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The hotel industry is finally coming out of what can only be described as the darkest
year and a half in the history of the accommodation industry. But even with occupancy
rates on the climb again, this recovery is not even across the board. Some sectors of the
industry are poised to recover much faster than others leaving many still concerned for
the future even with the extension of subsidies from the Federal government.
A recent poll from GlobalData found that budget hotels are set to benefit from increase
in price-sensitive travellers post-pandemic. According to the poll, price is the most
important factor to 47 per cent of consumers when selecting accommodation. The data
and analytics company notes that, with less budget for travel but a strong desire to escape,
many will turn to budget providers to satisfy their travel cravings.
GlobalData’s consumer survey (Q1 2021) showed that travellers are more price
sensitive than before the pandemic, which is unsurprising given that 87 per cent of global
respondents expressed that they were concerned about their personal financial position
during the pandemic.
The same GlobalData poll showed that ‘prestige and loyalty offered’ was the least
important factor when selecting a hotel/accommodation. Many upscale hotels have
invested in developing a loyal following. However, the pandemic has caused a shift in
traveller sentiment that could impact this type of investment.
With the continued decline in corporate travel combined with restrictions still in place
for international travel, it is likely that upscale brands will have the most difficulty.
The latest June data from STR shows the country’s performance levels remained
well below the pre-pandemic comparable of June 2019 with occupancy at 36.5 per cent
(-50.5 per cent), average daily rate at CAD125.05 (-31.2 per cent) and revenue per
available room at CAD45.67 (-66.0 per cent).
The STR forecast shows some international and corporate travel demand is expected
to resume in Q4. This will receive a boost now that Canada has opened its borders to fully
vaccinated U.S. citizens. The longer-term recovery outlook remains unchanged with
demand not exceeding 2019 levels until 2024.
Although hotel stocks bounced back in 2021, Statista data indicate it will take another
two years for the global hotel industry to reach pre-pandemic levels. In 2021, revenues
are projected to grow by 33 per cent YoY to $192.3bn, 47 per cent less than in 2019.
However, the following year is expected to witness even more significant growth,
with hotels worldwide generating over $310bn in revenue, still significantly below
pre-COVID-19 levels.
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BC Hotels are positioned for brighter times ahead as the province
opens up and key learning is applied.
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business NEWS
Motel 6 Awarded Franchisees’
Choice Designation from
the Canadian Franchise
Association (CFA)
Motel 6 has been named a recipient of the
CFA 2021 Franchisees’ Choice Designation.
Now in its 11th year, the annual Franchisees’
Choice Designation Program
recognized Motel 6 for
their accomplishments in
franchise service.
This esteemed endorsement is presented to CFA
member brands whose
franchisees voluntarily
participated in an independently administered
survey. Franchisees were asked to assess Motel 6
in many areas, including the franchisee selection
process, franchisee information package, corporate

leadership, business planning and marketing,
training and support, ongoing operations
and the relationship between the franchisor and
franchisee.
“We are honoured to receive the 2021 Franchisees’ Choice Designation and greatly appreciate
the ongoing support of the Canadian Franchise
Association,” said Irwin Prince, president & COO,
Realstar Hospitality. “It’s truly gratifying to our
entire team of hospitality professionals to know that
our franchise family recognizes and appreciates
their efforts, all the more so as we have worked
through some of the most challenging times in
our industry. This accolade is a direct reflection
of our team’s dedication and support of our
outstanding franchisees,” added Prince.

Choice Hotels Canada Bolsters Teams in Sales,
Revenue Management and Franchise Services

As the hospitality industry plans for recovery and the return of travel,
Choice Hotels Canada has announced new additions to the sales, revenue
management and franchise services teams.
“Earlier this year we made substantial changes to our sales division,
including launching a new strategy to place our hotels and brands in a
progressive position at all levels of sales,” says Julie Chan-McConnell, senior
director, commercial strategy & performance at Choice Hotels Canada. “We
are pleased to welcome new team members to corporate sales and revenue
management at this critical time as we steer through and beyond COVID-19
business recovery for our hotels.”
To help support the corporate B2B sales team, Monique Bourque joined
the team as global account manager. Fully bilingual with over twenty years of
sales experience in hospitality including roles as director of sales and general
manager, she has a well-rounded understanding of hotel operations and the
challenges and opportunities that franchisees face. She will oversee a portfolio
of global and national corporate accounts across Canada, primarily focused
on Quebec, to identify opportunities where Choice Hotels Canada can offer
more value.
To champion the rollout of ChoiceMAX, Choice Hotels’ new robust revenue
management system, Jennifer Nielsen joined the team as manager, revenue
optimization. The recently launched revenue management platform was
developed using proven, industry-leading technology to help hotels effectively
manage rates and maximize revenue opportunity. With over 20 years of
experience at a number of international brands, Nielson began her hospitality
career on the sales side, including close to a decade in leadership roles.
Her sales skills have provided her with a solid foundation when it comes to
developing and recommending pricing strategies.
“This last year has emphasized the importance of ongoing dialogue
between our franchisees and how instrumental it is for our mutual success,”
says Brendan Gibney, senior director, franchise services at Choice Hotels
Canada. “Our franchisees are the heart of our business and our highly
experienced and engaged team of consultants are key as we move into
recovery and beyond.”
Joining the franchise services team is Steve White as a franchise performance consultant supporting hotels across Alberta, Yukon and Northwest
Territories. White has decades of hospitality experience with various brands,
as director of operations and general manager in both Eastern and Western
Canada. Throughout his career, Steve has demonstrated a proven track
record of helping hotels grow their business through sustainable revenue
management practices, employee engagement strategies and cost management.
Also joining the team is Jean-Paul Sarkis as a franchise performance
consultant in Quebec. Sarkis, who is bilingual, has more than a decade of
on-property experience as a general manager with major hotel brands. Most
recently, he served as a franchise performance support manager for an
international hotel group, where he helped drive performance for a portfolio
of franchisee owners and hotels across Canada and the United States.

BSAFE FOR EMPLOYEES MEANS SAFETY FOR EVERYONE
The Province of BC is launching a COVID-19 safety certificate program, called BSAFE, for
workers in the tourism and hospitality sectors to increase consumer confidence as businesses
start to return to more normal operations in accordance with BC’s Restart plan.
BSAFE stands for BC Safety Assured For Everyone.
“This program will empower employees, visitors and communities to have confidence a
business is following health and safety best practices as we work to slowly reopen while
following the rules and putting an end to COVID-19 restrictions in B.C.,” said Melanie Mark, Minister of Tourism, Arts, Culture and Sport.
“The program was a call to action from the Tourism Task Force to clearly demonstrate to visitors that B.C. is a safe place to travel.
BSAFE supports our restart and recovery efforts as we look forward to exploring our province again very soon.”
The province allocated $640,000 to develop the program and provide the training for workers in the tourism and hospitality
sectors. B.C. organizations participating in the training program will receive a decal to make it easy for visitors to identify that staff
have taken BSAFE training.
The province worked with go2HR to develop and deliver the BSAFE program. Leaders in the tourism and hospitality sectors were
engaged during the development stage to ensure the program is practical and effective for employees.
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Congratulations!
Congratulations to Malcolm and LaVette Uttley of the Holiday
Beach Resort Motel in Okanagan Falls, BC for winning the August
prize package (value of over $500) for simply signing up to
Western Hotelier’s free semimonthly E-NEWSLETTER!
Visit www.westernhotelier.com to sign up to receive our
free E-Newsletter and your chance to win next month’s
$500 prize package!

STR: Canada hotel performance (June 2021)
Canada’s hotel industry reported its highest monthly performance
levels since September 2020, according to STR’s June 2021 data.
Even with improvement from previous months, the country’s
performance levels remained well below the pre-pandemic
comparable of June 2019:
• Occupancy: 36.5 per cent (-50.5 per cent)
• Average daily rate (ADR): CAD125.05 (-31.2 per cent)
• Revenue per available room (RevPAR): CAD45.67 (-66.0 per cent)
“Now that vaccination efforts are well underway and paying
off with declining case counts, restrictions are easing and the
Canadian tourism economy is reopening,” said Laura Baxter,
CoStar Group’s director of hospitality analytics for Canada.
CoStar Group is the parent company of STR.
“There was an immediate positive impact on the key performance
metrics as many provinces worked through their reopening plans
in June, and that momentum continued into the opening weeks of
July. Like other parts of the world, improvement has been driven
by transient demand, while group business is almost nonexistent.
Group recovery is expected to improve very slowly, and in the
short to medium term, some pent-up group demand from
postponed weddings and other celebrations is expected to push
weekend numbers. Other than that, group recovery is expected to
lag, especially during the weekdays in the fall when conferences
and conventions would have taken place in a normal year.”
The highest occupancy among provinces was reported in
British Columbia (46.1 per cent), down 42.2 per cent against 2019.
At the market level, the highest occupancy was reported in
Vancouver (44.8 per cent), which decreased 50.2 per cent from 2019.

