that will drive
engagement and deliver
results. Here’s how savvy
hotel brands are using
Twitter, Facebook and
Instagram to do just that.
TWITTER: Brand
engagement in
140 characters or less

Twitter is a great vehicle
for sharing news, responding to questions and
promoting offers. But some
hotel companies are using
it in more creative ways.
Two years ago, McLean,
Va.-based Hilton Hotels
& Resorts started
@HiltonSuggests, which
helps travellers looking
for insider tips. More than
100 Hilton employees
globally are available to
respond to people asking
for recommendations on
where to eat, where to stay
and what to see in cities
around the world. For
example, if someone tweets
that they’re visiting Prague
and are looking for good
restaurants, a local Hilton
employee will chime in.
“No one knows these
markets better than our
local team members, so

[our] model allows them
to search, find and assist
travellers on the go in their
hometowns,” says Vanessa
Sain-Dieguez, director of
Social Media Planning
& Integration based in
Orlando, Fla. at Hilton
Worldwide, which also has
a corporate Twitter handle
(@HiltonHotels) and
numerous property-specific
ones, too.
Even if the traveller
isn’t a Hilton customer,
the interaction is beneficial, says Sain-Dieguez.
“Not only does this type of
engagement build brand
equity and awareness, it
also converts. We often
have travellers come back
and inquire about staying
at a Hilton property.”
New York-based Loews
Hotels & Resorts is also
using Twitter in innovative
ways. Last November, the
company began allowing
travellers to book rooms
directly via Twitter. Travellers can simply tweet their
need for a reservation to
@Loews_Hotels with the
hashtag #BookLoews.
A Loews travel planner
will then start a Twitter

conversation and tweet a
link to a secure live chat
for payment information.
“Loews is going directly
to the consumer, which
is pretty incredible,” says
Koifman. “If you make it
easy for the consumer, it
works spectacularly well.”
FACEBOOK: Building
customer relationships
with storytelling

With 10 years under its
belt and 1.28-billion users
worldwide, Facebook still
reigns supreme. But it can
be tough to stand out, since
it’s the primary and most
established social channel
for many companies.
“Lots of hotel brands are
engaging on Facebook, so
you have to put thought
and creativity into standing
out and providing content
your audience
values,” says Sarah
Kirby Yung, executive director,
Marketing and Communications at Coast Hotels
in Vancouver. “That’s the
challenge constantly —
trying to be creative and
innovative.”
To keep it fresh,
JULY/AUGUST 2014 HOTELIER
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SITE SELECTION
The question in social media
isn’t where do you start,
but where do you stop?
“Technology is moving at
such a fast pace and with that
comes new networks in new
regions,” says Vanessa SainDieguez, director of Social
Media Planning & Integration
at McLean, Va.-based Hilton
Worldwide. “With each one, we
have to decide whether or not
it’s strategic to engage.” It’s not
practical to pounce on every
shiny new object, but here are
three safe bets for hotels:
PINTEREST: This digital
scrapbook allows users to
“pin” pictures of things they
like. There are an estimated
70-million users, and the site is
extremely popular with women.
The Algonquin Resort in St.
Andrews, N.B., uses Pinterest as
a concierge tool: iPads throughout the lobby and guest areas
are set to the resort’s Pinterest
page, with links to various activities and attractions.
LINKEDIN: A social network
for professionals, LinkedIn has
300-million members worldwide. Brands can reach an
audience of influential, affluent
decision-makers through company pages, links to content
and sponsored groups. Hilton
Worldwide, for example, posts
news about the company, photos of special events and more.
YOUTUBE: Online video isn’t
just clips of skateboarding fails
and cat tricks — it’s a key part
of content marketing. Last year,
three of the top 10 list of mostwatched videos on YouTube
were branded content videos.
“Video is very expensive and
difficult to produce well,” says
Patrick Thoburn, co-founder of
Matchstick Inc., a social-media
marketing firm in Toronto. “But
when it’s done well, nothing can
beat it.”

