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EDITOR’S PAGE

PUSHING BOUNDARIES

C

onsumers are hungrier than ever for
new products, proving innovation
has never been as important. That’s
why hotel chains such as Starwood Hotels
& Resorts and Marriott Hotels & Resorts
are investing time, resources and money
into innovation labs — places where new
ideas, and sometimes even wacky ones, are
encouraged and welcome from everyone,
including associates.
Across the industry, hoteliers are looking
for unique and novel ways to spur future
success. Innovation can take place with the
simplest of ideas. For example, years ago Starwood Hotels became an industry leader by developing the Heavenly Bed concept. The hotel company
took a basic hotel staple — a bed — and turned it into one of its most
sought-after amenities. Years later, it took that simple premise and expanded
it to its bathrooms with the launch of the Heavenly Bath. Undoubtedly,
every hotel under the sun wishes it had been the first off the mark with
those introductions.
Well, at a time of great change, how many innovations like that are
being developed for future use? This month Hotelier highlights interesting
innovations gaining attention (see p. 9).
Meanwhile, last month, I had the pleasure to meet and interview Bill
Marriott, one of the hotel industry’s living legends (see story on p. 8).
Certainly at 83 years old, Marriott has witnessed many of the biggest
changes foisted on this industry. And, the company his father started in 1927
has been one of the industry’s leading change agents. One of the questions
I asked Marriott during my interview was how he as a leader encourages
innovation in his company? His answer was simple and succinct: “Take the
ropes off.” Marriott went on to explain that you need to “have the freedom
to explore,” citing his company’s one-million-sq.-ft. innovation lab called
“The Underground” as a fun place, a stage of sorts, where the company can
test ideas to determine new products and approaches.
Speaking of innovation, this month’s cover story features my interview
from this spring’s Icons & Innovators breakfast series, featuring Zita Cobb,
founder and innkeeper of Newfoundland’s Fogo Island Inn. Cobb has
been nothing short of innovative, and inspirational, with the launch of
her much acclaimed 29-suite property in the northeastern-most reaches of
Canada. Her journey (see story on p. 10) speaks to determination, perseverance and above all innovation. More than anything, Marriott, Cobb and
others like them prove that by pushing the boundaries, or as Marriott says,
“taking the ropes off,” we can chart new directions for growth as well as
approaches and opportunities never imagined. And, to think, it all starts
with the germ of an idea.
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Checking In
THE LATEST INDUSTRY NEWS FOR HOTEL EXECUTIVES FROM CANADA

AND AROUND THE WORLD

HOTEL REHAB
Age and segment are key factors determining capex as well as repair and maintenance costs, according to results from
“Capex 2014: A Study of Capital Expenditures in the Hotel Industry” by the International Society of Hospitality Consultants
and the Hospitality Asset Managers Associ-

BANKING
ON HOSPITALITY

Positive growth indicators and an interview with
Bill Marriott delighted attendees at CHIC
BY HELEN CATELLIER

H

otel industry insiders are generally optimistic about the future of hotel
investment in Canada. That was the general sentiment at the Canadian
Hotel Investment Conference (CHIC) at the Hilton Toronto in May.
During the morning plenary session, Bill Stone, EVP and broker at Torontobased CBRE Hotels, shared data about the scale of real-estate transactions.
Following total hotel investment volume of $1.3 billion in 2014, this year’s
volume will be substantially higher, between $1.5 to $2 billion. Average price per
room is also on the rise, currently tracking at approximately $120,000, compared
to $97,000 in 2014.
The vast majority of transactions are by private investors (70 to 75 per cent),
while real-estate development companies represent approximately a quarter of
the volume. Moving forward, location will determine where they decide to invest,
according to Himalaya Jain, director and portfolio manager at ScotiaMcLeod in
Toronto. He expects a very shallow recovery in oil prices, at approximately $65/
barrel by year-end, which will continue to dampen the reliance on revenue from
the commodity in Alberta and parts of B.C., Saskatchewan and Newfoundland.
One of the day’s highlights was an interview with Bill Marriott (For more
about Marriott, turn to p. 8), executive chairman and chairman of the Board at
Bethesda, Md.-based Marriott International, by his daughter Debbie Harrison,
global officer - Culture and Business Councils at Marriott International.
The iconic hotelier spoke at length about the challenges brought on by millennials. “They’re not paying attention to advertising anymore,” he said. “They’re
paying attention to what they see and hear on the Internet. And we want to be
part of that conversation.” As a result, the company has ramped up its digital
presence through video marketing and branded entertainment. Its short film, Two
Bellmen, has more than five-million views on YouTube.
Another growing concern is the proliferation of disruptors, such as Airbnb.
“They’re not paying their taxes. We really are afraid of the business they’re
taking away from us, especially to the millennials, because they like that
authentic experience they get when they go into a new city,” noted Harrison.
“[Airbnb’s] market-cap value is astounding, and they’re beyond the reach of being
acquired by a hotel company, because they’re worth so much money.”

hoteliermagazine.com

ation. Full-service hotels spend more on
upkeep, because they have many moving
parts and tend to be older, explained
Jonathan Nehmer, founder and chairman of
Rockville, Md.-based project-management
consulting firm JN+A, at last month’s
Canadian Hotel Investment Conference in
Toronto. “When you start replacing boilers,
chillers, roofs, exterior façades, piping, your
costs go through the roof. When we see a
full-service hotel that’s 21 to 25 years old,
we know infrastructure costs are going to
be a huge hit to the budget.”

LOOK FURTHER
AFIELD
“If we want to maximize opportunities
for development in Canada, we’ve got to
move out of the 12 major markets, or we’re
missing 50 per cent of the opportunity,”
noted Brian Stanford, national managing
director at PKF Consulting in Toronto, at
the Canadian Hotel Investment Conference in May. Demand generators for
tertiary markets include diversity of industry, transportation routes and community
events, added Jeff Hyslop, VP of Development and Real Estate at Grande Prairie,
Alta.-based Pomeroy Lodging.
JUNE 2015 HOTELIER
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COMING EVENTS

SUNNY
OUTLOOK
FOR
LEISURE
TRAVEL

June 15-18: HITEC 2015, Austin Convention Center,
Austin, Texas. Tel: 512-220-4017; email: danielle.earp@hftp.
org; website: hftp.org
July 25-29: Global Business Travel Association 2015, Orange
County Convention Center, Orlando, Fla. Tel: 888-574-6447;
email: kdavis@gbta.org; website: gbta.org
Sept. 9-10: Canadian Resort Conference, Pan Pacific,
Vancouver. Website: canadianresortconference.com
Sept. 27-29: Luxury Hotel Conference and Hospitality Spa
& Wellness Expo, Orlando Convention Center, Orlando, Fla.
Tel: 941-866-1951; website: luxuryhotelconference.com
Sept. 30: Kostuch Media’s Icons & Innovators Breakfast Series
with chef Susur Lee, Toronto Region Board of Trade. Email:
dpricoiu@kostuchmedia.com; website: kostuchmedia.com
Oct. 19-20: Western Canadian Hotel & Resort Investment
Conference, Hyatt Regency, Vancouver. Website:
hotel-resortinvest.ca
Oct. 24: Canadian Hospitality Foundation Black & White
Masked Ball, The Fairmont Royal York, Toronto.
Tel: 416-363-3401; email: chf@theohi.ca; website: thechf.ca

FOR MORE EVENTS,
visit http://bit.ly/Hotelierevents

PREPARE YOUR SALES
TEAM FOR THE
CHALLENGES AHEAD

Accelerate their learning
curve and increase your
hotel’s profitability.
Practical and actionable
tips used by highly effective
hospitality sales professionals.
Reduce their onboarding
time and get them started
on the right foot.

Available at Amazon.com or
Dunnconsultingservices.com
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The hotel business
has been on an
upswing for several years, and 2015 is no exception,
according to experts at the Best Western Leisure Travel
Summit held at Toronto’s Arcadian Loft in May. “We’re
seeing double-digit growth across Canadian and U.S.
markets, and we anticipate consumers should be booking
early and often to enjoy those vacation trips,” said
Dorothy Dowling, SVP, Sales and Marketing for Phoenixbased Best Western International (pictured, second from
left). Brian Payea, head of Industry Relations for Bostonbased TripAdvisor (pictured, far left) concurred, sharing
data from the company’s TripBarometer survey. Results
indicate 32 per cent of travellers plan to spend more
this year than in previous years, while international
leisure trips are expected to increase by 15 per cent. And
though price, travel reviews and location are important
factors for booking travel, hotel amenities (free Wi-Fi,
free breakfast and more) continue to influence bookings
for 77 per cent of respondents. Dowling also elaborated
on the importance of marketing to women, as they make
90 per cent of the travel decisions for their families. “We
have a very laser-focused plan of action against activating women and understanding what they’re doing in
terms of dreaming and planning and executing that trip.”
Best Western facilitates trip planning by emphasizing the
on-the-road experience — free Wi-Fi, free parking, free
breakfast, a swimming pool — to ensure smooth travel and
add value for women and their families. — Helen Catellier

MOBILE BOOKINGS
GAINING TRACTION
Hotels.com reported more than
80-per-cent growth in mobile
bookings in 2014, according to the most recent Hotel
Price Index. The most popular
Canadian destinations, along
with the average price paid via
mobile bookings, are Toronto
($145), Edmonton ($141),
Vancouver ($150), Montreal
($157) and Calgary ($152).
hoteliermagazine.com
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ENGINE FOR
GROWTH
All major tourism indicators for
Canada rose in 2014, especially
tourism revenue, GDP, employment and arrivals, according to
the Vancouver-based Canadian
Tourism Commission’s (CTC)
recently released 2014 annual
report, “Tourism as Canada’s
Engine for Growth.” Overall,
Canada’s tourism export
revenue reached $17.3 billion,
maintaining its national influence as one of the country’s
crucial economic drivers and
number-1 service export, with
almost 627,000 jobs directly
attributable to the sector.
CTC’s overseas leisure markets
led the charge, delivering a
10-per-cent year-on-year rise in visitors to Canada. “[Last year] was a strong year
for the tourism sector in Canada, with particularly strong increases in arrivals from the key markets where the CTC invests in marketing and promotion
with our partners,” said Scott Allison, chairperson (interim) of CTC’s Board
of Directors. “Canada is reasserting itself as a global destination, and we expect
those results to continue in 2015.”