Correction Notice:
In the last issue of Western Hotelier the Gold Eagle Lodge in
North Battlefield, SK was mistakenly referred to as the Golden
Eagle Lodge. Our apologies to the Gold Eagle Lodge.

Western Hotelier Magazine
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business NEWS
Accor Appoints Indu Brar
as Senior Vice-President,
Customer Technology Services,
North & Central America
Accor, a world-leading hospitality group
consisting of more than 5,100 properties,
10,000 food and beverage venues and an
unparalleled portfolio of brands throughout 110 countries has announced the
appointment of Indu Brar as senior vicepresident, customer technology services,
North & Central America.
In this role, Brar will be responsible for
delivering on the Group’s technology strategy
for the North & Central America region with
a focus on optimizing performance, supporting existing and new hotels, delivering
projects, and building partner relationships.
She will sit on the Accor
North & Central America
management committee,
with dual reporting lines
to Carla Milovanov, global
senior vice-president,
customer technology
services, and Heather
McCrory, chief executive
officer, North & Central
America.
Indu Brar
A seasoned hospitality
professional with more than 30 years of
experience, Brar most recently served as
general manager for the historic Fairmont
Empress in Victoria, overseeing the $60
million renovation and repositioning of the
iconic property. She previously held hotel
and general manager positions at Fairmont
Waterfront in Vancouver; Fairmont Battery
Wharf in Boston; The Plaza, A Fairmont
Managed Hotel in New York City; and
Fairmont Winnipeg.
The appointment is a key role within
Accor’s customer technology services team
serving partners and hotels globally and
across the region. The announcement
further signifies the Group’s focus on technology and digital services transformation.
Brar holds an MBA from Queens University, Smith School of Business, and her
CHA designation. She is based at
the Accor North & Central America hub
headquarters in Toronto.

The Hotel Association of Canada Announces the
2021 Board of Directors
The Hotel Association of Canada (HAC) has welcomed Mandy Farmer, Accent Inns | Hotel
Zed to the Board of Directors, and congratulates David Clark, Hotel Association of Nova
Scotia; Tony Cohen, Crescent Hotels & Resorts Canada; Sara Glenn, AccorHotels; Steven
Watters, Alberta Hotel & Lodging Association; and Roz Winegrad, Marriott of Canada, all of
whom were recently re-elected for a second term.
“The significance of the Hotel Association of Canada has never been greater or more
important to Canada’s hotel industry. I look forward to working with these new national
directors and our continued work alongside all HAC Board members,” Jonathan Lund, chair
of the HAC Board of Directors.
Notably, in 2020, HAC met the goal outlined in its diversity policy to reach at least 20 per
cent female representation by 2020 and increased its goal pledging to increase the overall
proportion of board seats held by women to 30 per cent or greater by 2022. Today, HAC
is pleased to report that this goal was met one year early, an important milestone for the
governance of the association.
“The Hotel Association of Canada is proud to put diversity, gender equality, women’s
advancement, and representation in leadership at the forefront of our business practices.
I could not be more pleased to see this goal realized,” said Susie Grynol, HAC President &
CEO. Vito Curalli, Hilton International and past chair of the HAC Board, along with Didier
Obeuf, Groupe Germain have also been appointed as directors-at-large by the 2021 Board of
Directors.

CANADIAN TRAVEL INDUSTRY CAN BOOST RECOVERY BY ADDRESSING TRUST GAPS
The travel industry can boost global
recovery by addressing consumer trust
gaps in price transparency, COVID-19 health
and safety measures, data privacy and
information credibility, according to new
independent research commissioned by
worldwide leader in travel retail, Travelport.
“The travel industry needs to sharpen
its focus on trust”, said Greg Webb, chief
executive officer at Travelport. “This
study has shown, as an industry, we are
not as trusted as we would like. The good
Greg Webb, chief
news, however, is that we now know
executive officer.
what the issues are, and we also have a
Travelport
once-in-a-lifetime opportunity to hit
reset, as countries re-open and travellers
eagerly get back on airplanes. If we move quickly to address
these issues, we can accelerate industry recovery as well as the
modernization of travel retailing.”

The Four Trust Gaps
1. PRICE TRANSPARENCY

THE HOTEL ASSOCIATION OF CANADA’S 2021
BOARD OF DIRECTORS INCLUDES:
Provincial Associations:
David Clark, General Manager, Atlantica Hotel Halifax (Hotel Association of Nova Scotia)
Tony Elenis, President & CEO, Ontario Restaurant, Hotel & Motel Association
Xavier Gret, CEO (Président-directeur general), Association Hôtellerie Québec
Ingrid Jarrett, President & CEO, British Columbia Hotel Association
Scott Jocelyn, President & CEO, Manitoba Hotel Association
Steven Watters, Corporate Director of Operations, Nova Hotels (Alberta Hotel & Lodging Association)

Corporate Brands:
Kevin Brickner, Senior Vice-President, Franchise Sales and Development, Wyndham Hotels & Resorts
Sara Glenn, Senior Vice-President, Operations, Canada, Bermuda and the Caribbean, AccorHotels
Brian Leon, President, Choice Hotels Canada Inc.
Jonathan Lund, Regional Vice-President, InterContinental Hotels Group (IHG)
Ally Wesson, President & COO, Realstar Hospitality
Roz Winegrad, Area Vice-President, Owner and Franchise Services, Marriott of Canada

Management Companies:
Tony Cohen, Executive Vice-President & Partner, Crescent Hotels & Resorts Canada
Philippe Gadbois, Senior Vice-President, Operations, Atlific Hotels
Will Loughran, Chief Operating Officer, Aimbridge Hospitality (Evolution Hospitality)

Ownership Companies:
Lydia Chen, President & CEO, InnVest Hotels LP
Mandy Farmer, CEO of Accent Inns|Hotel Zed
Melissa French, Vice-President Operations, Silver Hotels Group
Robert Pratt, President and CEO, Sandman and Sutton Place Hotels
Marc Staniloff, President and CEO, Superior Lodging Corp.

Directors-at-Large:
Vito Curalli, Executive Director, Canada, Latin America & International Sales Hilton Worldwide
Didier Obeuf, Vice-President of Operations of Groupe Germain

DAYS INNS CANADA AWARDED FRANCHISEES’ CHOICE DESIGNATION FROM THE CANADIAN FRANCHISE ASSOCIATION (CFA)

The study of 11,000 travellers across 10 countries, including
1,000 in Canada, was conducted by Edelman Data & Intelligence (DxI),
the research and analytics arm of Edelman, which has studied
trust for over 20 years through the Edelman Trust Barometer. In
Canada, it revealed the two most important factors in building
consumer trust in travel agencies and travel suppliers, such as
airlines, are having ‘no hidden costs’ (70 per cent) and ‘fully
flexible or refundable products’ (53 per cent). Unfortunately, most
travellers currently deem industry performance in both of these
factors to be poor (68 per cent and 70 per cent respectively).
Travellers in Canada were among the world’s most disappointed,
with a significant 38 and 23 percentage point gap between
importance and performance on those two points respectively.
“The importance of price transparency can’t be overstated”,
continued Webb. “To put it into context, having no hidden costs
is a full 27 per cent more influential on trust than an airline’s
long-term safety record. The request from consumers here is
clear; the time has come to eliminate hidden fees and improve
the overall transparency of pricing and communication.”

behaviour (43 per cent) and loyalty activity (42 per cent). They are
less comfortable, however, when information is sourced indirectly,
for example, through social media activity (24 per cent), public
records like credit scores (27 per cent) and past shopping, search and
booking behaviour with other companies (31 per cent).

4. INFORMATION CREDIBILITY
According to the research, the most trusted source of travel-related
information that travellers in Canada use when researching a trip
are those perceived to have aligned interests: friends and family (68
per cent), with the next-most trusted source of official tourism boards
coming in far behind (47 per cent). In contrast, the least trusted
are those with a clear vested interest in selling, such as social media
influencers (18 per cent) and celebrities (16 per cent). Once again, Gen Z
was revealed to be the least trusting in almost every category globally.
A similar story played out when examining trust in different types
of travel-related information. Customer ratings (48 per cent) and
written customer reviews (48 per cent) are among the most trusted
amongst travellers in Canada. However, third-party certification (32
per cent), third-party ratings such as hotel star systems (39 per cent),
and photos of products such as hotel rooms provided by travel companies (36 per cent) were revealed to be the least trusted.

Enabling Retail
In addition to identifying gaps in trust, the research also uncovered
evidence that trust directly influences purchasing behaviour. Due to
COVID-19, almost half (44 per cent) of Canadian travellers today, for
example, were shown to prioritize trust over all other factors when
choosing a travel supplier. Many travellers also stated, when trust is
in place, they will consider purchasing multiple travel-related items
(45 per cent), upgrading their package (34 per cent) and buying
non-travel-related items such as credit cards (23 per cent).