26
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Coast Hotels has regular
weekly features such as
#RefreshinglyLocal, which
highlights various Coast
properties and local tips
from guests and #FoodieFridays, which poses questions
to followers, such as asking
what they’d like for breakfast in bed.
This past spring, Coast
Hotels launched the
Great Coast Road Trip,
a social-media campaign
with bloggers travelling on different legs of a
month-long tour across
Canada and down the U.S.
coast. Coast Hotels used
Facebook to announce
new posts from its bloggers
and to promote the “Spot
the Coast Car” weekly
giveaway, which invited
people to snap a photo of
the branded Coast car and
tag it with #GreatCoast
RoadTrip.
There was strong engagement and an increased
number of followers on
Facebook, which was
a strong metric for the
campaign, says Kirby Yung.
She notes that Coast

Hotel’s Facebook followers have quadrupled to
more than 9,000 in the last
year, as the company has
become more active with
campaigns.
For The Algonquin
Resort in St. Andrews,
N.B., Facebook is an
opportunity to tell the
brand’s story, says Tim
Ostrem, GM. “We like to
minimize the amount of
direct marketing we do
on Facebook and use it to
create engagement with
loyal friends and followers,”
he says.
The resort’s Facebook
page features details about
events at the property
and in the region, links to
media coverage, photos,
giveaways and contests. For

example, for Valentine’s
Day, The Algonquin Resort
created the Share Your
Love Story contest, inviting people to submit photos
and stories about how they
met, had a first date and/or
got married at the resort.
With Facebook, it’s
becoming increasingly
important for brands to
invest in paid media to
ensure their posts reach
audiences. “Your content
will be seen organically
by few of your Facebook
page fans, so you have to
not only spend resources
on creating that content
but also on amplifying the
content with paid media,”
says Patrick Thoburn,
co-founder of Matchstick Inc., a social-media
hoteliermagazine.com
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marketing firm in Toronto.
This can be achieved for a
low CPM (cost per 1,000
impressions) — usually
less than $5. So, for a page
with 50,000 Likes, a few
hundred dollars will ensure
nearly every fan is reached,
notes Thoburn.
INSTAGRAM: A pictureperfect fit for hotels

Instagram is often
overshadowed by more
established networks such
as Facebook and Twitter,
but the photo- and videosharing site is a great fit for
hotel brands since it’s all
about imagery.
“Instagram helps to
create the visual, because
often people don’t know
what the hotel looks like,”

hoteliermagazine.com

says NKPR’s Koifman. “It
saves them from having
to go on the website and
click through all the images
and information. But if
the images are in your
Instagram feed, it’s more
inspiring…. You feel more
emotionally connected to
the brand.”
Another compelling
reason to get snap-happy
is the sheer numbers:
there are now more than
200-million Instagram users
worldwide. And Instagram
is the fastest-growing
social-media site in the
world, increasing its active
user base by 23 per cent in
the second half of 2013,
according to London, U.K.based GlobalWebIndex.
Hilton Hotels & Resorts

started its corporate Instagram account (@HiltonHotels) late last year, and
it now has more than 8,600
followers. “With so many
inspiring destinations
worldwide, compelling
imagery plays a key role in
our content strategy,” says
Sain-Dieguez.
The company posts
gorgeous photos from the
brand’s properties worldwide as well as behind-thescenes shots from sponsored
events. For example, in
May, Hilton sponsored the
Godzilla premiere in L.A.,
since the Hilton Hawaiian Village Waikiki Beach
Resort was depicted in the
movie. Hilton posted realtime photos of stars on the
red carpet.

When it comes to
metrics for Instagram,
brands can track the
number of followers,
growth in followers and
the number of likes and
comments to assess engagement. “Unless you offer
something that’s appealing to people, they’re not
going to follow you,” says
Koifman. “The key is to
maximize things that are
unique to your hotel. It’s
also important not to
overuse Instagram, because
nobody wants to get 17
pictures in their feed from
one place.” What people
do want is to be part of a
community at their fingertips, and hotels can make
that happen via multiple
social-media channels. u
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FOCAL
POINT