Little Giants – professional approach
to processing large volumes of laundry

We don‘t call them „Little Giants“ for nothing
• High-performance: 6.5 kg / 15.5 lbs washed and dryed in
85 minutes
• Robust: Designed and tested for 30,000 hours of operation
• Thorough: Special programs for blood, grease, flour and
disinfection
• Compact: Washing and drying on a footprint of only 5 ft²
when stacked
Info: 1-888-325-3957
www.mieleprofessional.ca
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InBrief
Stamford, Conn.-based Starwood
Hotels & Resorts has retained New
York City-based Lazard to explore
various strategic and financial alternatives to increase shareholder value…
Markham, Ont.-based Easton’s Group
launched its new company brand,
The Gupta Group, and introduced
the first dual-branded Marriott hotel
development in Canada. The Courtyard by Marriott Toronto Northeast
Markham and the TownePlace Suites
by Marriott Toronto Northeast
Markham are located at Woodbine and
Steeles Avenues…Groupe Germain
Hotels, based in Quebec City, has been
named operator of Hôtel La Ferme in
Charlevoix, Que. The company plans
to open another three properties by the
end of 2017…Shanghai-based developer Greenland Group (Canada) has
broken ground on a mixed-use project
in Toronto comprising two residential
towers, Theatre Museum Canada and
a boutique hotel. Primus Toronto
will feature 122 guestrooms and suites,
conference facilities and a rooftop
terrace with a pool and lounge…
Red Roof Inn, based in Columbus,
Ohio, has partnered with developer
Glenn Squires and Bedford, N.S.based Pacrim Hospitality to develop
40 properties across Canada. The first
four hotels are slated for Grand Falls
and Bay Roberts in Newfoundland,
and Wolfville and Antigonish in Nova
Scotia…The first Alt Hotel in Western
Canada has opened. The 160-room
Alt Hotel Winnipeg features seven
meeting spaces, a snack counter and
a fitness room. The property is part of
the $100-million Centrepoint development project…Phoenix-based Best
Western International has signed
its first Vib hotels in North America.
The 200-room Vib Miami is expected
to break ground in November, while
the 74-room Vib Chicago will break
ground this summer. The development team is also focusing on opportunities in Vancouver, Toronto and
Montreal…Toronto-based CBRE
Hotels announced the sale of the Best
hoteliermagazine.com

Western Primrose Hotel in
Toronto to the local Knightstone Capital Management;
the sale of the Quality Inn
Hotel & Suites Halifax to
Greenwich, Conn.-based
Palm Ventures; and the sale
of the Hôtel Bonaventure
Montreal (formerly the
Hilton Montreal Bonaventure) to a local investor…
The Comfort Hotel Bayer’s
Lake in Halifax was named
the 2015 Canadian Hotel
of the Year at the Choice
Hotels International
Convention in Las Vegas. It
received the same accolade
in 2013.

People
The new SVP, Brands
& Shared Services for
Stamford, Conn.-based
Starwood Hotels &
Resorts, is John Peyton.
He most recently led the
company’s Global Initiatives Team. The company
has also appointed new
leaders across several
brands. Dave Marr has
been appointed Global
Brand Leader, Sheraton
& Tribute Portfolio; Jim
Petrus is the new Global
Brand Leader, St. Regis;
Hoyt Harper has been
appointed Global Brand
Leader, The Luxury
Collection; and Anthony

Carol Bullock

hoteliermagazine.com

Ingham assumes the role
of Global Brand Leader,
W Hotels Worldwide…
Carol Bullock has been
appointed VP, Global Sales,
North America and Latin
America, and Dawn Parisi
has been appointed VP,
Field Sales for Parsippany,
N.J.-based Wyndham Hotel
Group. Bullock previously
executed sales and marketing strategies for Dolce
Hotels & Resorts, which
was acquired by Wyndham
in February. Parisi previously held sales leadership
positions for Stamford,
Conn.-based Starwood
Hotels & Resorts…Tim
Tindle, western region VP
for Atlific Hotels, is a new
member of Skål International Vancouver. Members
meet monthly in the greater
Vancouver area.

SupplySide
Best Western International, based in Phoenix,
has partnered with New
York City-based Infor to
unify reservations and
revenue management in the
cloud…New York City-based
Expedia has launched Apple
Watch apps for its Expedia,
Hotels.com and Hotwire
brands…Chicago-based JLL
has expanded into Canada
with the appointments of
SVPs Luke Scheer and
Mark Sparrow, based in
Toronto. They were previously regional directors with
CBRE Hotels...Carrollton, Texas-based Motel 6
has selected Englewood,
Calif.-based Dish Network
Corp.’s Smartbox to deliver
in-room entertainment
to the chain’s more than
500 corporate-owned and
-operated properties.

THE NEW STANDARD
IN HOSPITALITY BEDDING
The world’s largest bedding manufacturer is
transforming hospitality bedding. Now you can
choose from the industry’s widest range of
brands to create the right guest experience. Get
better service from the provider who operates
more global facilities than any competitor. And
depend on exceptional durability at every price
point. It all adds up to greater choice,
farther reach and higher value.

Learn more about our exciting new line!
tempursealyhospitality.com

|

866.251.6471

NEWSMAKER

LIVING LEGEND

Respected hotelier Bill Marriott sits down with Hotelier, as part
of a media roundtable, to discuss the state of the industry
BY ROSANNA CAIRA

W
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tors, Hilton, has 12 or 13 brands.”
But are there too many brands? “No.
We’ve introduced one new brand a
year for the last four years. There are
a tremendous number of brands, and
there are different market segments,”
says Marriott, pointing to fledgling
lifestyle brands such as Moxy Hotels,
AC and Edition as well as the recently acquired Delta Hotels & Resorts.
Of course, one can’t survey the
hotel landscape without seeing the
emphasis on technology, says Marriott, noting changes in everything
from how guests check in to how they

FUTURE FORWARD
The last decade has brought a flurry of change, but there’s more on the horizon. “We’re moving towards more customization. This is a journey, and it’s in the beginning stages,” says Ron
Harrison, global design officer, Marriott International, who sat in on a media roundtable with
Bill Marriott. The journey started with questions such as ‘What kind of pillows do you like?’ and
‘What kind of bed do you like?’ Today, some luxury hotels might also be asking ‘What kind of
soap do you like?’ “But what if you could select your own guestroom or room type?” posits
Harrison. “You need to be nimble, and always anticipate what guests want.”
hoteliermagazine.com
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hen your family
has been in the
hotel business
for almost 60
years, and its
name is on the marquee of 4,200
hotels in 80 countries, there’s a
responsibility that comes with that.
Spend any time with J. Willard (Bill)
Marriott, and it’s clear the legendary, down-to-earth hotelier takes the
responsibility seriously.
Having grown up in the hospitality
industry (Marriott’s father, J. Willard
Sr., started the company with an
A&W root beer stand in Washington in 1927), Marriott has witnessed
endless change, but the most notable
has been the proliferation of brands.
“When we started there was only
Hilton and Sheraton, no Hyatt, a
couple of Westins, Holiday Inn —
maybe five brands. Today, we have
19 brands and one of our competi-

book their stays.
Technology, and the impact of the
millennial demographic, is also affecting hotel designs, says the 83-year-old
chairman of the Board. For example,
the chain is minimizing its closet
space, because two-thirds of guests
like to live out of their suitcases.
“They don’t need a closet, because
they don’t hang anything up,” he
quips. The guestroom footprint is
also getting smaller, because certain
furniture, such as desks, are no longer
required. Millennials prefer to work
on their laptops in bed, and bathtubs
are being replaced by showers. There’s
even a movement to hard-surface
flooring, he adds.
Not surprisingly, demographic
changes are also filtering down into
the HR department, fuelling changes in how employees are trained and
developed. “Millennials want to be
treated fairly, they want to be taught
and trained,” says Marriott. “They
want opportunities to grow; they’re
impatient. If we provide opportunities
for them to grow, and the training,
they’ll become long-term associates.”
Either way, basic service should
always be consistent. “Make guests
feel welcome, take care of their needs,
and make sure their rooms are cleaned
and well made up,” says the hotelier.
Praised for his leadership style
and his company’s strong corporate
culture, Marriott has learned to
listen. “Outside of listening, perseverance is very important. Keep
moving the ball, look for opportunities to grow the business, and make
sure you follow up on opportunities.
Realize success is never final, and it’s
important companies [don’t] rest on
their laurels.” And, he adds: “Leave
your ego at the door.” u

INNOVATION

    OFF
THE
BEATEN
PATH

P
DREAMSTIME.COM

utting heads in beds is the essence
of the hotel business, but competition is fiercer than ever. So how
can hotel operators differentiate
themselves, especially if they can’t
compete on price? Improving the status quo is
no longer good enough, as companies such as
Amazon, Apple and Google constantly evolve
the user experience and the way commerce is
conducted. So, operators must drive innovation to keep up with their guests. In the
following pages, Hotelier showcases innovation leaders in the global industry, featuring
Kostuch Media’s Icons and Innovators interview with Zita Cobb of Newfoundland’s Fogo
Island Inn (see story on p. 10), a roundup of
two innovations in hotel design (see stories
on p. 16 & 17) and a glimpse at the changing face of hotel expectations (see story on p.
18). As the late Steve Jobs said, “Innovation
distinguishes between a leader and a follower.”
Which do you want to be? — Helen Catellier

hoteliermagazine.com
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INNOVATION

Dream
Weaver
P H O T O G R A P H O F Z I TA C O B B B Y D AV I D D U C H E M I N , A L L O T H E R P H O T O S O F F O G O I S L A N D I N N B Y A L E X F R A D K I N

Kostuch Media’s latest instalment of the Icons & Innovators Breakfast Series featured
Pinnacle Award Winner and innkeeper Zita Cobb of Fogo Island Inn, N.L.
INTERVIEW BY ROSANNA CAIRA |

ROSANNA CAIRA: What inspired you to
enter the hospitality industry?
ZITA COBB: I’m a Newfoundlander, so

everybody tangled up in Newfoundland knows genetically and culturally we’re predisposed to hospitality.
We have this lovely expression: ‘You
should just follow the path that wants
to emerge.’ All I have ever done was
follow the path that wants to emerge.
There is also that lovely expression
from Newfoundland: ‘It’s really good
to see a light coming into the harbour
and not so good to see a light going
out.’ Growing up there, you grow up
steeped in hospitality.
RC: What made you decide to build
an inn?
ZC: When I left JDS [Uniphase], I

was 42. I wasn’t really thinking about
retiring; I was thinking about trying
to do something with what was given
to me by place. I never lost touch with
hoteliermagazine.com