2. COVID-19 HEALTH & SAFETY
While the nearly half (46 per cent) of Canadian travellers that
participated in the study said the industry has done well in
implementing COVID-19 health and safety measures, many still
shared lingering concerns when it comes to how robustly some
measures are being enforced. Improved air filtration was shown
to engender the least confidence among travellers, with only 36
per cent in Canada (compared to 46 per cent globally) saying
they trust it to be effectively implemented. Social distancing (40
per cent) and managed boarding and queuing (47 per cent) were
also perceived weak points.
Webb added, “The travel industry should be proud of how
quickly and effectively it responded to COVID-19. What we
learned from the study, however, is that travel suppliers and
agencies will benefit from being clearer in their communication
on certain measures, like social distancing.”

3. DATA PRIVACY
Days Inns Canada has been named a recipient of the CFA Franchisees’ Choice Designation. This prestigious
recognition is presented to CFA member franchise brands whose franchisees voluntarily took part in an
independently administered survey and rated their franchisor across many points of service.
“This accolade is especially meaningful, as it is a direct result of feedback from our valued owners.
Achieving high satisfaction ratings from our franchisees is a tribute to the dedication of our entire team of
hospitality professionals,” said Irwin Prince, president & COO, Realstar Hospitality. “Our franchise owners are
what set us apart; they are the best in the business.”
Franchisees evaluated Days Inns Canada in many areas, including the franchisee selection process,
franchisee information package, corporate leadership, business planning and marketing, training and support,
ongoing operations and the relationship between the franchisor and franchisee.
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Data privacy was another key issue highlighted by the
research. Only one third of travellers in Canada (33 per cent,
compared to 40 per cent globally) reported that they currently
trust travel companies to use their personal information in the
right way. Globally, this was especially apparent among Baby
Boomers (33 per cent) and Gen Z (36 per cent) respondents.
When it comes to using information to personalize experiences, travellers in Canada said they are most comfortable with
companies using data that they have actively shared with them
through one-to-one conversations (45 per cent), past booking

Western Hotelier Magazine
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Upcoming Event

PROGRAM AT A GLANCE
Monday, September 20, 2021
5:00 PM - 8:00 PM
WELCOME RECEPTION

Tuesday, September 21, 2021
7:30 AM - 8:30 AM
BREAKFAST
8:30 AM - 9:30 AM
POST-PANDEMIC HOSPITALITY:
THE GREAT RESET
Glenn Haussman
- No Vacancy Podcast

Alberta Hotel and Lodging Association
to Hold In-Person Ascend Conference

A

lready battered by the province’s economic
downturn, the Alberta hotel sector was hit
particularly hard by COVID-19. With record
low occupancy levels and RevPAR, Alberta tourism
businesses now face a daunting task: rebuilding a
decimated industry. The pandemic has permanently
changed how guests, employees, and stakeholders
view hospitality, and if the hotel industry wants to
survive, it needs to do the same.

Join the AHLA on September 20 & 21 at the
JW Marriott Edmonton ICE District to gain
perspective and inform your future strategic
decisions as you rebuild your business.
The conference promises a top-notch line-up
of industry experts who will provide critical analysis
and forecasts, including:
• Hotel industry expert and author Glenn
Haussman, host of the popular hospitality
podcast, No Vacancy, will help you
understand how the current state of the
industry is actually a tremendous opportunity
to reframe your approach to hospitality.
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• Political expert and radio columnist Paul
McLoughlin will offer a critical view of
Alberta’s political landscape.
• CBRE Hotels Valuation and Advisory
Services will present the provincial and
national accommodation outlook — Always
one of our most popular sessions!
• Travel Alberta will share how its Bootstrap
Business Plan approaches tourism in
a new way.
• New this year! Financial experts weigh in on
property valuations and financing and will
provide you with strategies to ride out
Alberta’s economic challenges over the next
few years.
This year’s in-person event will give you ample
opportunity to network with other Alberta hotel leaders
and help you move forward with confidence. You’ll
leave Ascend prepared to plan strategically for the
next year — and beyond; Make informed decisions for
your budget; and prepare your business to thrive in a
post-pandemic economy.

Western Hotelier Magazine

Believe it or not, there’s an upside to
the COVID pandemic: it’s shown us
that nothing is sacrosanct. Businesses
that are open to new ways of doing
things are the ones that will thrive.
Now is the time to rethink hospitality
infrastructure, guest
experiences, amenities, and administrative structures. Hotel
industry expert, podcaster, and author
Glenn Haussman will
show you how to
harness this once-ina-lifetime opportunity
to recreate your property’s entire
hospitality experience to better meet
the needs of leisure, business, and
group travellers, and possibly uncover
new categories of travellers altogether.

9:30 AM - 10:45 AM
ACCOMMODATION OUTLOOK
David Ferguson
- CBRE Hotels Valuation and Advisory
Services Group, Canada
Session description coming soon.

10:45 AM - 11:00 AM — BREAK
11:00 AM - 12:00 PM
RETRENCH, REFRESH, RENEW:
PULLING OURSELVES UP
BY OUR BOOTSTRAPS
David Goldstein - Travel Alberta
Alberta tourism’s future success
hinges on accelerated growth in the
first three years
coming out of
the pandemic. It
is time to hit the
reset button and
work together
to reignite our
industry as we
safely welcome
back the world.

Western Hotelier Magazine

Learn more about Travel Alberta’s
Bootstrap Business Plan that will
retrench, refresh, and renew Alberta’s
visitor economy — and how we’re
working with industry across the
province to build back stronger than
ever. Together, we have a unique opportunity to re-envision our collective
approach to tourism in Alberta.

12:30 PM - 1:15 PM
RE-OPENING CANADA:
KICKSTARTING THE NATIONAL
HOTEL INDUSTRY
Alana Baker
- Hotel Association of Canada
Alana Baker will
share Hotel Association of Canada’s
advocacy strategy
to ensure the
recovery of the
hotel industry
across Canada. In
particular, HAC
will focus on
pressuring the government for an
expedited re-opening plan and support
to address the labour shortages in the
hospitality industry.

1:15 PM - 1:30 PM — BREAK
1:30 PM - 2:45 PM
THE BOTTOM LINE:
VALUATION & FINANCING
OF ALBERTA HOTELS
Hamir Bansal - Colliers
Eugene Beaulieu
- University of Calgary
Trevor Scott - CFO Capital
In this unprecedented time, what
economic drivers
can we rely on to
support the recovery and growth of
the hotel industry? How has the
COVID-19 pandemic impacted
hotel valuations
and transaction
Trevor Scott
activity in Alberta? What is the
current risk appetite of lenders for
financing hotel acquisitions and new
construction? AHLA President & CEO
Dave Kaiser will facilitate a panel
discussion with leading industry
experts to address these questions
and to gather deeper insights on
asset values and growth prospects
for the industry.

2:45 PM - 3:15 PM — BREAK
3:15 PM - 4:15 PM
ALBERTA’S POLITICAL
LANDSCAPE AND THE
HOTEL LOBBY
Paul McLoughlin
- Word of Mouth Communications
Taxation, tourism, liquor, and labour
policies have a critical impact on the
sustainability and profitability of
hotels. Paul McLoughlin, CBC radio
columnist and principal, Word of
Mouth Communications, will share
his insights into Alberta’s current
government and broader political
landscape. With more than 30 years
monitoring Alberta politics, Paul will
share his perspective on where
tourism, hospitality, and hotels fit in
the provincial government’s agenda and
how hotels can ensure their voice is
heard. Paul will provide important context about the provincial government’s
priorities, and what hoteliers need to
do to influence decision makers as
the next election approaches.

4:15 PM - 5:00 PM
THE AHLA AND YOU:
HELPING HOTELS NAVIGATE
CURRENT MARKET REALITIES
Dave Kaiser
- Alberta Hotel & Lodging Association
AHLA President & CEO Dave Kaiser
will wrap up Ascend with a summary
of the major themes presented during
the event and talk about how these
will shape the
AHLA’s advocacy
agenda and program & service
offerings going
forward. He will
also discuss how
the AHLA’s property & liability
insurance project, funded by Western Economic
Diversification Canada, will help
to address the escalating cost of
insurance for hotels. Lastly, Dave will
highlight the value for members
provided through the AHLA Services
Corporation’s commercial programs.
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HotelFurniture.com

T

he pandemic has given the hotel industry a push to innovate, particularly when it
comes to embracing digital platforms. Finding efficiencies in your hotel is key,
especially in a post-pandemic world and as the industry finds its feet again.