The newest hotel lobby renovations hone in on social dynamics
BY DENISE DEVEAU

I

n the past, hotel lobbies were not much more than
waiting rooms where guests spent as little time as
possible. Today’s lobbies are morphing into social hubs
where guests converge to work, play, wine and dine.
The newest lobby re-designs boast larger spaces,
more amenities (from cafés to retail stores), and reception
pods that usher staff forward from the back wall to centre
stage. Workstations and sombre colours are out, while
communal living-room style furniture groupings and light,
bright palettes are in.
Lobby design is now about creating social spaces and
merging different functions into one area, says Greg
Keffer, principal and studio leader at Rockwell Group, a
New York-based architecture and design firm. “They’re
breaking down the boundary lines between more
traditional uses,” he says, adding that the advent of Wi-Fi
is making lobbies focal areas for meetings.
Although lobbies are wide-open spaces, intimacy is

WARM WELCOME
(clockwise, right) The
Radisson Admiral Hotel
Toronto Harbourfront
ushers in a new era with a
bright and spacious lobby
and cube-style seating;
revamped luxe accoutrements reglamorize the historic Fairmont Le Château
Frontenac; fresh, family
oriented spaces contribute to
the social atmosphere at the
upgraded Westin Trillium
House, Blue Mountain
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offered through strategic furniture groupings. “It’s very
important to not have just one big space for everybody,” Keffer explains. “It’s all about personalization and
connecting with people.”
REVITALIZING HISTORY

The Rockwell Group was behind the design of one of the
Fairmont Le Château Frontenac’s biggest renovations in
its more than century-long history, which was completed
last month. Of the $75-million budget, approximately $2
million was devoted to rejuvenating the lobby area, says
Robert Mercure, hotel GM. “It wasn’t just a renovation. It
was a reinvention to set us up for decades to come.”
The design marries historical elements with contemporary touches. “They took great pains reconditioning,
preserving and highlighting the beauty behind the
woodwork,” Mercure explains. “You can really see the
original design work from 1892 that you didn’t see
before.” Designers restored the marble floors, stained glass
hoteliermagazine.com
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MUSIC TO THEIR EARS
The right music choice can be a critical part of a guest’s
experience in the hotel lobby, says Brad Pressman, president
of Private Label Music, a Reseda, Calif.-based custom music
provider. “It’s one of the first things people experience when
they walk into a hotel.” With the advent of Internet and satellite radio, choices are limitless. Trends today, include:
“Chill out” music. Pressman recommends 80 per cent
instrumental, 20 per cent light vocal to put people at ease,
“but not to sleep.”

Depending on the location, light/smooth jazz or classical
are also in-demand during later hours.
Today, with everything from subscription-based music
services to mixes provided on hard drives for a flat fee to
pre-loaded iPods, there are lots of options to appeal to
guest needs. “Their tastes have widened considerably, so
they expect variety. In the ’70s hotels played what suppliers
wanted them to play. Now you literally have a world of music
at your fingertips,” says Pressman.
A NEW ERA The recently renovated Fairmont Le Château
Frontenac’s rich, new colour scheme and backlit blue onyx
panel behind the front desk is inspired by the St. Lawrence River

windows, original wall sconces, lighting fixtures (including
relamping and replating a huge chandelier in the grand
stairwell leading to the ballroom) and revolving doors.
The preservation was complemented by new, bold stylistic elements, such as backlit marble walls behind reception pods and all-new neo-modern lobby furniture that
pays homage to the original designs of the Maxwell brothers, the architects who designed the tower, furniture and
light fixtures in the 1920s.
Opulent burnt orange and rich blue palettes represent
a departure from the previous browns, beiges and golds.
“Those colours were a hallmark of the past,” says Mercure.
“We went for stunning complementary colours that are
both up-to-date and harken back to Quebec’s history.”
Much of the adjacent business centre has been eliminated to make way for new retail shops. Meanwhile, a new
lower level lobby has been added specifically for checking
in groups and tours.
“The minute you walk in now you feel the grandeur of
the hotel,” Mercure says. “It has more punch, it’s fresher
and more dynamic while still respecting our history.”
CREATING A NEW ENERGY