HOMAGE TO PLACE The modern exterior and sharp angles of Fogo Island Inn
complement its rugged and uneven terrain

home through all those years of being
away, and every time I went home
it would always seem like it was less
and people were looking older. We
all look a bit older, but this is what is
happening across the world, not just
across Canada — rural places are in
deep trouble, because it’s not clear how

they’re going to adapt to modernity.
Given my background in technology
and business, being a Fogo Islander
and having this pot of money that was
more than I needed to live a life, you
look around and think, ‘Who else is
going to do it?’
We wanted to do something compleJUNE 2015 HOTELIER
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mentary to the fishery and do it in a
way that we could weave ourselves
and knowledge into it. We have these
human bridges, but this generation
when we’re gone, [the history] is gone.
Our past will become inaccessible.
So how do we reach back into it and
pick up the threads that are in danger
of being lost and weave them into
something new?
RC: What is social entrepreneurship,
and why did you set up this model to
run the inn?
ZC: We started with art, because it

is the nature of contemporary art to
ask questions and ask why and to be
critical. We wanted to make sure we
were building critical thinking into
everything we were doing. The artist
residency program started first, and
then when we started with the inn,
we wanted to make it of the place.
The inn is really supposed to be a
reflection of what we know, a reflection of the physical place, which is
made of local wood, and obviously we
wanted a design that could be built by
local people. This is steel frame.
We started the inn to grow another
leg on the economy. I deeply believe
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in business. It is a great tool … and
I believe small communities can and
should own businesses. So on Fogo
Island, our fishery is owned by a
cooperative. And, I’m not saying that
every business should be a cooperative
or every business should be a social
business, but in small places you
can do it. And it’s probably the only
way you can do, because who in this
room is going build a hotel that costs
$43 million on Fogo Island if you’re
looking strictly for return on capital?
But take business as a tool and create
an economic asset that belongs to a
community — that is what we were
trying to figure out how to do. Just
like our co-op belongs to the fishermen and the plant workers, this Inn
belongs to the community.
The Shorefast Foundation is a
registered charity, and it technically
owns the Inn. But charity itself is not
sustainable either. What we wanted to
do was use our philanthropic funds —
about 20 per cent of the funding came
from government and 80 per cent was
ours and money we raised from other
private donors. As the inn operates
and reaches a surplus, those surpluses
come back to the foundation and get

reinvested into the community. So,
effectively, Fogo Islanders own it. The
only thing I own on Fogo Island is my
car and house, but everything else we
have belongs to the community.
RC: Was this something you thought
about for a while?
ZC: It emerged in conversation —

how to build something that would
survive us, and, can’t most social
problems be solved if we build a
business model under it? It’s called
‘asset-based community development.’
We had everything: this was the most
beautiful place on Earth, we were
predisposed to hospitality — we’ve
got all of these berries and fish. It
was such an obvious thing to do. The
social business is a growing sector,
and I think every business can be a
social business.
RC: You believe architecture, design,
craft, food and art work together
synergistically. Can you explain how?
ZC: Modernity does terrible things.

We are losing track of the sacred.
Everything has been commoditized,
virtualized, globalized, flattened — so
where is sacred? And I don’t mean

hoteliermagazine.com

sacred in the religious sense; I mean
it in the secular sense. If you are a
business owner, how do you fit into the
whole ecosystem? How are you influencing the entire world?
Art is a way of knowing. If we spend
increasing amounts of time on little
tiny screens getting our information,
we’re becoming dumb, because we are
not using all of the facilities human
beings have; our skin knows stuff if we
give it a chance.
So this ability to stay grounded in all
of our human ways, art helps with that,
history helps with that — a good gale
wind helps with that. We just need to
get out in it and get mixed up in it. So
what we tried to do when we created
the inn was to be thoughtful.
RC: How important is the inn’s
openness and sense of place?
ZC: There was not one thing that

didn’t get intense scrutiny and debate.
Here is what we were trying to do: hold
the traditional and at the same time be
relevant in a contemporary way.
RC: What were your challenges and
concerns around procurement?
ZC: Every day we would struggle with

this, but the two words that guided
us were originality and integrity.
The word originality, what it really
means is true to its origins. Is it
really true to its origins, and has it
been done before? These are the two
aspects of original. And the word
integrity means something has to be
consistent and complete. So, now we
need a bathtub or we need dishes.
If we could get it from Newfoundland, we would, because that makes
sense. It’s right there. If we could
get it from Canada, we would — we
did join in 1949. And I have to say,
there is some maple in the inn. And,
if not, the U.S. And, if not, we keep
going to our traditional trading
partners where it’s sensible.
But under no circumstances will
we buy something from a place that
doesn’t have basic labour laws and
basic environmental protection
laws. That is really hard to do. We
shut down the construction site for
two months, because we couldn’t
find nails. As consumers, we have
more power than we do as voters,
so I really can’t wait until we get to
the day that everything we buy has
a little label that tells you where all
the money went.
RC: What made you confident guests
would pay between $875 to $2,475
per night (with one suite priced at
$5,000) in Newfoundland?
ZC: It’s in Newfoundland. People need

[to get away more]. I wouldn’t be so
confident in Toronto. The philosophy
we had was, you pay once, and then
you’re done paying. So there is no
tipping; it’s built into the price. So, if
you spend $100 at the inn, 15 per cent
of that top line — not bottom line —
goes to all the people who work at the
inn. This tipping thing contaminates
human relationships.
About pricing, I don’t know who
said this, but, ‘The best things in life
are free and the second best things are
very expensive.’
RC: Can you tell me about your
signature experiences that are led
by local hosts?
ZC: What is appropriate in a city is
hoteliermagazine.com

not appropriate in a remote place. The
way hospitality is practised has to be
responsive to the place it’s in. And so,
could you imagine Fogo Island with a
concierge? Well, this would be hilarious, because everybody on Fogo Island
thinks they’re a concierge, and they
are. We realized there are 2,706 of
them. We just need to figure out how
to weave us together, so we reached
out to people in the community to say,
‘Would you like to be a community
host?’ So a half day with a community
host is included in the rate.
RC: What fuelled your approach to
food and the restaurant?
ZC: All we’re trying to do is give people

a sense of what the North Atlantic
tastes like and what the sub-arctic
terrain tastes like, and use only enough
human intervention to elevate it to
something that is beautiful and present
it in a way that is appealing to all of
your senses. But not over-manipulate it
or slather it in an ego so that it tastes
like everything else.
Fogo Islanders are very pragmatic
people and sensible. Sensible is
sustainable. If you think about us
traditionally, we imported half a dozen
things: cane, tea, salt for the salt cod,
molasses, rum, of course, and cloth.
These were of main importance. We
couldn’t have survived without those
things, so we have to be sensible. On
the other hand, would it be sensible
to be bringing arugula from Mexico
in February? That makes no sense. It
makes no economic sense, it makes
no ecological sense, and we could get
through a month without arugula; we
got through without it for 400 years.
[Chef Murray McDonald] has been
really good with preserving.
RC: What sets Fogo Island Inn apart?
ZC: We’ve hung onto place, and

everything we have and everything
we know comes from place. That is a
natural differentiator. The way we have
approached the building and everything we have done, from first principles and trying to put what we know
into it, makes it different. We’ve been
pretty relentless about ‘original with
integrity.’ We as human beings need
JUNE 2015 HOTELIER
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Overlooking the North Atlantic, Fogo Island Inn’s 29 guestrooms
are outfitted with locally crafted furnishings and textiles

to remember we are not the masters of
the universe — we need to make place
lead. For business, I travelled a lot, but
that’s a different hospitality. If you go
to a beautiful ryokan in Japan, as you
come around the corner you hear the
bucket of water getting thrown onto the
step because that’s the sign of welcome;
we are ready, we are waiting for you,
the step has just been washed. That
is beautiful. I’d walk to Japan for that
experience, but you wouldn’t do that on
Fogo Island. That would make no sense.
RC: What prompted you to partner
with the National Film Board to create
a cinema and showcase films of Fogo
Island? What’s been the response?
ZC: Our relationship with the National

Film Board goes back to the ’60s, when
we were almost resettled because Joey
Smallwood’s reductionist government
couldn’t see anything of value on
Fogo Island once the cod industry was
in trouble. Reductionist thinking is
when you look at something in its part
and you don’t look at the whole. His
decision [was] very dangerous, because
he was going to resettle the whole
place until Colin Low [and] Memorial
University came along and made these
27 beautiful little films.
RC: Giving back to the community is a
core tenet of your philosophy and your

success. How do you inculcate that into
your staff?
ZC: I never think of it as giving back

to the community. I always think of
it as never taking out of it in the first
place. Let’s pretend the Fogo Island
Inn was not a social business. Maybe it
would be easier to answer the question
that way. I would approach it from
— and every business should do this
— don’t pay your staff as little as you
can get away with; pay them as much
as you could possibly afford. And they
know that. I’m a big believer in sharing
financial information with staff. Profit
is not a bad word. Staff understand
that, too. And, in everything, whether
it’s buying lettuce or buying a chair,
don’t just ask ‘Where am I going to
get it the cheapest?’ because the price
of cheap is paid in your community.
Every single thing is connected. You
are part of a whole.
RC: What keeps you awake at night?
ZC: The biggest thing I worry about

for all of us, for Fogo Islanders, is
that we are losing our sense of the
sacred. We have lost track of the
nature and culture part, and we are
losing sacred. Fogo Islanders are
naturally entrepreneurial, but not
when it comes to taking market risk;
it’s not in our history.
We have a business-assistance fund
hoteliermagazine.com

and mentoring and trying to get people
to be more interested in business. They
tend to think about business as, ‘Well,
that’s for other people, that’s for capitalists, or that’s for city people, we don’t
know about business.’ And I’m like,
guys, it’s just a little tool.
RC: Will you replicate the concept of
social entrepreneurship elsewhere
in Canada?
ZC: Absolutely. We are working on … a

toolkit that would be for other communities. If you’re trying to figure out how
to belong in the world and how to flourish, what might you do and what might
you learn from us? If you have imagination, which most people do, money will
come. Not every community should
have an inn — some communities are
not all that hospitable. But maybe there
are other things. If a community can
define for itself, ‘What do we love about
this place?’ and follow that little thread,
it’s going to take you to something
that’s of value and is sacred and worth
COI 005 Dont
Get Taken
investing
in. Ad_Halfpg_resize_Layout 1

RC: What have you learned about
leadership?
ZC: You are what you do. Who cares

what I think or what I feel. The only
way you can experience me is by what
I do, so leaders need to remember
that. We have had the agricultural
revolution, the industrial revolution,
the information revolution. What we
need now is a values revolution. So
if you think about leaders now, we
don’t need warriors, we need worriers.
The classic leadership model used to
be ‘masters of the universe: he’s the
commander.’ We’ve already mastered
the universe; it’s all done. Now we
have to figure out how to put some
things back together. So we need
sensors, we need navigators.
RC: What’s the biggest challenge we
face as an industry?
ZC: The biggest challenge is to stop

commoditizing the sacred and find
ways to build the sacred into our
businesses. It’s all the little details
11/18/14
4:08 PM
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that affect
wholeness.

weave the business systems so they
are healthier for each other. You
know a cauliflower is a beautiful
fractal and each little floret is just the
pattern that repeats; it’s all connected
by the stem — that’s our distribution
systems and our business systems,
our supply systems, all our regulatory
systems — and those systems need to
serve the florets.
As business owners, operators, we
have two roles: we are part of the stem,
and we are also in a floret. But, in
everything we do, keep the well-being
of the florets in mind. That’s what I
mean: reweaving what we think about
our values revolution about protecting
the florets.
RC: What advice would you give
to people considering a career in
hospitality?
ZC: Get a broad education. Yes, there

are technical skills I wish I had gotten
20 years ago, but be interested and
be interesting, otherwise why would I
want to come and stay with you? u
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INNOVATION