Projects that were put on hold are seeing new possibilities, travel is picking up, and jobs are coming back, but
things are picking up quickly.
HotelFurniture.com is a platform that allows hoteliers convenience and efficiency in design and procurement, making
hotel renovations and new builds more efficient than current
methods. And now, more than ever, finding efficiencies is key.
It focuses on providing clients with all of their FF&E needs
in one place on a self-service platform with a dedicated
designer when needed.
“As we’ve taken the platform to market and been in front
of people, we’ve had such a fantastic response”, says Danna
Dunnage, President of HotelFurniture.com (“HF”). “Most
people we’ve spoken to are blown away by the transparency
and how easy it is to use, not to mention how it significantly
saves time waiting for a quote and getting projects started”.
The platform is free to use and only requires a web browser.
“You don’t need fancy technology that is difficult to
integrate with other platforms you may already have. The

HotelFurniture.com platform is about making things easier
and more streamlined.”
For owner-operators, it gives a greater power over the
renovation or new build process and transparent pricing.
For management companies or general contractors, it
increases efficiencies while still enabling project oversight
over multiple projects.

Services
HotelFurniture.com allows hoteliers to complete projects all
in one place, without the need to draw upon multiple designers and vendors. The technology built into the platform gives
owners, operators, general contractors, and management
companies the ability to design and preview rooms with
clear, 3D renderings and double-click into any of the details.
The 3D renderings provide a more holistic view of what the
finished outcome will look like in an easy-to-navigate format.
When a client is ready to go, HotelFurniture.com submits

the design to the brand flag for full approval.
Once the franchise brand approves the project, they
order the furniture, fixtures, and equipment – to be
shipped where and when the client wants it.
Everything happens inside their online portal, which is
home to all your projects, whether you are working on a
single renovation or multiple builds. It doesn’t require any
downloads or special tools – just an internet browser.

Newest Features
The company values Exceptional Experiences and are
Determined to Deliver, and something that the team is
committed to is constantly meeting and exceeding
expectations and needs. They do this through getting
feedback from the industry and users.
Some of the most recent features they’ve added are an
instant quote feature on their website, a “shopping cart”
that allows you to see your cost in real-time, and they are
working on a marketplace to order FF&E goods.

On-Line but Here to Help
Hotel Furniture’s online platform is designed to streamline projects, but, as Dunnage says, “we’re always here to
help. Our support team is ready to answer your questions,
resolve any issues you might encounter, and ensure you
have an exceptional experience from start to finish”.
While the hotel industry is working hard to recover,
services like HotelFurniture.com can go a long way to
making the process more efficient, affordable, and far less
time consuming when there are so many other issues
owners and operators must contend with.
Gearing up for re-opening means providing guests with
confidence their stay is safe and that the property is clean,
says Dunnage. “Design is important, and you can use it
to your advantage post-COVID to reassure guests in the
cleanliness of your property”.

From now until the end of 2021, there is a special offer running.
Scan the QR code to
find out more.

HotelFurniture.com

Provincial Focus: BC

By Ronda Payne

photo courtesy shutterstock.com

Optimism Buoys
the Future

I

t would be short-sighted to talk about the last year and not mention COVID19. Not only would it be short-sighted, it would be impossible. COVID-19
shaped so much of life in 2020 (and beyond), but the news isn’t entirely bad.
There were positives to be had in BC’s hotel industry as a result of the pandemic
and operators are feeling optimistic about the future.
For Mike Macleod, director, member and business development with the
British Columbia Hotel Association (BCHA), COVID-19 led to the organization
taking a gathering and dissemination role.
“Often a lot of the guidance or protocols that came from government were not
written as a hotelier would read them,” he says. “Our position was, let’s be the
clarification point. That was one of our biggest contributions to our members and
our industry, is that go-between and that translator. And we identified gaps. They
[the government] don’t know our industry inside-and-out like we do.”
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BC HOTELS ARE
POSITIONED
FOR BRIGHTER
TIMES AHEAD AS
THE PROVINCE
OPENS UP AND
KEY LEARNING
IS APPLIED
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reduced restrictions and reopening plans,
things are looking much more positive.
“We’ve been hearing anecdotally that
July is going quite well,” says Macleod.
It is the optimism inherent in the industry that allows hoteliers to look past the
losses. BCHA reports that 60 per cent of

Prestige Harbourfront Resort Salmon Arm

Providing guidance was essential in an
industry that was constantly shifting,
adjusting and hanging on. Amy Nunn,
vice-president of sales and marketing with
Prestige Hotels and Resorts says that reinvention became the name of the game.
“Like so many others in the hospitality
industry, I feel like we’ve done a really good
job of pivoting countless times and kind of
reinventing ourselves, adapting to new
requirements and protocols to keep our
guests and our staff healthy and safe,” she
says. “Overall, I think we’ve done a pretty
good job of keeping our doors open as
much as we could… and diversifying our
market segments.”

Mike Macleod, director, member
and business development, British
Columbia Hotel Association

Fraser Valley rooms were lost to
properties changing hands and
not continuing operations. There
are still some properties under
construction like the Metropolitan’s
renovations and the opening of
Versante in Richmond.
“There were operators in largely rural
parts of the province that just couldn’t
support the increase they were seeing in
things like insurance,” he says. “They just
shut their doors.”

AT A GLANCE
Prestige Lakeside Resort Nelson

Unfortunately, not all properties in BC
were able to keep their doors open in the
wake of restrictions. BCHA notes that
occupancy and RevPAR numbers were, and
continue to be, down, as one would expect.
June 2019 sat at 67 per cent occupancy and
was at about 36 per cent for the same period
in 2021. However, with BC’s recently

hotels have lost more than $1 million since
April 2020 and 75 per cent are operating at
reduced capacity. In Vancouver, 143 rooms
were lost to bankruptcy and less than 200
rooms remain closed in the area with the
majority due to renovations. About 400
rooms in the Lower Mainland were
converted to BC Housing assets and 156

ularly hard. While locals may
partake in some of these activities, it’s not enough to maintain
the industry. At the end of
2019, tourism was a $21 billion
industry. This dropped to
$7 billion at the end of 2020.
“Our locals will come back
to support it and our domestic
travellers will come back and
support it,” he says. “But domestic travel isn’t
enough to sustain it.”
He adds that with international borders reopening, there will be movement

in the right direction.
“It will not be with a bang. It will gradually
get there,” he says. “We are not there yet. I’m
looking at the rest of this year with cautious
optimism. It’s better than it was last year.”
There is a lot of appreciation for
BC-based travellers according to Jodi
Westbury, director, marketing and communications with Coast Hotels.
“We’re very grateful for the local travellers, who visited us over the past year and
a half,” she says. “At the same time, we are
excited about the prospect of welcoming
some of the travellers we’ve been missing.”

*June YTD 2021

British Columbia
Occ . . . . . . . . . . . . . . . . . . . . . . . . . 36.1
RevPAR . . . . . . . . . . . . . . . . . . $48.58
Supply (% Change) . . . . . . . . . . . . 3.1
Demand (% Change) . . . . . . . . . -0.5
Vancouver
Occ . . . . . . . . . . . . . . . . . . . . . . . . 35.3
RevPAR . . . . . . . . . . . . . . . . . . $48.54
Supply (% Change) . . . . . . . . . . . 2.0
Demand (% Change) . . . . . . . . . -13.7
Victoria
Occ . . . . . . . . . . . . . . . . . . . . . . . . 34.5
RevPAR . . . . . . . . . . . . . . . . . . $44.81
Supply (% Change) . . . . . . . . . . . . 7.5
Demand (% Change) . . . . . . . . . . 13.1
Northern BC
Occ . . . . . . . . . . . . . . . . . . . . . . . . 42.2
RevPAR . . . . . . . . . . . . . . . . . . $48.85
Supply (% Change) . . . . . . . . . . . . 3.7
Demand (% Change) . . . . . . . . . . 14.8
Source: 2021 STR, Inc.

Vivek Sharma,
chair of the board
of the Tourism
Industry Association
of BC notes that
even as domestic
travel trickled in,
certain properties
weren’t benefitting
from the regional
Vivek Sharma,
cabin-fever British
chair of the board,
Tourism Industry
Columbians were
Association of BC
experiencing.
“When people
travel domestically, their behaviour is different than when they travel internationally,”
he says. That’s a global phenomenon.”
Therefore, ski resorts, fishing lodges and
other tourism-based regions were hit partic16
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Properties that persisted through the
challenges and welcomed local travellers
were unfortunately faced with staffing
issues, which was a double-whammy given
that staffing was a concern pre-pandemic.
Westbury notes, losing staff was trying but
there were also hard-fought wins.
“Losing ambassadors due to layoff has
been very difficult, but those who
remained really showed how resourceful
and guest service-oriented they are,” she says.
“The pandemic also caused us to look at,
and evaluate, every aspect of our business
for efficiency, value and effectiveness.
There are elements we’ve removed that we
won’t bring back and elements we added
that are very likely to stay here.”
Appreciation of staff is a consistent
theme among hoteliers with Nunn also
noting this was a highlight from a year of
setbacks.
“We always knew how hard they worked
and how dedicated our staff and our general
managers were. Seeing their 100 per cent
commitment to the company over the last
year and a half. They keep coming to work
and keeping their smiles on their faces,” she
says. “It really shows how hard our people
work. When the times get tough, they are
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By Carly Peters

Coast Hotels are grateful to the local travellers who have visited over the past year and a
half and look forward to the prospect of welcoming more travellers.

really in it for the long haul.”
In addition to COVID-related challenges, Macleod says labour will continue
to be an ongoing issue.
“We have hotels in areas right now that
are doing very well from a tourism perspective, but also have the complication
of the wildfires and they can’t open all
the rooms because they don’t have the
people to clean them,” he says. “They don’t
have people [staff] in their restaurants. It
was an issue before COVID and it’s going
to be an issue after COVID.”