Guests are in for a visual treat at the Radisson Admiral
Hotel Toronto Harbourfront on Queen’s Quay, as the
30
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property has recently undergone a complete renovation,
including an overhaul of its lobby area.
GM Dermot McKeown says that the work was well
timed, given the focus on the upcoming 2015 PanAm
Games. “The city is pouring millions into Queen’s Quay
to make it a beautiful street,” he says. The renovations
are part of an overall Radisson initiative to improve its
portfolio throughout North America by 2015. While
there were design standards to follow, the Toronto-based
architecture and design firm Chase International took
aspects of the design in a slightly different direction. “It
has a very different feel from what we had before. The
design is very bright and modern and a bit European,” the
GM notes.
The elevator, open stainless steel and wood staircase,
and main door are all within immediate view, making it
easier for staff to see people coming and going. The wall
separating the lobby from the elevator bank was knocked
down, and the overall space was expanded by 1,000.-sq.ft.
to accommodate a Starbucks café and additional seating.
Light-coloured curved and cube-style seating dotted with
eye-popping cushions was also added as well as suspended
lamps and a revamped music selection to create ambiance.
It’s also a perfect setting for business travellers,
McKeown says. “There are outlets everywhere so people
can take their coffee or laptop and sit comfortably while
doing their work. It’s so comfortable, they want to stay in
that space now.”
The reception desk has also now become a centrepiece.
hoteliermagazine.com
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Light rock is a popular choice, especially during the evening/overnight hours when there’s a younger mix of people
passing through the lobby.

DECOR & DESIGN
“It used to be like a typical banker’s box style of lobby,”
McKeown explains. It’s been transformed with lightcoloured wood and bold plants. McKeown is surprised
by the new energy of the lobby. “It’s almost like a light
switch turned on. The change was immediate. There’s a
sense of relaxation and socializing. It looks busy, engaged
and interactive. And the staff react differently. They feel
they’re more in control, because they’re right there to
greet you.”
SMALL CHANGES, BIG RESULTS

At $70,000, the renovation budget for the Westin
Trillium House, Blue Mountain lobby in Blue Mountains,
Ont. may seem small in comparison to other hotel
projects, but GM Stacy Manning says it has completely
changed the way guests interact.
“This hotel opened in 2005, so things were fairly
current. Most of the larger investment for this renovation
went to rooms, hallways, function spaces and workout
rooms,” she says.
Even though it’s a resort, the trends in large urban
hotels catering to corporate travellers translate very nicely
into leisure. “People are grabbing laptops, and there are
more social hubs no matter what brand you’re staying in.

Everyone is looking to create more comfortable lobbies
for people to enjoy,” says Manning. So, furniture was
rearranged to create closer groupings in conversational
areas. There’s also an upstairs lobby area that provides
extra room for families or business guests to gather and sit.
Because of the lobby’s small size, nesting tables of various
heights were added to free up floor space.
“Before it was brown leather sofas with woods. Now
it’s light and airy, with light greens, lots of tub chairs and
square sofas,” Manning explains. “The carpets are still
dark enough with enough pattern, so we don’t have issues
[with stains].”
More often than not, guests don’t want to stay in their
rooms. “We’re bringing a real vibrancy to lobbies. It
provides opportunities for tweens and teens to get together with their moms and dads. Parents come to enjoy a
coffee in the lobby, while the kids are on their iPods or
texting. We’ve also seen people conduct small meetings
where there are sofas and chairs,” she adds.
Manning says when the design was completed just
before Christmas, the effect was palpable. “There was an
instant change in the capacity of the people in the lobby.
I was shocked at how quickly changing the furniture and
moving things around changed things.” u
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TAKE CARE
Keeping a hotel suite
spotless requires a
well-regulated
system, where the
housekeepers and
the tools they use
create a clean, safe
environment
BY JENNIFER FEBBRARO

F

luffing pillows, changing
sheets, wiping down windows
to a glistening shine — these
might seem like fairly simple tasks,
but factor in multiple rooms, availability of linens from laundry operations, hiring and training staff and
balancing the social and physical
welfare of a hotel’s most physically
taxed employees and the challenges
of housekeeping become apparent.
The Hamilton, Ont.-based
Canadian Centre for Occupational
Health and Safety estimates that “a
housekeeper assumes 8,000 different
body postures every shift,” and the
most common injuries include repetitive motion injuries. That’s why hotel
operators have become invested not
just in the trendiest new cleaning
products but in sufficient training for
their housekeeping staff.