MESSAGE
in a BOTTLE
An unlikely pairing makes
fine bedmates at W Hotels
BY REBECCA HARRIS

A

n innovative
initiative
between W
Hotels and
The CocaCola Company has its
roots in an unlikely place:
a Black Eyed Peas concert.
After the show, singer
Will.i.am took a photo
of the lawn littered with
bottles and cans. Then
he contacted Bea Perez,
Atlanta-based Coca-Cola’s
chief sustainability officer,
to set up a meeting.
“He showed her the
picture and said ‘We need
to do something about
this,’ ” explains Sarah
Doyle, New York Citybased global brand director
of W Hotels Worldwide,
a Stamford, Conn.-based
Starwood Hotels & Resorts
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brand. Perez agreed, and in
2014 Ekocycle was born.
The mission of Ekocycle
(the first four letters are
Coke spelled backwards)
and Coca-Cola is to work
with brands to create
eco-friendly products. For
W Hotels, a long-time
collaborator with CocaCola, it was a great fit.
“Essentially, we looked
around the W Hotels guestroom and said ‘What can
we change?’ ” recalls Doyle.
“And, we decided to literally change our sheets.”
In April, W Hotels
announced it is remaking all its beds with new
Ekocycle sheets, which are
made in part with recycled
plastic. Each king-size sheet
uses 31 recycled 20-oz.
plastic bottles, adding up to

more than 268,000 plastic
bottles across all W Hotel
beds in North America.
The rollout started in
North America in April,
with global properties to
follow in 2016.
While “green” efforts
in guestrooms typically
involve hotels encouraging guests not to get their
sheets washed during their
stay, W Hotels has a more
cutting-edge take. “We
wanted to shake up the
way people are looking at
sustainability,” says Doyle.
The brand also had
to create a product that
resonated with its guests.
“The W guest is passionate
about many things, and W
delivers on that in unique
ways — from our hotel
design to our music and
fashion partnerships,” says
Doyle. “So, we knew we
couldn’t deliver sustainability in a traditional way, and
we wanted to do it in a way
that was easy for our guest.”
As for aligning the brand
with Will.i.am, Doyle says,
aside from being a wellknown recording artist, the
star is also an entrepreneur
and an innovator. “We love
to work with people who
have a really fresh perspective and bring new ideas to
our guests.”

To add another ecofriendly element to guestrooms, W Hotels is rolling
out a new Mobile Charger
and Accessory Valet
(MCAV), a USB charging
device that also acts as a
jewelry/watch stand and
an alarm clock. Developed
by Taiwan-based engineering firm Miniwiz, the
stylish device is partially
created out of recycled
plastic bottles and comes
in six colours.
Aside from bringing style
and sustainability to the
guestrooms, the Ekocycle
initiative also makes sense
from a business perspective.
Doyle says the Ekocycle
sheets cost about as much as
the current sheets, but last
twice as long. And, she adds,
they’re just as comfy. u

RAISE A GLASS
The Adoba Hotel in Dearborn, Mich. is also demonstrating that recycling can mean more than tossing a bottle in a recycling bin. Adoba
Ecotel + Suites, a brand owned by Denver, Colo.-based Atmosphere
Hospitality Management, has teamed with Refresh Glass, a Phoenixbased company that collects used wine bottles from hotels and
restaurants and transforms them into unique, usable glassware and
decor pieces. Adoba is implementing these recycled materials into
everyday use in its dining facilities and on-site events. The hotel has
a number of other green initiatives, including hypoallergenic guestrooms and the Boxed Water program, which offers single-serve water
in an environmentally friendly container.
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INNOVATION

THINKING
OUTSIDE
the BOX

Alternative building methods are
gaining traction for their sustainability
and bottom-line smarts
BY REBECCA HARRIS

T

he Days Inn
Sioux Lookout
in northern
Ontario points
to a new
horizon in hotel construction: shipping containers.
Ladacor Ltd., a Calgarybased manufacturer of
modular buildings and
structures, constructed the
property’s 60 guestrooms
from surplus steel shipping
containers. It finished
them to about 80-per-cent,
including windows, doors,
drywall, bathrooms and
most plumbing and electrical work. The rooms were
made at its Calgary facility
and then shipped to the

Sioux Lookout location
where they were connected and finished. The
hotel’s reception area and
conference centre were
built with the traditional
stick-build method.
The guestrooms aren’t
constrained to an actual
container size — they
were opened up to create
standard room sizes.
“Unless you saw how it was
built, you wouldn’t know
the hotel was made from
containers,” says Joseph
Kiss, president of Ladacor,
who asserts Days Inn Sioux
Lookout is the largest
shipping container-based
hotel in North America.

POD PEOPLE
The experiential traveller will get a kick out of the Drop XL module,
released last year. Aiming to serve the eco-tourism sector, Barcelonabased design studio In-Tenta has created a removable hotel suite
(cabin or pop-up events pod) that can be flown in by helicopter or
transported by truck and dropped into natural surroundings — or
wherever space permits. Measuring 323 sq. ft., the cylindrical tube is
constructed of wood, steel and glass, and stands on adjustable steel
legs to minimize contact with the soil. — Jackie Sloat-Spencer
hoteliermagazine.com

“On the interior, you don’t
feel the difference size-wise,
and you don’t know the
difference fit-and-finishwise on both the interior
and exterior.”
Modular building isn’t
new, but it’s becoming more
mainstream, as companies
increasingly look for speed,
sustainability and costsavings. It’s not going to take
the hotel industry by storm,
but modular construction
offers more options.
“[For Days Inn], it was
an opportunity to get into
a remote area where traditional stick builds would
have been expensive,
mainly due to the harsh
climate and limited labour
force,” explains David
Blades, VP of Operations
at Toronto-based Realstar
Hospitality, which owns
the master franchise rights
for Days Inn in Canada.
“So the nice thing with
modular is you’re able to go
into markets that traditionally you probably couldn’t
get into.”
Another big advantage
is timing. The property,
which opened last December, was built in just 13
months as opposed to the
estimated two-and-a-half
years a traditional build

would have taken because
of its location. That means
rooms can be booked
much earlier. “With the
Days Inn Sioux Lookout,
if we shaved a year off the
schedule, that means a year
of hotel operations,” notes
Kiss. “Any hotel owner can
do the math on that one.”
Aside from the cost
benefit (the price was
undisclosed) there are also
the environmental benefits.
Due to trade imbalance,
shipping containers that
come to Canada from Asia
are typically only used
once, so repurposing them
makes sound environmental sense. “There is a lot
of interest around sustainability, green initiatives,
repurposing and recycling,”
says Kiss, adding that these
interests all play into the
trend towards modular
construction.
Two more modular builds
are on the books for Days
Inn this year: a five-storey
hotel in northern Alberta
and a four-storey property in
northern B.C. “And, we see
a lot more coming up in the
next few years,” adds Blades.
“In remote areas, we can be
up and running in half the
time of a traditional build
and save money.” u
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INNOVATION

CHANGING
INTERFACES

Appease the next generation of guests with
customizable, pared-down, technologically
supercharged guestrooms
STORY BY HELEN CATELLIER | ILLUSTRATION BY JEM SULLIVAN

W

e’ve all been there:
checking into a
hotel at 11 p.m.,
jet-lagged, blearyeyed and fumbling
with room cards, light switches and AC
controls. There’s got to be an easier way.
With keyless entry, mobile payments
and interactive gaming centres, hotels
have embraced modern technology, but
there’s room for more fluid and intuitive innovations. After all, everybody
wants a joyous hotel experience, with a
room that’s easy to navigate, says Adele
Rankin, senior associate at Chil Interior Design in Vancouver. “So technology is straddling that line of simplifying
and yet accelerating in its technological
advances,” she adds.
Rankin experienced a fluid and
intuitive design during a recent stay at
the Hotel Vier Jahreszeiten Kempinski
in Munich. The contemporary rooms
are kitted out with impressive multimedia features, including an iPad —
a virtual concierge that allows guests
to place room-service orders, message
reception or book spa treatments —
in addition to displaying personal
welcome messages. But Rankin was
most impressed by the flat LED panels,
which were installed both outside and
inside the room to display messages
for calling an attendant, ringing the
doorbell or posting a “do-not-disturb”
hoteliermagazine.com

note. The screens featured simple, userfriendly graphics allowing guests to
control the lighting in different zones
and adjust the temperature. “I was
invested at that point, and they made
it personal for me and easy,” she notes.
“Everything becomes simplified and
user-friendly, akin to what Apple has
been doing for the last decade.”
Integrated and intuitive room
functionality is already top of mind
at Zurich-based Swissôtel Hotels &
Resorts, which caters to road-weary
business travellers who stay between
one and three nights. “They don’t have
time to invest in finding their way
around the room,” explains Thiébaut
Ossola, director of Brand Experience.
“So a simple push of a button that can
control all the lights [is] quite good.
It’s not that fancy, but there’s a lot of
thinking to make sure this remains
intuitive and guest-friendly.”
Rohit Talwar couldn’t agree more.
“There’s this sheer dichotomy between
the efficiency of the technology around
me — where I’ve configured it and
immersed myself in it, so I’m getting
into everything I need with one click
— and the inefficiency of in-room
technology,” says the London, U.K.based futurist, author, speaker and
CEO of Fast Future.
Typically, customers are looking for
experiences that are equal to or better
JUNE 2015 HOTELIER
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than their home environment, and
that trend is expected to continue
moving forward. “It’s important we
create an experience that is aspirational for the guest; that they have
what they want, when they want,
where they want it,” notes Mike
Tiedy, SVP, Global Brand & Innovation at Starwood Hotels & Resorts in
Stamford, Conn. It all comes down
to choice. Providing customers with
television channels they watch most
frequently or stocking the mini bar
with their preferred food and beverages are a few examples of the heightened personalization, which may be
coming soon.
More customers are also expecting choice about the location of their
guestrooms — whether they are close
to the elevators or have a southern
exposure — choices about the types of
bed sheets or bathroom amenities and
choices about what they can order for
room service, says Talwar. “[Provide]
menus from local restaurants so I can
choose what I order rather than being
restricted,” he notes.
“You’re getting that already with
airlines, and now you’re getting it with
hotels,” Talwar adds. “It’s happening
to us across society. [Personalization
is] available to us, and it’s shaping our
fate. I can configure things infinitely
with technology. Technology gives us
choice; it gives us power. And they’re
taking that into every domain. So Old
World businesses like hotels need to
work out how to become New World
enterprises.”
What guests want from their
travel experience has also shifted,
says Martha Cotton, partner and
researcher at Chicago-based innovation consultancy, Gravitytank. “They
are looking for more authentic,
meaningful experiences — a bar in
an up-and-coming neighbourhood, a
unique non-chain coffee shop, a small
storefront theatre. Guests are looking
for hotels that are explicitly part of
a community, whether it be via the
artwork displayed on the walls or the
beer offered in the bar,” she explains.
The growing desire for more
choice and customization will also
continue to shift into the design of
20
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guestroom furnishings, which are
becoming more modular, pared down,
streamlined and open. Furniture
can be moved around to accommodate various needs, such as hosting
a meeting, working on a tablet or
having a meal. “We’re moving away
from the room developed in the ’70s
or ’80s, which was blocks of furniture pre-formatted and directly fitted
into the room, and going towards
freestanding furniture that really
serves the purpose of the guest,”
explains Ossola. At Swissôtel,
workspaces provide ample surface
and lighting, chairs are height-adjustable, and drawers are placed where
they won’t bump into guests’ knees.
Millwork is also becoming more
integrated; everything is floating and
coming off the walls and away from the
ceiling. “It’s in keeping with a modern
European esthetic,” notes Rankin. “But
it makes the rooms easier to clean, and
it makes them appear bigger, because
the light is able to bounce in and
underneath things. That plays into
a higher-end feel without having to
spend too much money.”
Design is also trending towards more
open case goods and closets — even
barn doors to eke out valuable inches
for more luxury elements, such as
bathrooms. “Everybody likes a bigger
bathroom, so that will usually eat into
a closet, and I think everybody’s OK
with that,” adds Rankin. “We’re sacrificing storage that doesn’t get used for a
larger vanity or a four-piece bathroom.”
Though experts agree bathtubs
are becoming obsolete — Rankin
estimates that approximately 75 per
cent of bathtubs are being replaced
with walk-in showers — freestanding tubs still provide an air of luxury.
“Even though 95 per cent of people
take a shower, they still want to have
the bathtub,” Ossola notes. “And, even
though they’re not going to use it, they
feel like you’re taking value away from
them [if it’s not there].”
Tub or no tub, experts agree more
emphasis is being placed on the
wellness component of bathrooms
moving forward, particularly when
it comes to using lights for therapy,
relaxation or to ease jetlag. Swissôtel’s