Property taxes, insurance and the rising
costs and availability of supplies also stays
firmly on BCHA’s radar.
“Rising expenses for sure is going to be a
challenge,” he says. “The supply chain
could be a thing in the next few months.”
Like a fighter who takes a beating in
round one, but comes back to take out
the competitor, the hotel industry in BC
is poised for recovery. Insights gained
from going through the pandemic will
allow operators to be more efficient and
successful in the future. ●

photo courtesy shutterstock.com
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s Canadians begin to make tentative travel plans
and conferences cautiously look to book for the
new year, the mood amongst hoteliers is not as
optimistic. And, with good cause. The post-pandemic
landscape is marked by staggered travel and tourism
re-openings, extensive labour shortages, and the pending
withdrawal of federal financial supports such as the
Canada Emergency Wage Subsidy (CEWS) and Canada
Emergency Rent Subsidy (CERS).
As the typically slower winter season approaches
many hoteliers fear they may not be around to host
those hopeful travellers. In fact, a recent survey
of Canadian travel and tourism businesses by the

Western Hotelier Magazine

Coalition of Hardest Hit Businesses found 60 per cent
expect to fail before the end of 2021. The coalition
is calling on the Federal government to establish a
tailored wage and fixed-cost support program for
businesses experiencing pandemic revenue losses of
more than 40 per cent.
Independent hotels are more at risk of this fate;
franchises, while also feeling the hurt, may fair a little
better thanks to the additional benefits and supports
of being part of a broader brand. We talked to three
franchise owner/operators about their experiences
over the past year and what the post-pandemic market
might look for them in the coming months:
19
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MORE HANDS NEEDED ON DECK

GIVE MORE IF YOU CAN GIVE MORE

Even with a pinched nerve, there’s no time to rest for Nick Karas, CEO
Comfort Inn & Suites, Airdrie. Rolling himself on an office chair in order to
direct deliveries, he can’t afford to be another employee short. Like most
hoteliers across the country, he’s struggling to bring back staff that were lost
during the pandemic, or entice new ones.
“We have to roll rooms even on busy days because we can’t clean them;
we don’t have enough cleaning staff,” he explains, stating they have explored
other employee incentives, such as providing rooms as housing for staff as a
perk, because he can’t afford to increase wages.
Karas estimates he’s lost 75 per cent of his revenue over the course of the
pandemic — a set of regular blue collar clients staying at the Comfort Inn
helped to keep the doors open. They even tried renting out rooms as remote
work offices to offset costs, but with little pick up
on the innovation.
“Since Alberta is so resource-based we’ve
actually been hurting over the past five years,” he states, adding that compounding costs, such as carbon
taxes and the trickledown effect of post-pandemic government debt, means there’s little financial relief on
the horizon.
For the remainder of the year cutting costs and managing expenses means continued stripped down
services for guests. While the hotel’s breakfast bar is back (during the pandemic
they offered up smaller, pre-bagged options), in-room housekeeping will only be
provided after a three-night stay. For the most part guests currently don’t
want daily service, and are understanding of other cutbacks, but they won’t be
forever, says Karas.
However, being part of the Choice Hotels Canada, the country’s largest hotel
franchiser, means Karas hasn’t had to navigate all of these challenges on his own.
He praises the brand for the support owner/operators are given in the form of
Brian Leon, president,
information packages, regular webinars and national virtual town hall meetings.
Choice Hotels Canada
“Communication with our franchisees was always key to our success and a very
important part of our culture. We learned that keeping the lines of communication
open translated directly into profits throughout the pandemic,” states Brian Leon, president of Choice Hotels
Canada, adding they increasingly used technologies to communicate with front line hotel workers. The franchisor also conducted a deep dive into revenue and sales and shares strategies with our franchisees on how to
remain profitable, even though things looked very different.
Nick Karas,
“The obvious lessons we all learned is that we can do things a different way. We’ve all adapted. Whether it be
CEO, Comfort Inn &
by using new technologies or other efficiencies, we’ve all figured it out and will continue to figure it out. We’ve
Suites, Airdrie
been made stronger and more agile, and we have great optimism for what the future will bring.”

“You have to celebrate the small wins,” states Mark Hope, vice-president of development & revenue
strategy for Coast Hotels. Whether it’s a new baby born to an ambassador’s family, or, gasp, a full hotel for
even just one night, finding the positives in an unprecedented year is helping the franchises through.
During the pandemic, seven of their Canadian locations shut their doors, leading to a large amount of
layoffs across the brand. However, now that all but one are open again, Hope is having a hard time bringing
back the staff needed for full scale operations. “We’ve had to cut hours, can’t charge full rates,” he explains,
adding to fill gaps owners have agreed to shuffle employees around to hotels when and where they need
it most. They’ve also implemented cash incentives, flexible hours, and amped up their Kudos program —
internal recognition that can range from a positive text message to gifts cards — as small ways to not only
retain staff, but also say, “Thank you.”
At the time of interview, a few
Coast Hotels were playing host to
B.C. wildfire evacuees, compounding
the crunch on already stretched
Mark Hope,
employees. “Some of the hotels can’t
vice-president of
even answer the phone, so we have
development & revenue
calls forwarded to corporate office
strategy, Coast Hotels
to help guests,” he says, pointing out
even though this is a strain on
business, it’s the least they can do. “Sure we could charge these
people the full $350 rate for the room, but we’re not going to.
We’re going to charge them an $80-$120 compassion rate based
on each specific market. And, if we don’t have a room, we’re
going to call around to the other hotels and find them one.”
The philosophy of “give more if you can give more” is one that
Coast Hotels not only encourages their hoteliers to take but one
they follow themselves as a brand. Hope states during the
pandemic they drafted a new, 120-page policy manual, titled
Coast Parksville Hotel opened in July 2020.
Coast Cares, to help owners navigate the new level of cleaning
standards, apply for government support, and other industry specific information. They also hosted weekly COVID Zoom calls to not only
provide best practices but to connect with the properties and see where help was most needed.
“As the franchise we’re the support, but we also own hotels; we’ve got skin in the game. So we did what we could to keep business
moving forward.”
Surprisingly, it did. Coast actually opened a new franchise hotel in Parksville in July 2020, and is set to open another this fall. Additionally,
the brand has seen guest satisfaction scores climb. “Most people understand there will be a difference in the services but it’s the hospitality
that has to continue,” he says, adding that during the pandemic Coast Hotels launched a new reservation system and website to elevate
the customer experience. “A lot of what’s happening in the world is out of our control. But we will do what we can to persevere.”

KEEPING IT CLEAN
Clean comfort has always been top of mind for Realstar Hospitality,
master franchisor of the Days Inn, Motel 6, and Studio 6 brands in
Canada. But this past year, they’ve taken it to the next level to
ensure guests felt safe to come in during and post-pandemic travel.
There was an immediate shift in focus to elevate cleaning, health
and safety protocols at every one of the
franchise locations across the country,
states Ally Wesson, vice-president of
marketing for the company, adding they
created new standards based on best
practices in collaboration with globally
recognized health authorities, suppliers
like Ecolab, and the Stay Safe program
created by the American Hotel and
Lodging Association (AHLA). The franchiser created two full suites of collateral
— provided to hotels at no cost — including
Wyndham’s Count on Us program, which
includes letting rooms “rest”’ 24-72 hour
Ally Wesson,
between guest checkout and check in,
vice-president of
and G6 Hospitality’s Clean@6 initiative
that focused heavily on proper training
marketing, Realstar
procedures for staff.
Hospitality
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Wesson adds for hotel operations, the innovation, enhancement
and adoption of new and emerging touchless technologies to
compensate for social distancing requirements and accommodate
pandemic-era hygiene considerations will continue to be essential.
Promoting these high-standards of cleanliness is just one tactic
Realstar Hospitality’s marketing team is focusing on to drive direct
bookings and ensure that Days Inn, Motel 6, and Studio 6 are top of
mind with both leisure and business travellers, the category Wesson
says they hope to see increase in the fall. While the company’s
revenue managers, operations, and procurement teams’ leveraged
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best practices and pricing to provide an unparalleled level of support
for franchisers, their dedicated team of ‘heads-in-bed’ sales professionals worked hand-in-hand with owners to generate more local
business than ever before.
“During the pandemic most hotel companies furloughed all or a portion
of their sales force,” explains Wesson, adding Realstar Hospitality
President and COO Irwin Prince, decided to maintain a full sales team
knowing franchisees would need sales assistance more than ever. “At
a time when many hotels found themselves without sales support,
our sales team was laser focused on digging up every piece of
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Irwin Prince,
president & COO,
Realstar Hospitality

business possible for our hotels. They
were in constant contact with our owners
gathering pertinent local market intelligence to chase down every lead.”
However, Wesson states one of their proudest achievements over
the past year is how their franchisees came together to support
many of the communities they serve — from opening up their doors
to truck drivers as a place to take a break, grab a cup of coffee and a
hot shower — completely free of charge — to supporting local food
drives, offering discounted or free rooms to hospital staff, and more.
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What follows is a listing of the major franchise operations in Canada.
While we have made every effort to be inclusive, if your information has not been included
please contact us for inclusion in next year’s directory.