LEARNING THE ROPES

Starwood Hotels and Resorts makes
training an annual affair. “Our
Annual Health and Safety training
session [reacquaints] housekeepers
hoteliermagazine.com

with proper working techniques,”
says Cynthia Bond, director of Public
Relations for Stamford, Conn.based Starwood Hotels and Resorts,
explaining how housekeepers learn
how to lift properly, when to use
equipment with extensions and
where to find germ hot spots. “It also
workshops new technologies available
to housekeepers.” However, perhaps
the most essential feature of annual
training is risk prevention.
Todd Seiders, risk manager at
California-based Petra Risk Solutions,
says housekeeping injuries can be
dramatically reduced if hotel managers provide strict rules on the number
of rooms to be completed per day.
“Our analyses have found that the
max any housekeeper can do without
incurring risk to themselves is 15,”
says Seiders. “Once a staff member is
pushed to do more than 15 rooms per
day, they are entering what we call
the ‘danger zone.’” Studies at Petra
Risk Solutions showed that once the
rooms-per-day quotient reached 16 or
higher, the rate of injuries increased
JULY/AUGUST 2014 HOTELIER
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QUICK FIXES
Simple changes can dramatically boost a
hotel’s housekeeping efficiency, according to the Hamilton, Ont.-based Canadian
Centre for Occupational Health and Safety.
LIGHTER VACUUMS: This reduces the
incidence of back and neck injury and will
prevent fatigue in housekeepers.

significantly. “What happens then
safety measures for good housekeepis a domino effect, because injuries
ing. “We recently launched a new
lead to time away and possible
training video on cleaning a guestcompensation, which then leads to
room, which takes into account safe
a rotating staff and new hires, and
cleaning practices while ensuring all
really efficient, knowledgeable house- the key touch points [are reached].
keepers aren’t so easily disposable,”
For example, remote controls get
says Seiders.
covered,” explains Paul Gardian,
Delta uses training videos to
executive director of Brand OperaKBro_QV_Layout
1 2014-06-20
9:06 AM
highlight exemplary
techniques
andPage 1tions at Toronto-based Delta Hotels

EXTENSION TOOLS: These cleaning tools
can be modified so a housekeeper can use
them as needed. It also reduces the risk for
musculoskeletal injuries.
JOB ROTATION: Housekeeper job rotation
is recommended to minimize injury and
muscle pain. For example, workers should
not be expected to do the same tasks daily.
Specific workers should focus on one task
in the room and then switch with another
employee the following week. This allows
different muscle groups to rest and repair.

Canada’s largest laundry and linen
supplier to the hospitality industry.
K-Bro services over 38,000 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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at your property by offering an
extensive line of hospitality products
that enables you to provide the
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& Resorts. Delta also has housekeepers participate in a regular stretching
routine to minimize the risk of injury.
“Housekeepers can sometimes be
looked down upon in some hotels
and that is such a mistake,” cautions
Gardian. “Their jobs are so important
to the overall guest experience. If you
grant them the respect and recognition they deserve, housekeepers will
do a better job.”
KEEPING IT CLEAN AND GREEN

While housekeepers’ health must
always remain top of mind, Tim
Oldfield, managing director of Choice
Hotels Canada, also notes that one
trend never goes out of style when
it comes to hotel cleanliness: it’s the
‘wow’ factor a guest experiences upon
first entering their suite. “It’s captured
in that first glance,” says Oldfield.
“The crisp, white bedding, clean
windows and mirrors, spot-free glasses

and coffee makers, no dust or hair
on the counters or hair in the sink or
tub.” He notes that even something
as minor as residual perfume or other
scents can be a potential detriment
to guest loyalty. “Today’s customer
wants a scent-free environment,”
says Oldfield. “A ‘leftover’ scent
can indicate that the room wasn’t

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

veronique.chartier@gdiservices.ca
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properly cleaned, and that’s never an
impression you want to leave with
guests.”
So many hotel managers are taking
that guest preference to heart, adapting the use of ‘green’ or fragrancefree products; such a move also feeds
into a property’s overall sustainability
strategy.
Take a look at Delta Greens, the
environmental program launched
in 2010 at Delta Hotels & Resorts.
This company-wide green initiative
provides transparency to its guests by
outlining the brand’s goals for water
and electricity consumption online;
it also showcases its sustainable
purchasing policy. “Delta purchases
cleaning products with the least
amount of artificial agents and the
smallest environmental impact,”
explains Gardian. “These products
can deliver the same quality of clean,
the same perfect white sheets. But