new Vitality concept room already
includes a well-being experience,
which integrates lighting and scent
during a bath, whereby an orchestrated sequence of light complements
a signature scent infused into the
room for aromatherapy. Showers will
also be outfitted with rain features,
cascade effects and body jets to rejuvenate guests who may not have time
for a lengthy spa visit. “The key to all
these experiences is to make sure they
remain intuitive for the guest, and that
he doesn’t need to spend two or three
nights before he can understand how it
works,” says Ossola.
Some St. Regis hotels, owned by
Starwood, include bathroom mirrors
with integrated televisions, not
unlike the competition. But the new
trend is streaming personal devices
through guestroom monitors and
wireless sound systems. Guests are
more and more data hungry, bringing their own content and expecting
lightning-fast connections for free.
“Any hotel chain that isn’t taking
steps to offer it for free is running
the risk of alienating their guests,”
says Gravitytank’s Cotton. “In the
guest’s mind, it would be like inviting someone over for Thanksgiving
dinner and then telling them they
have to pay for the turkey; it just
doesn’t make sense. Charging for
Wi-Fi is akin to charging for the air
you breathe.”
The demand for free and unlimited
Wi-Fi is an infrastructure challenge
hoteliers will continue to face. “With
a 300- or 600-room hotel, how do
you make that pipe big enough, thick
enough to handle guests’ growing
needs? Typically what happens for us
at Starwood is we create a standard,
and we require that pipe to get bigger
over time,” explains Tiedy.
Whether that pipe can support
future demand plus innovations, such
as voice-activated or motion-activated applications and an increased use
of robots and drones, is to be determined. But Talwar is certain about
one thing: “There’s a dichotomy
between what’s happening in the
wider society and the struggle hotels
have keeping up.” u
hoteliermagazine.com
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TO 30
IN LESS
THAN A
DECADE?

STORY BY CAROL NESHEVICH
PHOTOGRAPH BY THOMAS FRICKE

BUILDING MOMENTUM
Gino Romagnoli (left), EVP and
Arni Thorsteinson, CEO and chairman
of the Board for Temple Hotels Inc.
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EMPLE RUN

I

t started less than 10 years ago with
the purchase of one hotel — a charming 179-room property called Temple
Gardens Mineral Spa Resort, located in
the heart of Moose Jaw, Sask. Under the
leadership of real-estate veteran Arni
Thorsteinson, the Moose Jaw property
was purchased for $26 million in 2006
by Temple REIT, a new publicly traded
real-estate investment trust formed in
October 2006. The Temple Gardens
purchase was its first qualifying transaction. “From that date on, we embarked
on an acquisition program to gain
additional properties and really grow the
REIT,” explains Gino Romagnoli, EVP of the Winnipegbased hotel ownership company.
And grow it did. Today, the publicly traded company
(now called Temple Hotels Inc., after evolving from a REIT
to a corporate entity in 2012) has 100-per-cent ownership
of 30 properties from coast to coast as well as 50-per-cent
ownership of two additional properties.
After a solid start during the first couple of years of its
acquisition program, its growth slowed during the economic
downturn of 2008/2009. But Temple’s leaders stayed the
course, and, by late 2011, the company was acquiring hotels
at a rapid clip. The team purchased two properties at the
end of 2011, four in 2012, seven in 2013 and six in 2014.
“Company-wide total revenue for 2014 was $188.4 million,”
says Romagnoli. Occupancy for year-end 2014 was 67 per
cent overall, with $149 ADR and $99.62 RevPAR.
Temple’s “big picture” goal of consolidating hotel ownership in Canada, its ability to successfully combine a collection of varying brands and independents, and the geographic diversification of its properties are all factors that have
driven its success. “We set out to have a geographically
diversified portfolio, but we started out acquiring hotels in
Fort McMurray, (Alta.) and throughout Alberta in 2007
and ’08, when there were properties that had been built
by merchant builders who weren’t interested or didn’t have
the expertise to properly operate them,” says Thorsteinson,
noting that in the company’s early days, its leaders bought
five properties in Fort McMurray, followed by a couple
of hotels in Yellowknife and Regina. “Then we moved
across the country, so now we have a presence from New
hoteliermagazine.com

Westminster, B.C. to Sydney, N.S. on Cape Breton Island.”
With a portfolio of hotels spanning seven provinces
and territories, Temple executives have achieved their
“geographically diversified” goal, although they do admittedly tend to target secondary markets as opposed to the
big cities. Indeed, there’s a particular focus on those markets
that cater to the oil and gas industry, such as Fort McMurray. “In terms of number of rooms, the West represents
about 70 per cent of our rooms, and the East, being Ontario to the Maritimes, represents about 30 per cent of our
rooms,” says Romagnoli.
When determining which properties to buy, market
presence is a key factor. “We want to be [among] the top five
hotels in the market segment we’re operating in,” Thorsteinson says. The team also looks for good opportunities such as
acquisitions of properties with a strong market presence whose
owners are approaching retirement. “A lot of those individuals
and families have been in the business for 30, 40 or 50 years
and their children, in many cases, became lawyers or nurses
or teachers; they [aren’t] interested in continuing the family
business, so there have been a lot of very good properties being
offered for sale,” Thorsteinson says.
Some of Temple’s properties are independents and
some are branded, such as Wyndham, Marriott, Radisson,
Cambridge Suites, Days Inn and Hilton. Upon purchasing
an independent hotel, the Temple team will closely examine
the property to determine if they want to keep it as an
independent or convert it to a brand. And similarly, if the
hotel they’ve purchased is already branded, they will determine if it’s flagged under an appropriate brand or if it needs
to be rebranded, based on competition in the marketplace
and various other factors. “When we acquired the Hotel
Saskatchewan [in Regina], for instance, we determined that
Marriott Autograph would be a more appropriate brand than

TEMPLE GARDENS’ SOCIAL ENTERPRISE
Founded in 1996, Moose Jaw, Sask.’s Temple Gardens Mineral Spa
Resort (now known as Temple Gardens Hotel & Spa) was built around the
principle of social entrepreneurship; it was a community project aimed at
attracting more tourists to Moose Jaw and improving the local economy.
In fact, approximately 1,000 local residents purchased shares to help
finance construction. It was initially quite small, with 69 guestrooms and
53 employees, but the property was expanded to include 179 rooms by
2002. It’s now a four-star hotel with more than 200 employees. It’s best
known for its rooftop indoor/outdoor pool filled with geothermal mineralrich water drawn from ancient sea beds lying deep below the city.
JUNE 2015 HOTELIER
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Radisson for that particular property,” says Thorsteinson.
Properties represented by The Autograph Collection by
Marriott are located in dynamic cities and reflect a unique,
upper-upscale spirit of individuality and originality.
Winnipeg-based Shelter Canadian Properties Ltd., a
privately owned real-estate and property-development
company helmed by Thorsteinson, is Temple’s asset-management
Hotel Saskatchewan
company. And all of its properties
are managed by Montreal-based
Atlific Hotels. That said, the leadership team is planning to internalize asset management and property management over the next few
years. “We’ve [now] got the critical mass that justifies, financially,
to have internal management in
place,” Romagnoli explains.
Since the bulk of Temple’s properties are in the West, the economic difficulties of Canada’s
oil industry in 2015 have had a significant impact on the
hotel ownership company. “The decline is preventing us
from raising more money and acquiring additional properties,” Romagnoli confesses.
But the company has weathered the downturn of
2008/’09, and the team knows how to keep ahead of the
curve. Temple execs are taking a break from actively seeking

We have the future
of mobility locked in.
In the not-so-distant future, your guests will rate
their stay on how much you let them do on the
go. Fortunately, Kaba is well ahead of the
mobility curve. Our mobile functionality is
built on the security backbone you've grown to
trust. It's more than mobility without limits.
It's security without compromise.
Kaba Lodging
Ilco 1.877.468.3555
Saflok 1.800.999.6213
www.kabalodging.com

acquisitions; instead, they are improving the properties the
company already has. “We’re growing into our portfolio
this year,” says Romagnoli. “There are several properties we
acquired recently that require capital expenditure programs.”
He cites the 224-room Hotel Saskatchewan in Regina,
which Temple purchased in 2014 for $32.8 million, as an
example. “We plan to redo the
common areas, including the
lounge, the restaurants, the meeting
rooms,” admits Romagnoli. “So no
big structural changes but basically
some modernization and beautification.” There was a similar top-down
renovation program at Temple’s
Saskatoon Inn and Conference
Centre, which was acquired in 2012
for $37 million. “We’ve spent $50
million in capital expenditure over
the last three years on upgrading our
hotels,” says Thorsteinson.
The CEO is philosophical about the company’s
current economic-induced focus: “We acquired six new
hotels last year, so we need a little bit of a breather,”
he says, noting that the future is bright, as the overall
economy and the oil industry, in particular, begin to
rebound. “We expect to be acquiring new hotels again
by 2017,” he says confidently. u