CHOICE HOTELS CANADA INC.
5015 Spectrum Way, Suite 400
Mississauga, ON L4W 0E4
Phone: (905) 206-7316, Fax: (905) 206-7318
development@choicehotels.ca
www.choicehotelsdevelopment.ca
Contact: Eric Normand (QC & NB)
Graham Marsh (ON, NS, PE, NL)
Juan Duran (Western Canada)
Rob Alldred (Ascend Hotel Collection)

Ascend Hotel Collection
History & Plans: Established in 2009 with 22 properties in Canada (5 in Western Canada, 17 in Eastern
Canada) 379 properties Worldwide; Recent Additions:
Stratford, Penticton, Calabogie, Trois-Rivieres, Winnipeg,
Victoriaville, Haliburton- all in 2020; Franchise Costs:
Initial Franchise Fee: $300 per room; minimum $45,000
CDN; Royalty Fee: 4% CDN; Advertising Fee: 1.25% CDN.
Services: Advertising/Marketing; Architectural Services/Design; Conventions & Area Meetings; Development & Design; Field Support; Financial Assistance;
Group Tour Material; Group Savings; Internet; Inspection System; Newsletter; Purchasing; Quality Assurance
Audits; Quality Control; Reservation Systems; Staff
Training; Technical Services; Worldwide Sales.

Clarion
History & Plans: Established in 1994 with 9 properties in Canada (5 in Western Canada, 4 in Eastern
Canada) 282 properties Worldwide; Franchise Costs:
Initial Franchise Fee: $300 per room; $35,000 CDN;
Royalty Fee: 3% CDN; Advertising Fee: 1.25% CDN.
Services: Advertising/Marketing; Architectural Services/Design; Conventions & Area Meetings; Development & Design; Field Support; Financial Assistance; Group Tour Material; Group Savings; Internet;
Inspection System; Newsletter; Purchasing; Quality
Assurance Audits; Quality Control; Reservation Systems; Staff Training; Technical Services

Clarion Pointe
History & Plans: Established in 2020 with 1 property in Canada (1 in Western Canada) 31 properties
Worldwide; Recent Additions: Medicine Hat AB in
2021: Franchise Costs: Initial Franchise Fee: $300
per room; $35,000 CDN; Royalty Fee: 4% CDN;
Advertising Fee: 1.25% CDN. Services: Advertising/Marketing; Architectural Services/Design; Conventions & Area Meetings; Development & Design;
Field Support; Financial Assistance; Group Tour
Material; Group Savings; Internet; Inspection System; Newsletter; Purchasing; Quality Assurance
Audits; Quality Control; Reservation Systems; Staff
Training; Technical Services; Worldwide Sales.

Comfort

Sleep Inn

History & Plans: Established in 1989 with 145 properties in Canada (38 in Western Canada, 107 in
Eastern Canada) 2,109 properties Worldwide; Franchise Costs: Initial Franchise Fee: $300 per room;
minimum $45,000 CDN; Royalty Fee: 5.5% CDN;
Advertising Fee: 1.3% CDN. Services: Advertising/
Marketing; Architectural Services/Design; Conventions & Area Meetings; Development & Design;
Field Support; Financial Assistance; Group Tour
Material; Group Savings; Internet; Inspection System; Newsletter; Purchasing; Quality Assurance
Audits; Quality Control; Reservation Systems; Staff
Training; Technical Services; Worldwide Sales.

History & Plans: Established in 1996 with 4 properties Canada (1 in Western Canada, 3 in Eastern
Canada) 434 properties Worldwide; Franchise
Costs: Initial Franchise Fee: $300 per room; minimum $35,000 CDN; Royalty Fee: 5% CDN; Advertising Fee: 1.3% CDN: Services: Advertising/Marketing; Architectural Services/Design; Conventions &
Area Meetings; Development & Design; Field Support; Financial Assistance; Group Savings; Group
Tour Material; Internet; Inspection System;
Newsletter; Purchasing; Quality Assurance Audits;
Quality Control; Reservation Systems; Staff Training; Technical Services; Worldwide Sales.

Econo Lodge
History & Plans: Established in 1990 with 43 properties in Canada (19 in Western Canada, 24 in Eastern
Canada) 820 properties Worldwide; Recent Canadian
Addition: Kelowna, Montreal, Medicine Hat in 2021:
Franchise Costs: Initial Franchise Fee: $250 per
room; minimum $25,000 CDN; Royalty Fee: 4% CDN;
Advertising Fee: 1.25% CDN. Services:
Advertising/Marketing; Architectural Services/
Design; Conventions & Area Meetings; Development
& Design; Field Support; Financial Assistance; Group
Savings; Group Tour Material; Internet; Inspection
System; Newsletter; Purchasing; Quality Assurance
Audits; Quality Control; Reservation Systems; Staff
Training; Technical Services; Worldwide Sales.

Quality
History & Plans: Established in 1955 in CDA with
102 properties in Canada (31 in Western Canada, 71
in Eastern Canada) 1,999 properties Worldwide;
Recent Canadian Addition: Montreal, Edmundston,
Rimbey in 2020: Franchise Fees: Initial Franchise
Fee: $300 per room; minimum $35,000 CDN; Royalty Fee: 5% CDN; Advertising Fee: 1.3% CDN. Services: Advertising/Marketing; Architectural Services/Design; Conventions & Area Meetings; Development & Design; Field Support; Financial Assistance; Group Savings; Group Tour Material; Internet; Inspection System; Newsletter; Purchasing;
Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Technical Services;
Worldwide Sales.

Rodeway Inn
History & Plans: Established in 1993 with 9 properties in Canada (2 in Western Canada, 7 in Eastern
Canada) 553 properties Worldwide; Recent Canadian Addition: Kamloops, BC: 2020, Edson, AB:
2020; Franchise Costs: Initial Franchise Fee: $200
per room; minimum $15,000 CDN; Royalty Fee: 4%
CDN; Advertising Fee: 1.25% CDN: Services: Advertising/Marketing; Architectural Services/Design;
Conventions & Area Meetings; Development &
Design; Field Support; Financial Assistance; Group
Savings; Group Tour Material; Internet; Inspection
System; Newsletter; Purchasing; Quality Assurance
Audits; Quality Control; Reservation Systems; Staff
Training; Technical Services; Worldwide Sales.

The Fort Garry Hotel, Spa And Conference Centre
Winnipeg, Manitoba

COAST HOTELS LIMITED
700 – 535 Thurlow Street, Vancouver, BC V6E 3L2
Phone: (604) 329-1812, Fax: (604) 682-8942
m.hope@coasthotels.com, www.coasthotels.com
Contact: Mark Hope

Coast Hotels
History & Plans: Established in 1972 with 37 properties Worldwide and 27 in Western Canada (with
properties in BC, AB, YK, SK); Recent Canadian Addition: Sechelt, BC in 2021: Expansion Plans: Expected
10+ properties in 2022-2024 (Vancouver Island,
other BC, AB, SK & YK); Franchise Costs: $15,000;
Royalty Fee: 2% GRR; Advertising Fee: 2% GRR; Services: Advertising/Marketing; Central Purchasing;
Conventions & Area Meetings; Development &
Design; Field Support; Group Tour Material; Internet;
Inspection System; Lease Negotiation; Management; Newsletter; Quality Assurance Audits; Reservation Systems; Staff Training; Supplies; Technical
Services; Worldwide Sales.