they don’t tax the environment.
That’s something guests care about
— beyond the superficiality of a
clean room — which they also
want.”
Delta hired Mississauga, Ont.based Ecolab, a provider of water,
hygiene and energy technologies
and services, to source detergents
with the least amount of packaging
and artificial cleansing agents. And,
once again, workers’ health and
wellness factored into the decisions
about which products to purchase.
“When purchasing new laundry
washers or dryers, we’re always
thinking about the heights of the
machines in proportion to laundry
staff,” he says. “We’re looking for
appliances that require the least
amount of bending and lifting. Training employees to lift properly is also a
key component to maintaining staff
health and longevity.”

THE BIG PICTURE

Keeping one hotel clean is an accomplishment, but what about an entire
franchise? “It’s always a question of
how to train at the local level to
ensure cleanliness levels are on, or
above, standards,” explains Choice’s
Oldfield. Aside from regular training
and coaching programs for hotel staff,
Choice Hotels employs franchise
performance consultants who travel
cross-country to provide assistance
and progress check-ups at each
property. “It’s good to have an outside
party who has the explicit function
to compare properties,” says Oldfield.
“But we also gauge our progress with
our Guest Insight scores.” And, the
Choice Privileges loyalty program
just reached more than one-million
members. “Nothing speaks to the
quality of our cleaning programs more
than customer loyalty,” Oldfield says
with a laugh. u
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MAKING THE CONNECTION

P H O T O G R A P H C O U R T E S Y O F S TA R W O O D H O T E L S & R E S O R T S

When it comes to in-room technology, these days it’s
all about connectivity BY CAROL NESHEVICH

IT’S HAPPENED IN THE BLINK OF AN EYE.
There’s been a huge rise in guest expectations regarding
in-room technology over the past few years, but these
expectations aren’t exactly focused on any specific,
wow-inducing gadgets; it’s really all about faster, stronger, more reliable Internet connectivity. Today’s hotel
guests are now very likely to arrive with at least three
of their own devices on hand (a tablet, a smartphone,
perhaps a laptop, too) and an expectation that they’ll
be able to reliably connect all of those to the Internet
in their guestroom at the same time.

hoteliermagazine.com

“We are a society today that has
to be connected 24-7,” says Mark
McBeth, VP for North America
IT Operations at Stamford, Conn.based Starwood Hotels & Resorts.
It’s no longer just the millennial
generation or business travellers
who need to be connected, he says
— it’s absolutely everyone. And
there’s now an “insatiable thirst” for
bandwidth, something McBeth has
seen increase exponentially over the
last three years. “We’ve basically seen
a 100-per-cent increase on bandwidth
minimums, year over year,” he says.
This is a natural offshoot of the fact
that guests are now using their own
devices to stream video and music
over the Internet on a regular basis.
JULY/AUGUST 2014 HOTELIER

39

TECHNOLOGY
particularly in more upscale segments,
charge a daily rate for Internet usage
to offset the costs. Starwood, for
instance, typically charges for Internet at its upper-upscale and luxury
brands (such as the Westin, Sheraton, Le Méridien and W) — with
fees ranging from $9.95 to $14.95
per 24-hour period, depending on
the brand and property. (Platinum
members of the Starwood Preferred
Guests program get it free at all
properties.) It offers free Internet at
its “specialty-select” brands (Element,
Four Points by Sheraton and Aloft).
At the specialty-select properties
where it’s free, the quality tends to be
“a mixed bag — sometimes you get
great performance and a great experience, other times it’s not so great; but

BRIDGING THE GAP

“Up until about three years ago,
we didn’t even have the capability
to connect more than one device
‘per pay’ — where it’s free, we didn’t
have that problem, but at properties where you pay for Internet, you
would pay once but then have to pay
again for your next device. So all of
our service providers now must have
the capability of allowing a minimum
of three devices to connect,” says
McBeth. Some Starwood properties’
40
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existing service providers have had a
hard time making that shift, but, as
McBeth points out, this is Starwood’s
new brand standard, so they don’t
have a choice — they have to figure
it out. “And if they can’t do that,
they could lose the deal.”
Of course, higher bandwidth
usage affects the hotel’s costs. “It’s
similar to what we’re seeing with all
technologies as they evolve and grow
— as bandwidth requirements go
up, bandwidth costs have also gone
down,” McBeth points out. “So [the
amount of bandwidth] we used to get
for a thousand dollars a month, now
you’re getting triple that for the same
price. So the cost has indeed gone up,
because we’re having to provide more
and more bandwidth, but the cost of
bandwidth has come down quite a
bit.”
That said, many hotel brands,