TRENDS

IT PAYS TO
BE GREEN

Examining Westin Ottawa’s long-term sustainability plan
BY LAURA PRATT

DREAMSTIME.COM

W

hen Jef f W hite
was asked to
make a keynote
address about
the challenges of
greening a hotel at
a Hotel Association of Canada (HAC) awards
dinner, he jumped at the opportunity. As director of Engineering at
The Westin Ottawa — once the only
hotel in North America with five
Green Keys from the HAC’s environmental rating program and the
winner of three HAC awards recognizing its contributions to environmental sustainability — White had
no problem identifying the number-1
challenge on his 10-item list: associate buy-in. He was anxious to talk
about the difficult task of motivathoteliermagazine.com

ing a massive personnel machine into
action for a movement that’s lost its
buzz, he says, explaining that environmental consciousness has become
ingrained in our collective psyche
and people don’t necessarily want to
invest any more time into it.
But management at The Westin
Ottawa is determined to drive
further change. It all starts with the
12-person environmental committee — with one representative from
each department — which is charged
with educating and motivating the
hotel’s 350 associates about initiatives designed to make the business
kinder to Mother Earth. And, it’s not
that this crew isn’t committed to the
cause, White clarifies, explaining it’s
tricky to stir a large population into
action. For example, he and his team

recently introduced a recycling area
to the staff cafeteria that encourages
associates to sort the litter from their
lunches into the proper streams. “But
we’ll still see them not separating
their waste. It’s hard to change the
culture,” he laments.
Another challenge is cost. Disposing of The Westin Ottawa’s organic
waste means shipping it to a facility two hours away, while the site
that receives regular garbage is just
20 minutes from the hotel. “There’s a
huge cost to send organics away, but
it’s the right thing to do,” says White,
echoing other hoteliers’ sentiments
about what drives their environmental efforts. “And there are enough
incentives out t here nowadays
that any owner who’s watching his
bottom line would know that —
and not just from an environmental
standpoint — but because it pays off
in the long run.”
White has the numbers to back
that up. Under the Starwood umbrella, The Westin Ottawa has committed to reduce its electrical consumption by 30 per cent and its water
consumption by 20 per cent by 2020,
JUNE 2015 HOTELIER
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DRIVING CHANGE
DECIDING TO GREEN A HOTEL may mean
pushing the industry forward and engaging
employees, despite guest apathy, which has
been noted at Bellstar Hotels & Resorts.
At the end of a stay at one of the Calgarybased chain’s seven properties in Western
Canada, guests fill out a departure survey.
One of the questions asks about the importance they place on the property’s environmental efforts. In the last year that measure
has been diminishing, says Ian Thorley,
Bellstar’s director of Sales and Marketing. “It
doesn’t mean [guests] don’t view green as
important, or that [they] don’t expect the hotel
to pay attention to it,” he explains. “It’s just
taken as a given now.” So, creating new initiatives is a challenge.
At Metterra Hotel on Whyte, a 98-room
boutique lifestyle hotel in Edmonton, management thought it was important to its guests to
form a cooperative arrangement with Bullfrog
Power, says GM Dawn Li, explaining that the
decision was based on “what our guests
value outside of the usual hotel expectations.”
Metterra pays Bullfrog for the energy it consumes, and Bullfrog puts energy back onto
the grid using sustainable sources (including
windmill and low-impact hydro).
To mark its launch, the property held a
lunch-and-learn with its internal team to
ensure they understood the concept. “The
excitement from our team members was pretty amazing,” says Li. “We have solid values,
and we think our team members are going to
stay with us because of what we’re doing — it
matters to them.”
By aligning with Bullfrog, Metterra is adding
some $20,000 a year to its energy costs, but
that’s not just an investment in guest satisfaction and employee retention. It delivers a
message to fellow hoteliers. “By taking a leadership stance, the more other properties will
see what we’re doing,” says Li.
Thorley agrees. At Bellstar, the team has
reduced water usage and focused on local
food sources. “Putting it out there that you’re
green applies pressure on other hotels to
bring up their green levels. There’s competitiveness within the industry on this, and that’s
good for the environment,” he says.
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based on 2008 results. Both initiatives
are connected to promised reimbursements from the government.
To start, the team focused on
“low-hanging fruit,” including switching out incandescent for LED lighting, White says. This $250,000
investment — that began with public
areas and will move to include guestrooms this year — was offset by an
$80,000 rebate from Hydro One and
the Ontario Power Authority. More
than that, the property marked a
12-per-cent reduction in electrical
consumption for its pains. The hotel
expects to have the lighting project
fully paid off within two years, and
given that the bulbs have a fiveyear warranty, that means they’ll
be running their lights for free for
three years.
The hotel is also in the midst of
a cooling plant installation. At 31,
the property’s AC unit was as old as
the building, so an end-of-life upgrade
made sense. But, rather than pick
conventional chillers as replacements,
the hotel team chose an extremely
efficient and low-energy-use chilling operating plant. It converted the
existing 40hp pumps, which delivered
the cooling throughout the building
on a constant basis, to a variablespeed-drive pump that can ramp up
and down, according to the hotel’s
occupancy-fuelled demand. The new
equipment costs $1.6 million. But
The Westin received almost $300,000
from Hydro Ottawa and the Ontario
Municipal Board as compensation,
and its addition to the infrastructure
should deliver immediate electricityconsumption savings of between 10
per cent and 15 per cent.
Then there’s The Westin Ottawa’s
newly installed ultra-modern bank
of ef ficient high-rise elevators,
the first in Canada to employ the
“destination dispatch” optimization
technique. Here, passengers bound
for the same or similar floor destinations are grouped into the same lift,
thus eliminating the power-gobbling
milk runs that characterize their
predecessors. The technology allows
the hotel’s six elevators to operate
as efficiently as if there were seven

and a half; the $2-million project was
completed in April.
“Taken together, the elevators,
LEDs and chillers have cut The
Westin Ottawa’s power consumption
by more than 15 per cent — roughly
half of its 2020 target. And, it’s even
further along in its water consumption objectives, having reduced that
measure by 28 per cent — eight per
cent more and five years earlier than
its stated goal — thanks to the highefficiency taps and toilets installed as
part of a 2009 renovation. Where a
typical toilet uses four litres per flush,
the less consumptive replacements
only use 1.6 litres.
Inspired by early results, White
and his team have borne down on
getting their comrades on side. They
transformed the steps of a back-ofhouse staircase into music-producing
piano keys with the idea of discouraging energy-eating elevator rides
(and won a HAC award for their
innovation), adopted a street beside
the hotel, which staffers clean up in
the spring and fall, and regularly host
potluck eco-friendly themed lunchand-learn sessions. “People need to
remember all of this effort isn’t just
about the environment,” White says.
“It really pays off in other areas in
the long run.” u
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SEGMENT REPORT

THE
STRAIGHT
GOODS

Select-service hotels lead the pack by providing the essentials in stylish surroundings
BY IRIS BENAROIA

SELECT-SERVICE HOTELS may not have a swanky spa on premise or a
restaurant commandeered by a big-name chef, but what they do have is a steady
stream of clientele and a reliable business model — and that’s nothing to balk at.

THE VALUE PROPOSITION
Fast and free Wi-Fi is a staple at
many select-service properties,
such as the Courtyard by Marriott Toronto Northeast/Markham
in Ontario (left), which is dualbranded with an extended-stay
TownePlace by Marriott, and the
Alt Winnipeg (above)

“ F ro m a n o c c u p a nc y- d em a nd
perspective, they’re performing well
above industry norms,” says Brian
Stanford, national managing director of Toronto-based PKF Consulting, of the highly desirable segment.
“Despite the fact the average daily
rate (ADR) might be a little below
the average, it’s well above limitedservice segments, and, in a lot of
markets, select-service hotels can
command a price well within five per
hoteliermagazine.com

cent of the full-service asset in their
own system,” he says. “They generate
good demand and a good top line for
the hotel operator.”
According to PKF data, occupancy
in select-service hotels (brands such
as Marriott’s Courtyard, Fairfield Inn
& Suites, Hilton’s Garden Inn and
IHG’s Holiday Inn Express) grew
from 69.6 per cent to 70.9 per cent
from 2013 to 2014, with an ADR of
$130.95 to $134.64, respectively.

Select-service hotels, which are
typically located on the outskirts
of the city, are less expensive to
develop and to run than full-service.
“You don’t spend as much to build
them, and they’re pretty operationally effective, so they have a strong
appeal to hotel owners and developers,” says Stanford.
Mark Fraioli, SVP with San
Francisco-based JLL’s Hotels &
Hospitality Group, spoke about the
JUNE 2015 HOTELIER
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Courtyard by Marriott Toronto Northeast/Markham

Alt Winnipeg

segment at the New York University International Hospitality Industry
Investment Conference last year. In a
recent story by Cleveland-based Hotel
News Now, Fraioli extolled the selectservice model itself, “specifically, the
clarity of the expense profile and the
margins these properties produce,”
he said. Rajiv Trivedi, EVP and chief
development officer of Irving, Texasbased La Quinta Inns & Suites
agrees.
DI_FranAds_Hotelier_WithBleed.pdf
1
2015-05-19
“The segment does better [than others]

because of the low cost of construction
and operations,” he says. As for guests
themselves, they appreciate the no-fuss
character of these hotels. “They
know they’re going to get a consistent
product at a good price,” adds Stanford.
Predictable as they may be, that
doesn’t mean select-service hotels are
dull. If anything, they can provide an
exacting experience for the traveller.
That’s the goal at the Quebec Citybased Le Germain’s six Alt Hotels
across Canada, which offer an “innovative no-frills-chic concept combining modern design and eco-friendly
features at the same affordable rate,
every day, all year round,” according to
the company’s tagline.
But first, let’s lose the select-service
stigma, which is a misnomer, says
Liane
Reeves, GM at the chain’s
12:55 PM
newest hotel, Alt Winnipeg. “I like to

call it essential service, rather than
select- or limited-service, so the guests
receive everything they need for their
stay but nothing over and above that,”
she says of the 160-room, 10-storey
hotel, where the fixed rate — in
keeping with the other Alt properties — is $149 a night. “You have to
concentrate on certain things rather
than on everything a five-star hotel
would provide,” says Reeves. “If we
provided everything, we wouldn’t keep
our rates down.”
While there may not be a valet
or a spa, Reeves emphasizes that the
essentials, from front-desk services to
housekeeping, are executed to perfection. It’s all in the details. For instance,
the hotel’s smartly packaged “Altcetera” grab-and-go snacks are displayed
in an inviting, slick showcase. While
guests can pick up the usual suspects
— a Coca-Cola or a Mars bar, say —
regional snacks make the experience
special. “We offer lovely, local touches.
Our guests are getting the products
Winnipeggers love,” Reeves says,
noting an alliance with area suppliers
means guests have access to yogurt and
granola or juices unique to Winnipeg.
As for the rooms, these are simple,
bright and clean and feature fresh
white linens — Egyptian cotton and
goose-down comforters, to be specific
— for a modern look.
Reetu Gupta, managing director of
The Gupta Group, (a newly launched
brand by the Markham, Ont.-based
Easton’s Group of Hotels, where she

Bright Brand.
Bright Future.
ILLUMINATING POSSIBILITIES Whether you
want to build a new hotel or reposition your
existing property, we are dedicated to helping
you every step of the way.
Days Inns - Canada 416-966-8387 | daysinn@realstarhospitality.com

SELECT-SERVICE SAVVY
Select-service hotels are about
clever moderation. In other words,
they give guests a great experience
by championing what they have and
conversely downplaying what they
don’t (like a five-course steak dinner available through room service
at all hours). Marketed properly,
travellers won’t even notice what’s
missing. At Canada’s first Element
hotel — the chic 152-room Element
Vaughan Southwest Hotel in Ontario
— the focus is on the neighbourhood restaurants, which round out
Element’s limited food and beverage
options. Though it should be noted,
the hotel does offer an impressive,
well-stocked grab-and-go pantry
and breakfast bar. Element Vaughan
Southwest also gets top marks for
its eco-friendly suites that combine
green features with a beautiful aesthetic. Water-efficient faucets, an insuite recycling program, carpets and
furniture made from recycled materials and electric parking stations keep
the hotel cutting-edge, which is a big
plus for today’s savvy guests. Gone
are the days of the in-room microwave
and hotplate — the kitchenettes at
Element feature modern flat-front
cabinetry and a dynamic backsplash,
giving rooms the feel of a residential
condominium.