HIHOTELS BY HOSPITALITY
INTERNATIONAL, INC.
1726 Montreal Circle, Ste. 110
Phone: (800) 892-8405, Fax: (800) 813-6322
sales@hifranchise.com, www.hifranchise.com
Contact: Gary Gobin

Red Carpet Inn, Scottish Inns, Passport
Inn, Downtowner Inns, Master Hosts Inns
History & Plans: Established in 1982 with 215
properties Worldwide and 1 property in Eastern
Canada; Franchise Costs: $5000 to 15000; Royalty
Fee: $40/rm/mo; Advertising Fee: Included in Royalty; Services: Advertising/Marketing; Field Support; Inspection System; Newsletter; Quality Assurance Audits; Reservation Systems; Staff Training

Keep your
local identity.
Gain our
global presence.
Ascend Hotel Collection® is a membership of more than 370+ upscale, independent hotels open or under
development worldwide, that beneﬁ t from increased exposure, reservation potential, technology, loyalty,
and support from innovative global lodging leader, Choice Hotels®. Ascend members remain unique and
distinct, able to operate and design on their own terms to prioritize the needs of their guests.

Explore opportunities to stay local and go global.
ChoiceHotelsDevelopment.ca
©2021 Choice Hotels Canada Inc. All Rights Reserved.
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7930 Jones Branch Drive, McLean VA 22102 USA
Phone: (703) 883-1000
development.americas@hilton.com;
www.hilton.com/en/corporate
Contact: Matt Wehling

Canopy by Hilton
History & Plans: Established in 2014 with 31 properties Worldwide and 0 properties in Canada;
Expansion Plans: Expected 1 property 2022 in
Toronto-Yorkville: Franchise Costs: Initial Franchise
Fee: $75,000 + $400/room (over 250) USD; Royalty
Fee: 5% USD; Advertising Fee: N/A; Services: Advertising/Marketing; Architectural Services/Design; Central
Purchasing; Complete Turnkey Packages; Conventions
& Area Meetings; Development & Design; Field Support; Group Tour Material; Group Savings; Internet;
Lease Negotiation; Management; Newsletter; Purchasing; Quality Assurance Audits; Quality Control;
Reservation Systems; Staff Training; Supplies;
Technical Services; Worldwide Sales.

Curio Collection by Hilton
History & Plans: Established in 2014 with 104 properties Worldwide and 0 properties in Canada; Franchise
Costs: Initial Franchise Fee: $75,000 + $400/room (over
250) USD; Royalty Fee: 5% USD; Advertising Fee: N/A;
Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing; Complete Turnkey
Packages; Conventions & Area Meetings; Development
& Design; Field Support; Group Tour Material; Group
Savings; Internet; Lease Negotiation; Management;
Newsletter; Purchasing; Quality Assurance Audits;
Quality Control; Reservation Systems; Staff Training;
Supplies; Technical Services; Worldwide Sales.

DoubleTree by Hilton
History & Plans: Established in 1985 with 623
properties Worldwide and 18 properties in Canada
(6 properties in Western Canada & 12 properties in
Eastern Canada); Expansion Plans: Expected 3
properties 2021 in West Kelowna & Calgary Downtown; Franchise Costs: Initial Franchise Fee:
$75,000 + $400/room (over 250) USD; Royalty Fee:
5% USD; Advertising Fee: N/A; Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing; Conventions & Area Meetings;
Complete Turnkey Packages; Development &
Design; Field Support; Group Tour Material; Group
Savings; Internet; Lease Negotiation; Management;
Newsletter; Purchasing; Quality Assurance Audits;
Quality Control; Reservation Systems; Staff Training; Supplies; Technical Services; Worldwide Sales.

Embassy Suites by Hilton
History & Plans: Established in 1983 with 260
properties Worldwide and 4 properties in Eastern
Canada; Franchise Costs: Initial Franchise Fee:
$75,000 + $400/room (over 250) USD; Royalty Fee: 3.5%
for Year 1, 4.5% for Year 2, and 5.5% for remainder USD;
Advertising Fee: N/A; Services: Advertising/ Marketing;
Architectural Services/Design; Central Purchasing;
Complete Turnkey Packages; Conventions & Area
Meetings; Development & Design; Field Support;
Group Tour Material; Group Savings; Internet; Lease
Negotiation; Management; Newsletter; Purchasing;
Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies; Technical
Services; Worldwide Sales.
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Hampton by Hilton

Homewood Suites by Hilton

History & Plans: Established in 1983 with 2,715 properties Worldwide and 63 properties in Canada (24
properties in Western Canada & 39 properties in
Eastern Canada); Expansion Plans: Expected 30 properties in 2021-2025: Franchise Costs: Initial Franchise
Fee: $75,000 + $400/room (over 250) USD; Royalty
Fee: 6% USD; Advertising Fee: N/A; Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing; Complete Turnkey Packages; Conventions & Area Meetings; Development & Design;
Field Support; Group Tour Material; Group Savings;
Internet; Lease Negotiation; Management; Newsletter; Purchasing; Quality Assurance Audits; Quality
Control; Reservation Systems; Staff Training; Supplies; Technical Services; Worldwide Sales.

History & Plans: Established in 1988 with 521 properties Worldwide and 22 properties in Canada (3 properties in Western Canada & 19 properties in Eastern Canada); Recent Canadian Addition: Montreal Midtown in
2021; Expansion Plans: Expected to add in 2021-2024 in
Montreal Midtown; Vancouver Midtown; Franchise
Costs: Initial Franchise Fee: $75,000 + $400/room (over
250) USD; Royalty Fee: 3.5% for Year 1, 4.5% for Year 2,
and 5.5% for remainder USD; Advertising Fee: N/A; Services: Advertising/Marketing; Architectural Services/
Design; Central Purchasing; Complete Turnkey Packages; Conventions & Area Meetings; Development &
Design; Field Support; Group Tour Material; Group Savings; Internet; Lease Negotiation; Management;
Newsletter; Purchasing; Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies; Technical Services; Worldwide Sales.

Hilton Garden Inn
History & Plans: Established in 1996 with 923 properties Worldwide and 29 properties in Canada (6
properties in Western Canada & 23 properties in
Eastern Canada); Expansion Plans: Expected 4 properties 2024-2025; Franchise Costs: Initial Franchise
Fee: $75,000 + $400/room (over 250) USD; Royalty
Fee: 5.5% USD; Advertising Fee: N/A; Services:
Advertising/Marketing; Architectural Services/
Design; Central Purchasing; Complete Turnkey Packages; Conventions & Area Meetings; Development &
Design; Field Support; Group Tour Material; Group
Savings; Internet; Lease Negotiation; Management;
Newsletter; Purchasing; Quality Assurance Audits;
Quality Control; Reservation Systems; Staff Training;
Supplies; Technical Services; Worldwide Sales.

Tapestry Collection by Hilton
History & Plans: Established in 2017 with 66 properties
Worldwide. 2 properties in Canada (1 property in Western Canada & 1 property in Eastern Canada): Recent
Canadian Addition: Calgary Downtown in 2021: Expansion Plans: Expected 2 properties in 2022-2024 in Mississauga; Niagara Falls: Franchise Costs: Initial Franchise Fee: $75,000 USD + $400/room (over 250); Royalty Fee: 5% USD; Advertising Fee: N/A; Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing; Complete Turnkey Packages; Conventions & Area Meetings; Development & Design; Field
Support; Group Tour Material; Group Savings; Internet;
Lease Negotiation; Management; Newsletter; Purchasing; Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies; Technical Services; Worldwide Sales.

Caption by Hyatt
(Lifestyle Select Service Segment)

Hyatt Centric
(Upscale Lifestyle Segment)

Hyatt Place
(Upscale Select Service Segment)

Franchise Information: Franchise Fee; USD$95,000 + $500
for each guest room in the Hotel over 150 rooms; Royalty
Fee: 5% Gross Rooms Revenue USD; Advertising Fee: 3.5%
Gross Rooms Revenue USD ; Total Average Investment:
Refer to current FDD; Minimum Cash Required: Refer to
current FDD; Services: Advertising/Marketing; Architectural
Services/Design; Central Purchasing; Complete Turnkey Packages; Conventions & Area Meetings; Development & Design;
Field Support; Financial Assistance; Group Tour Material;
Group Savings; Internet; Inspection System; Lease Negotiation; Management; Newsletter; Purchasing; Quality Assurance Audits; Quality Control; Reservation Systems; Staff
Training; Supplies; Technical Services; Worldwide Sales.

Franchise Information: Franchise Fee; USD $100,000 or
$300 per guest room in Hotel, whichever is greater.;
Royalty Fee: 5% Gross Rooms Revenue; Advertising
Fee: Refer to current FDD; Total Average Investment:
Refer to current FDD; Minimum Cash Required: Refer to
current FDD; Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing; Complete
Turnkey Packages; Conventions & Area Meetings;
Development & Design; Field Support; Financial Assistance; Group Tour Material; Group Savings; Internet;
Inspection System; Lease Negotiation; Management;
Newsletter; Purchasing; Quality Assurance Audits;
Quality Control; Reservation Systems; Staff Training;
Supplies; Technical Services; Worldwide Sales.