P H O T O G R A P H S C O U R T E S Y O F S TA R W O O D H O T E L S & R E S O R T S A N D O P U S H O T E L

The Quebec-based Innvue
is offering a new platform to
take hotel interactivity up a
notch. Aside from HD-based
entertainment, the Odyssey
platform gives hotel guests details
about local attractions as well as
access to a marketing channel
for e-commerce and to view the
hotel’s services. “The television
set is becoming an interactive
computer,” says Louis-Philippe
Noel, founder and president.
“We are changing how we
communicate, relax and find
information through technology.
Catering to our mobile digital
lifestyles is the next great business
opportunity for hotels.”
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it’s free,” says McBeth, who notes that
the speed and quality of the Internet
connection tend to be more reliable
at the properties where guests are
charged. “And, in the luxury space
and the upper-upscale space, everyone is still charging.”
McBeth admits that having to
pay for Internet is a common guest
complaint, and this is the case
at Starwood properties as well as
throughout the industry in general.
But since it’s the standard business
model, especially in higher-end
segments, Starwood is sticking with
it for now. “We continue to charge
for it, because people continue to
pay. And, quite frankly, none of the
[other] major brands have made the
decision to give away Internet in the
upper-upscale and luxury segment.
When that day comes, we know the
dominos will fall, and we will give
it away for free,” he says. “But right

now, it’s a revenue stream.”
Vancouver’s fashionable Opus
Hotel, an independent boutique
property, however, has made the
decision to provide free high-speed
Internet to all guests. “We offset costs
by building it into the room rate,”
explains Nicholas Gandossi, GM,
who notes that rates start at $359
and go up from there. Overall, Opus
has made a concerted effort to differentiate itself through its technology
offerings. It is stocked with iPads and
Samsung Galaxy S3 smartphones in
guestrooms, and guests are encouraged to take the Opus devices out
with them as they visit Vancouver.
“We want people to take them off
the property,” explains Gandossi.
“Whether you are using Google Maps
or you just want to see what to do
in the city, it’s there for you without
worrying about how to find a Wi-Fi
connection at Starbucks.”

As for connectivity, when the
Opus folks noticed the upsurge in
bandwidth requirements a couple of
years ago, they embarked on a project
to increase the size of the hotel’s
Internet pipe. “We recognized we not
only needed to double it, we needed
to triple it,” says Gandossi, estimating
that it cost somewhere in the neighbourhood of $15,000 to make the
upgrade. But he says customer satisfaction makes this worth every penny.
“Internet speed is one of those things
where no news is good news. People
rarely say, ‘Oh, you have great speed,’
but they’ll definitely complain about
slowness.”
At Marriott International, Inc.,
Scott Hansen, director of Guest
Technology, echoes the thoughts of
Gandossi and McBeth when it comes
to the main priority: “Our primary
focus is getting as much pipe into
every hotel and to allow as many
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devices to connect as simultaneously as possible,” says Hansen. “The
second priority this year revolves
around guestroom entertainment.
The traditional model that has owned
the industry for the last 10 to 15 years
has been video-on-demand — the
$16 Batman movie, for instance. You
buy that, and it subsidizes the cost
of the equipment as well as providing revenue for the hotel. [But] we’re
finding guests aren’t buying as much
video-on-demand for obvious reasons:
they’re bringing content with them
on mobile devices, they’re finding
content either stored or through
online services like Netflix, and
therefore the old model is not sustainable moving forward.”
Marriott researched existing alternatives and found nobody offered
exactly what they were looking for,
so they’re creating their own system
with a technology partner. He points