Garden Inns even offer a fitness room
and a pool — hardly no-frills.
At the Easton’s Group of Hotels,
the select-service segment has been
such a strong performer that earlier
this year it opened a hybrid property in
Markham. “The hotel is a dual-branded Marriott — Courtyard by Marriott
and TownePlace Suites all under one
roof. It’s quite fantastic,” says Gupta.
“The Markham area really needed
this type of service,” she says of the
property, which is attracting business
travellers, whether they’re consultants
working on construction projects or
extended-stay visitors involved in the
Pan Am Games. The rooms’ kitchenettes are a big draw. As it’s heavily
geared to the business set, the hotel
also has a Starbucks located in the
lobby. It’s a small detail, but Gupta says
guests love it.
While the hotel doesn’t have cushy
extras, like a spa, it meets the discerning needs of a customer who has homed
in on what matters: value for his or her
hard-earned dollars. “A lot of customers are focused on value as opposed to
price,” says Gupta. “Maybe a couple of

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.
Call 905.206.7316 or go to
ChoiceHotelsFranchise.ca to learn more

serves as VP) is another hotel professional who would like to lose the
select-service distinction. “I prefer
affordable luxury, which has a nicer
ring to it,” she says. And don’t call the
Easton’s hotels no-frills. “That makes
it sound like a cheap place to stay,” she
laughs, noting her portfolio’s Hilton
©2014 Choice Hotels Canada Inc. All rights reserved.
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years ago, people were really looking
for cheap rooms, and they didn’t care
where they stayed. Now, in the age of
millennials, they’re looking at value, so
they’ll pay a price as long as they can
get the most they can.”
Competitive rates aside, Gupta
says value comes down to spiffy hotel
rooms with smart, contemporary
style. The interior design of the queen
or king guestrooms, for instance,
can rival the best of them: modern
grey platform beds, cool watery blue
abstract wallpaper and modular case
goods that lend panache and make
it clear the select-service model can
give other segments a run for their
money. Additionally, Gupta notes
guestrooms are also smartly rigged for
today’s wired guest. “Those with three
or four devices can enjoy super-fast
Wi-Fi on all of their devices at once
— that’s not even always offered at
luxury hotels,” she says.
They’re economical to build and staff
and boast competitive interior design,
it’s no wonder hotels in the selectservice segment (or whatever you fancy
calling it) are leading the pack. u

ChoiceHotelsFranchise.ca
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With the Tide® Professional Coldwater System

What if you could reduce your energy, water and linen replacement costs up to $6,300 a year for a
150-room property††? You can with the Tide® Professional Coldwater System. It features an innovative
wash process that reduces the number of fills, and uses an advanced formula with enzymes that help
break down stains in colder water.§ So you get the soft, white linens you expect from Tide® –– plus
savings you probably wouldn’t expect from your on-premise laundry.
For more information contact P&G Professional representative Anne LeBarr by email lebarr.a@pg.com
and/or phone 647-407-7731.

* When you switch to the Tide® Professional Coldwater System from a standard hot system. For guest room linens only. Applies to energy used to heat water in your washing machine only. **When you switch to
the Tide® Professional Coldwater System from a standard hot system. For guest room linens only. Applies to water used in your washing machine only. †vs. leading alkaline system in 50-cycle test. ††Annual savings
based on switching from a standard alkaline system to the Tide® Professional Coldwater System. Assume Canada national average water and gas costs according to Canada West Foundation "Water, Water Use
& Water Pricing Around the World" report (figure 8), September 2011 and the National Energy Board of Canada "Short-2014-2016- Energy Market Assessment". Must have fully programmable washing machines
to qualify for savings. Linen savings based on a 50-cycle test vs. the leading alkaline system. Savings assumes the standard competitive system is priced parity with Tide Professional Everyday system (Tide®
Detergent, Clorox® and Downy®) and uses linen replacement cost data based on a study among Hospitality key decision makers in April 2014. §As low as 32°C compared to regular Tide® Professional. Clorox is
a trademark of The Clorox Co., used under license by P&G. © 2015 P&G
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BREATHE
EASY
Uncovering new ways
to accommodate the
allergy-prone guest

BY JENNIFER FEBBRARO

DREAMSTIME.COM

SNEEZING, COUGHING, RUNNY NOSES — these
irritating symptoms plague many hotel guests beyond
the typical allergy-triggering spring season. As an extension of the green movement, and the industry’s push to
become more environmentally friendly, hotel operators
are fielding more and more requests for allergy-friendly
rooms. But what exactly does this entail, and how should
hotels manage the extra upkeep?
Frank Strippoli, director of Operations at the Toronto Mar riott
Downtown Eaton Centre, identifies
the trend. “The demand for allergyfriendly rooms has ramped up,” he
says. “We probably get a couple of
hoteliermagazine.com

requests per month, which is a lot
more than we used to get 10 years
ago, for example.” The number-1
request is for feather-free rooms. But,
rather than redress a feather-laden
room from start to finish, the Toronto

Marriott keeps the hypo-allergenic
rooms on standby. Approximately 16
of the hotel’s 461-room inventory are
at the ready.
Strippoli notes the de-feathering
process isn’t expensive as much
as time-consuming, which is why
it makes more economic sense to
simply keep the rooms on standby. “We replace feather bedding
with a synthetic pillow, duvet and
topper,” he explains. “A useful tool
for housekeeping is to have a differently designed synthetic bedding
patter n — for example with a
stripe through it. This reduces the
possibility for error and makes the
process more streamlined.”
JUNE 2015 HOTELIER
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Hotel), concedes that de-feathering a
room is the typical request. “We offer
hypo-allergenic pillows and bedding
products for our SPG (Starwood
Preferred Guest) program or to
any guest who specifically requests
the feather-free option,” explains

Zurbrigg. “In addition, we focus on
chemical sensitivities by ensuring
sheets and towels have been washed
in a chemical-free process and that
the room itself is prepped with
fragrance-free cleansers.”
Despite these efforts, Zurbrigg can’t
guarantee a scent-free, chemical-free,
allergen-free environment. “The

reality is the corridors are communal,
and we are a pet-friendly hotel,” he
explains. “That being said, we make
every effort to accommodate the
needs of our guests to assure them of
their comfort within the confines of
their rooms.”
Cynthia Bond, PR director at
Starwood Hotels & Resorts in Toronto, also notes that SPG guests can
request a feather-free room within an
online preferences application in the
reservation program. “Occasionally,
a guest with a very heightened scent
sensitivity will request that we clean
the bathroom with something like
vinegar and water,” explains Bond.
“In these rare instances, we will look
to replace the air filter in the HVAC
unit as well.” However, she notes
most of the Ecolab cleaning products
used have very low levels of scent and
have little chance of leaving a lingering fragrance.
At Harbour House Hotel in Niagara-on-the-Lake, Ont. Ryan Murray,
director of Operations, explains that
while the hotel doesn’t specifically
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In addition to synthetic bedding,
the Marriott Downtown’s housekeeping staff consistently gives the
room a thorough cleaning, dusting
and vacuuming. Marriott’s preferred
cleanser for allergy-friendly rooms
is a fragrance-free Ecolab line. The
cleaning routine is followed by a
30-minute air-purifying session. He
adds: “It shocks the air and neutralizes it, ridding the room of all
impurities. But this is a technology specifically used in those rooms
reser ved for allerg y suf ferers.”
Beyond the request for a featherless
room, Strippoli says there really is no
close second beyond requests at food
and beverage operations — such as
gluten- or lactose-free products. “Very
occasionally, a guest will ask that all
bath products be removed from the
room beforehand, as they may want
to bring their own,” he notes. “But
that’s in the rarest of cases.”
Mathew Zurbrigg, director of
Rooms at The Westin Edmonton
(and former director of Housekeeping at the Sheraton Centre Toronto
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“

OUR REGULAR,
THOROUGH
CLEANINGS OF
ROOMS AND
PUBLIC SPACES
LIMIT THE
POTENTIAL
FOR NORMAL
ALLERGENS
TO BE
A PROBLEM

”

have allergy-friendly rooms, improved
cleaning standards have led to almost
every room being allergy-friendly.
“We have moved to a high-quality
synthetic pillow, which keeps sensitive and non-sensitive people happy,”
says Murray. “Though we don’t
specifically have a program to remain

sneeze-free, our regular, thorough
cleanings of rooms and public spaces
limit the potential for normal allergens to be a problem.”
The Harbour House Hotel provides
synthetic-filled featherbeds and
pillows that Murray says are “all
but indistinguishable” from the real
thing. And guests seem to agree, as
retail sales of its synthetic pillows
have never been higher.
Geoff Allan, president of Montreal-based Project Capital Management and former GM of Hôtel Le
Crystal, ensured an exceptional
level of hygiene at the property, in
part to attract guests who require a
uniquely clean environment. “The
urgency to guarantee a high level of
cleanliness really emerged out of the
SARS epidemic,” explains Allan.
“We weren’t a chain, but an independent hotel, so we wanted our cleaning
standards to be the highest possible.”
To this end, Allan insisted on cleansers that used hydrogen peroxide as a
base. “I wanted hospital-grade cleaning agents to remove as much bacteria
as possible.”
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He insists that using a black light
to examine rooms reveals just how
powerful a hospital-grade cleaner
can be compared to a typical hotel
cleanser. “We also introduced a
level of frequency that went above
and beyond the typical once-a-day
clean,” Allan notes. “For example,
each stainless-steel surface had to be
wiped a minimum of three times per
day. In addition, contact points like
the remote control, light switches and
headboards had to be identified to
cleaning staff as essential points to
sterilize daily.” Allan insists properly
trained staff should understand the
hows and whys of hotel cleanliness.
He also swears by Smart Silk
products, which include pillowcases
that can envelope a feather insert and
isolate the feather molecules. “These
pillowcases really help a guest who
might be asthmatic,” explains Allan.
Another protocol he introduced at
Hôtel Le Crystal was to wrap, seal
and date any extra blankets or pillows
in a guest closet. “Imagine the night
before you have a guy who may
have stayed there and just thrown
the blanket on the floor? Maybe his
dog even slept on it. Then he folded
it back up and put it back into the
closet. The next guest may have a
pet allergy and suffer from an allergic reaction.” For Allan, diligence is
necessary to maintain a clean and
bacteria-free room.
While part of the responsibility lies
with the guest disclosing their intolerances, the hotel should offer opportunities for stating preferences in a
non-invasive and accommodating
manner. Whether a hotel sets aside
rooms for allergy-sufferers or initiates
a program to decrease the allergy risk
of all rooms, it’s clear this is an area
of operations that must be addressed.
And that’s nothing to sneeze at. u
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TECHNOLOGY

THE SKY
IS THE
LIMIT
Cloud-based property-management systems are becoming commonplace,
offering hotel operators ease of use, remote access and more
BY DENISE DEVEAU

DREAMSTIME.COM

T

he transition to cloud-based
proper t y ma nagement
systems (PMS) has been a
topic of great debate for years.
While the question used to
be, “Should we or shouldn’t we?” now
it’s simply a question of when.
Several operators have been
embracing cloud-based services for
years. Choice Hotels, for example,
started moving its ChoiceAdvantage
PMS to the cloud almost a decade
ago, according to Brendan Gibney,
director, Franchise Operations for
Choice Hotels Canada Inc. in Mississauga, Ont. “We started with economy brands, then moved to mid-scale
ones over time. Today, we have over

hoteliermagazine.com

500 properties on cloud-based systems
in North America and are continuing
to add more in Europe.”
The team realized the benefits
of cloud-based systems early in the
game. For property owners, those
included cheaper cost of entry and
the ability to manage operations
remotely. Having a simple, easy-to-use
reservation system especially makes
sense with economy brands, which
offer self-service capabilities and have
a higher staff turnover, Gibney notes.
The flexibility is also a plus. “The
system we have is constantly evolving.
Because a PMS is a data-gathering
and intelligence tool in your hotel,
things such as loyalty programs can

easily be integrated into the essence
of the brand,” Gibney says.
During the past two years, Choice
has been focusing on expanding its
Choice Privileges loyalty program
features, including adding an automated and linked enrolment process that
is triggered at check-in. For existing loyalty members, the system will
automatically change the background
colour on the screen so staff can
immediately recognize the membership level. Last year, it also added a
program to allow consumers to book
small blocks of rooms directly through
choicehotels.com. “There’s no need to
call the hotel and provide names. It
can all be done online,” Gibney says.
JUNE 2015 HOTELIER
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CUTTING THE CORD
When Atlanta-based Softscribe announced a new cloud-based
payment option for Maestro PMS at a recent user conference, Jen
McEvenue, lodge manager for Island Lake Resort Group in Fernie,
B.C., says the company was the first to sign up.
The 26-room operation has been using a “hard-wired” version of
Maestro PMS since 2009. “We originally worked off Excel spreadsheets. We really wanted to find a program that could handle all we
have to offer, including inventory and bookings for spa services, Catskiing (a form of alpine
skiing accessed by a snowcat vehicle instead of a ski lift) and hiking tours. One of the huge
things Maestro PMS did was enable us to put our business online. The other thing it has done
is help us manage customer information and reporting. We can use the analytics program to
segment data and get the information we need out of it to prepare mailing lists and target
marketing campaigns to the right people.”
A cloud-based option was out of reach for some time given the lodge’s remote location.
“We’re about half an hour up a dirt road into the mountains, so we have had challenges with
technology and connectivity and communications. But that has greatly improved over the last
10 years,” she says.
Now the company is ready to enjoy the benefits of a cloud-based solution. “It will mean
a lot more access and a lot less headaches versus installing a PMS on every workstation,”
McEvenue says. “The biggest thing I see for us is the ability to access any workstation from
any location without having to go through a remote desktop and an additional VPN (virtual
private network). Having multiple access points is going to be huge.”

As far as future integration is
concerned, the sky’s the limit. “It’s
very, very simple to connect to interfaces, whether it’s POS (point-of-sale)
systems in restaurants and spas or

meeting room inventory systems, it
can integrate with all the big players.”
Wyndham Hotel Group has only
recently introduced a cloud-based
model to its operations. Keith Pierce,

Hockley Valley Resort
Mono, Ontario

Photography: Elaine Kilburn

EVP, Global Systems Operations in
Parsippany, N.J., says it represents a
fundamental change in philosophy
for the organization. “For eight years,
we had been using a PMS system that
was managed, hosted and supported
in-house. We are now moving out
of that. Part of that migration has
been the need to integrate a revenue
management [component].”
The transition involved partnering
with third-party companies, including
New York-based Infor’s EzLite for its
revenue management system (RMS)
and Southlake, Texas-based Sabre
Hospitality Solutions for its SynXis
Property Manager. Other initiatives
included the integration of New
York-based TravelClick with EzLite
to enable continuous input of realtime competitor pricing data as well
as the integration of Atlanta-based
Elavon’s Fusebox gateway and Simplify payment security software application with SynXis Property Manager,
to ensure all credit-card information
at the property level is protected.

YOUR HOSPITALITY
BUILDING PARTNER
416.755.2505 ext. 22
bltconstruction.com
Toronto - Vancouver

A couple of factors convinced
Wyndham to move to the cloud,
Pierce explains. The first was the
presence of proven, global thirdparty providers. “You also need your
organization’s executive team and
partners to be aligned philosophically
when you outsource these tools,” he
adds. Finally, with 15 brands in 70
countries, the company had reached
a point where language, currency
and taxation issues were increasingly
challenging to manage. “We have
now reached a scale where we have
to decide how to keep up with the
rapidly changing pace of technology.”
Pierce notes a number of advantages to the switchover. “On the
ownership side, it optimizes opportunities in the marketplace and helps
them manage things much more
efficiently by giving them a stable,
reliable, new technology and feature
set.” Corporately, the new system
gives Wyndham the ability to track
individual properties’ adoption and
revenue gains as a result of the RMS.

“It also gives us a scalable system that
can handle multiple languages and
currencies,” he adds.
Plans are in place to roll out the
system to 4,500 properties beginning
this summer, at a rate of 300 to 400
a month, says Pierce. “It will take
us a year to get through all of them.
The good news is it will be a fairly
seamless migration. In our latest pilot,
we migrated a property in one-and-ahalf hours.”
Many large-scale operations are
looking seriously at making the
transition to the cloud for their
PMS functions and more, notes Dan
Candido, principal with Amanico
ITMS management consultancy
in Toronto. “A cloud-based model
saves property owners capital costs,
because the equipment no longer
has to sit in a property’s data centre.
It’s not just upfront hardware costs,
however, it’s the service agreements
to keep that hardware running and
the need to change things out every
four years. A management agreement

[with a cloud provider] can save a
significant amount.”
On t he operator side, cloud
systems also centralize all facets of
the business. “You can now pick up
business intelligence from one area
and have complete control of guest
profiles when they check in at another property. That type of continuity
is one of the most important things
in building loyalty,” says Candido.
Centralization also means easier
integration of customer relationship
management and RMS solutions.
Of course, it does come with risk
— albeit a slight one. “You have
to give some thought to business
continuity planning. You may want
to consider having a local backup
database that you can switch to
in the event of a lost connection,
especially in regions of the world
where Internet services may be
spotty,” says Candido.
For Pierce, the cloud simply makes
business sense. “Going to cloud takes
us out of the PMS business.” u
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A Family Affair
As a third-generation hotelier,
Jason Stafford is driven to offer
quality and innovation
BY ROSANNA CAIRA

W
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Over the past few years, the hotelier has made efforts
to better market the property on the international
stage. “I, or members of my team, spend at least three
months of the year travelling around the world promoting the Manoir Hovey experience.” This past March,
the hotel’s chef, Francis Wolf, was invited to cook at
Relais & Châteaux GourmetFest where he headlined
menus with a few of the world’s top chefs, including
Olivier Roellinger, Michel Bras (three Michelin Stars)
and Diego Munoz. “Chef Wolf is increasingly making
it clear that Le Hatley Restaurant at Manoir Hovey is
serious about food, wine and service.” Moving forward,
the restaurant will feature more guest chef events as
well as winemaker dinners. “Our chefs are passionate about foraging, and they will start offering guided
foraging tours of our property later this month. Guests
will get an introduction to the wonderful abundance
of wild plants, mushrooms and herbs on the property.”
Efforts to exceed guest expectations are clearly
paying off. Earlier this year, Condé Nast Traveler ranked
Manoir Hovey the top-rated hotel in Eastern Canada.
But, while accolades are always welcome, his family’s
encouragement and the outstanding group of dedicated
professionals Stafford works with are what make him
happiest. “Any success I’ve had wouldn’t have been
possible without each and every one of them.” u
hoteliermagazine.com
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hen Jason Stafford was six years
old he declared himself in charge
of food quality control at the hotel
his family owned. “I became a foodie at a very
young age and made it my priority to share
my passion with the chefs at the hotel,” quips
the managing director of the highly acclaimed
Manoir Hovey in North Hatley, Que.
Growing up in a family of hoteliers (his dad
and his grandfather were both in the industry)
has given Stafford an intense appreciation for
hospitality. “I was a beach boy for many years
in the summers when I was an adolescent. I
gave windsurfing and waterskiing lessons to the guests
at Manoir Hovey and took them on lake tours by boat.
I really loved that job.”
Though Stafford has been
QUICK QUIPS:
with the 37-suite Manoir Hovey,
Schooling: “I studied international relations in university.
a Relais & Châteaux property,
I always knew I’d be involved
for 15 years, he’s still passionwith the travel industry.”
ate about his job. His grounding
Biggest Challenge: “Recruiting.
has given him a perspective of
Good recruiting has also deterall facets of the hotel.
mined our greatest successes.”
These days, Stafford works
Stress Buster: “Travel. I unwind
hard
to differentiate the Manoir
and get inspired by everything
Hovey from other hotels. “We
I experience and see.”
are not interested in limiting
ourselves to being an establishment that sells rooms
and good meals. We’re interested in building and delivering experiences for our guests that convey a sense of
place and make our guests feel they have experienced
something unique.”
The Toronto native directs a team of 95 associates
who provide caring and personalized service. “My
service philosophy is also driven by a desire to work
with the best local products, suppliers, foragers, artists,
designers and employees. Ultimately, my philosophy is
centered on the guest and finding innovative ways to
satisfy them.”
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