to four objectives of Marriott’s new
entertainment model: “The first is
an all-HD channel lineup, primarily
focused on news, sports and weather.... Then the second component
is an interactive program guide: a
welcome screen and compendium
embedded into the TV. The third
component is what we call ‘overthe-top’ services — think Netflix,
et cetera. The specific lineup hasn’t
been determined yet, but you can
expect some of the bigger players
to be involved. And the fourth
piece would be, ‘How do I connect
my device to the TV wirelessly to
project my own content?’ It’s a big
endeavour.” The testing for this is
going well, says Hansen, although he
admits there are “a lot of unknowns.”
They don’t know what the ultimate
development costs will be, nor what
the costs to individual hotels will be
to implement it. But Hansen will say

that it will be “minimally incremental
to what [operators] pay today. I’m not
going to say cost-neutral, but it isn’t
going to be a significant financial
sacrifice.”
Starwood has similar goals, exploring options for integrating content
from guest devices onto the TV,
for instance, as well as aiming to
double the standard amount of HD
channel offerings from 15 to 30 by
2015. Amid all these technological
changes, however, McBeth stresses a
practical philosophy that any hotel
would do well to keep in mind: “At
the end of the day, with all of this
technology, the biggest point for the
customer is this: stuff has to work,”
he says. “Sometimes we over-complicate things and systems become so
complex, with so many potential
break points, that it can be a real
challenge. But the bottom line is, it
has to work.” u
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with sluggish demand growth, it’s placing a significant amount of pressure on trying to achieve targeted
results and a respectable Y-O-Y growth.”
The last year has been hectic but rewarding for the
hotelier. “We just completed $15 million in renovations and have re-energized the property from top to
bottom. Phase one was completed in 2013 and saw
the addition of a Hilton HHonors Executive Lounge,
a beautiful renovation of our restaurant; the relocation
and rebranding of our Absolute Lounge to the main
lobby; and the opening of the first Canadian Eforea:
Spa at Hilton. Phase two included additional public
areas and most of our 45,000 sq. ft. of meeting space;
and we’ve just wrapped up phase three.” To cater to
extended-stay guests, the hotel recently opened 99
new residential luxury suites featuring fully equipped
galley kitchens, spacious living areas and spa-inspired
en suites.
To top it off, the hotel staff marked the property’s transformation — which coincided with its 25th
anniversary — by throwing a blow-out party. Such
celebration comes thanks to the hotel team’s service,
value and people. “The real competitive advantage
comes from consistently delivering uncompromising
levels of service. That’s what differentiates us from the
rest of the pack,” Regina says. u
hoteliermagazine.com
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atrick Regina has a special attachment to the Hilton Toronto/Markham
Suites Conference Centre & Spa in
Markham, Ont. “I spent my wedding night in
one of its lovely suites some 20-plus years ago,
and, while I was managing a smaller property
back then, I remember saying to my wife as we
were checking out that, one day, I would like
to return to this incredible property as GM.”
Fast-forward to today, and Regina is at the
helm of the 502-suite Markham landmark.
The graduate of the University of Guelph’s
Hotel and Food Administration program in
Ontario got his start at McDonald’s, before moving to
hotels, where his first job was at Misty’s nightclub at
the Toronto Airport Hilton. “Eventually I was exposed
to the hotel’s management trainee program, which
allowed me to become familiar with all the respective departments and created a
strong foundation for my career.”
QUICK QUIPS:
The native of Venezuela
Born: In Caracas, Venezuela. At
the age of four, Patrick Regina
oversees more than 450 associreturned to his parents’ homeates, priding himself on a collabtown, in Puglia, Italy, before his
orative, hands-on leadership
family eventually immigrated
style. “My door is always open.
to Canada.
I try to inspire the uninspired
Marital Status: Married with
and am always ready to take
two children, Nicole, 19 and
on a challenge. I’m strategic in
John-Patrick (J.P.), 16.
thinking and outlook but keenly
Hobbies: “Music, poring over
aware that successful implemenvarious industry magazines to
tation and execution is what
stay current, cooking and going
counts.”
out for the occasional motorcycle ride.”
Wi t h t o d a y ’s c o m p e t i tive operating environment,
Regina focuses on identifying new revenue streams
and increasing operational efficiencies. “Costs have
increased and are set to continue increasing during
the upcoming years; depending on location, ADRs
are not necessarily keeping pace,” he says. “Coupled
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