Franchise Information: Franchise Fee: USD $75,000 +
$500 for each guest room in the Hotel over 150 rooms;
Royalty Fee: 5% Gross Rooms Revenue USD; Advertising
Fee: 3.5% Gross Rooms Revenue USD; Total Average
Investment: Refer to current FDD; Minimum Cash
Required: Refer to current FDD; Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing;
Complete Turnkey Packages; Conventions & Area Meetings; Development & Design; Field Support; Financial
Assistance; Group Tour Material; Group Savings; Internet;
Inspection System; Lease Negotiation; Management;
Newsletter; Purchasing; Quality Assurance Audits; Quality
Control; Reservation Systems; Staff Training; Supplies;
Technical Services; Worldwide Sales.

Hyatt House
(Upscale Extended Stay Segment)

Hyatt Regency (Upscale Full Service)

Destination by Hyatt
(Upscale Resort Affiliation Segment)
Franchise Information: Franchise Fee; USD $100,000 or
$300 per guest room in Hotel, whichever is greater.;
Royalty Fee: 7% of Room Revenue booked through Hyatt
Channels. Refer to FDD for details. Program Fee for Sales/
Marketing/IT: 3.5% Gross Rooms Revenue. Total Average
Investment: Refer to current FDD; Minimum Cash
Required: Refer to cur-rent FDD; Services:
Advertising/Marketing; Architectural Services/Design;
Central Purchasing; Complete Turnkey Packages; Conventions & Area Meetings; Development & Design; Field Support; Financial Assistance; Group Tour Material; Group
Savings; Internet; Inspection System; Lease Negotiation;
Management; Newsletter; Purchasing; Quality Assurance
Audits; Quality Control; Reservation Systems; Staff Training; Supplies; Technical Services; Worldwide Sales.

Franchise Information: Franchise Fee; USD $75,000 +
$500 for each guest room in the Hotel over 150 rooms;
Royalty Fee: 5% Gross Rooms Revenue USD; Advertising
Fee: 3.5% Gross Rooms Revenue USD ; Total Average
Investment: Refer to current FDD; Minimum Cash
Required: Refer to current FDD; Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing;
Complete Turnkey Packages; Conventions & Area Meetings; Development & Design; Field Support; Financial
Assistance; Group Tour Material; Group Savings; Internet;
Inspection System; Lease Negotiation; Management;
Newsletter; Purchasing; Quality Assurance Audits; Quality
Control; Reservation Systems; Staff Training; Supplies;
Technical Services; Worldwide Sales.

Franchise Information: Franchise Fee; USD $100,000 or
$300 per guest room in Hotel, whichever is greater;
Royalty Fee: 6% Gross Rooms Revenue and 3% of
Gross F&B Revenue USD; Advertising Fee: Refer to current FDD; Total Average Investment: Refer to current
FDD; Minimum Cash Required: Refer to current FDD;
Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing; Complete Turnkey
Packages; Conventions & Area Meetings; Development
& Design; Field Support; Financial Assistance; Group
Tour Material; Group Savings; Internet; Inspection System; Lease Negotiation; Management; Newsletter; Purchasing; Quality Assurance Audits; Quality Control;
Reservation Systems; Staff Training; Supplies; Technical Services; Worldwide Sales.

Hilton Hotels & Resorts
History & Plans: Established in 1985 with 590 properties Worldwide and 13 properties in Canada (4 properties in Western Canada & 9 properties in Eastern Canada); Recent Canadian Addition: Vancouver Downtown in
2021; Expansion Plans: Expected 1 property in 2024 in
Toronto/North York; Franchise Costs: Initial Franchise
Fee: $75,000 + $400/room (over 250) USD; Royalty Fee:
5% USD; Advertising Fee: N/A; Services: Advertising/
Marketing; Architectural Services/Design; Central Purchasing; Complete Turnkey Packages; Conventions &
Area Meetings; Development & Design; Field Support;
Group Tour Material; Group Savings; Internet; Lease
Negotiation; Management; Newsletter; Purchasing;
Quality Assurance Audits; Quality Control; Reservation
Systems; Staff Training; Supplies; Technical Services;
Worldwide Sales.

Tru by Hilton

Home2 Suites by Hilton

HYATT HOTELS CORPORATION

History & Plans: Established in 2009 with 494
properties Worldwide and 7 properties in Canada
(3 properties in Western Canada & 4 properties in
Eastern Canada); Expansion Plans: Expected 18
properties 2022-2030; Franchise Costs: Initial
Franchise Fee: $75,000 USD; Royalty Fee: 5% USD;
Advertising Fee: N/A; Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing; Complete Turnkey Packages; Conventions
& Area Meetings; Development & Design; Field Support; Group Tour Material; Group Savings; Internet;
Lease Negotiation; Management; Newsletter; Purchasing; Quality Assurance Audits; Quality Control;
Reservation Systems; Staff Training; Supplies;
Technical Services; Worldwide Sales.

History & Plans: Established in 2016 with 204 properties Worldwide. 2 properties in Canada (1 property in
Western Canada & 1 property in Eastern Canada):
Recent Canadian Addition: Yarmouth in 2021; Expansion Plans: Expected 11 properties in 2022-2025: Franchise Costs: Initial Franchise Fee: $75,000 USD; Royalty
Fee: 5% USD; Advertising Fee: N/A; Services: Advertising/Marketing; Architectural Services/Design; Central
Purchasing; Complete Turnkey Packages; Conventions
& Area Meetings; Development & Design; Field Support;
Group Tour Material; Group Savings; Internet; Lease
Negotiation; Management; Newsletter; Purchasing;
Quality Assurance Audits; Quality Control; Reservation
Systems; Staff Training; Supplies; Technical Services;
Worldwide Sales.

150 N. Riverside Plaza, Chicago, IL 60606 USA
Phone: (416) 300-8215
scott.richer@hyatt.com; www.hyattdevelopment.com
Contact: Scott Richer

Hyatt Hotels (Parent Company)
History & Plans: Established in 1957 in Los Angeles, CA.
Corporate HQ now in Chicago, IL. Canadian Development Office is in Toronto and that opened in 2015. 11
properties in Canada (with 5 properties in Eastern
Canada and 6 properties in Western Canada) ~975 properties Worldwide; Recent Canadian additions: Hyatt
Place Mississauga Centre, Hyatt House Winnipeg, Hyatt
Place Kelowna; Expansion Plans: Expected to add 25
properties in the next 5 years.
Western Hotelier Magazine
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Joie De Vivre by Hyatt
(Upscale Boutique Affiliation)
Franchise Information: Franchise Fee; USD $100,000 or
$300 per guest room in Hotel, whichever is greater.;
Royalty Fee: 7% of Room Revenue booked through
Hyatt Channels. Refer to FDD for details. Program Fee
for Sales/Marketing/IT: 3.5% Gross Rooms Revenue.
Total Average Investment: Refer to current FDD; Minimum Cash Required: Refer to current FDD; Services:
Advertising/Marketing; Architectural Services/Design;
Central Purchasing; Complete Turnkey Packages; Conventions & Area Meetings; Development & Design; Field
Support; Financial Assistance; Group Tour Material;
Group Savings; Internet; Inspection System; Lease
Negotiation; Management; Newsletter; Purchasing;
Quality Assurance Audits; Quality Control; Reservation
Systems; Staff Training; Supplies; Technical Services;
Worldwide Sales.

The Unbound Collection by Hyatt
(Luxury Affiliation Segment)
Franchise Information: Franchise Fee; USD $100,000 or
$300 per guest room in Hotel, whichever is greater.;
Royalty Fee: 5% Gross Rooms Revenue USD ; Advertising Fee: 1.5% Gross Rooms Revenue USD; Total Average Investment: Refer to current FDD; Minimum Cash
Required: Refer to cur-rent FDD; Services: Advertising/Marketing; Architectural Services/Design; Central
Purchasing; Complete Turnkey Packages; Conventions
& Area Meetings; Development & Design; Field Support; Financial Assistance; Group Tour Material; Group
Savings; Internet; Inspection System; Lease Negotiation; Management; Newsletter; Purchasing; Quality
Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies; Technical Services;
Worldwide Sales.

IHG HOTELS & RESORTS
Three Ravinia Drive,
Atlanta GA 30346 USA
Phone: (905) 517-9567
stuart.laurie@ihg.com or
www.development.ihg.com
Contact: Stuart Laurie (Candlewood Suites, Crowne Plaza,
Holiday Inn, Holiday Inn Express, Staybridge Suites)
Contact: Alex Kuhl; (212) 852-6456 or alex.kuhl@ihg.com
(InterContinental Hotel & Resorts)
Contact: Tiffany Cooper; (415) 397-5572 or
tiffany.cooper@kimptongroup.com (Kimpton Hotels)

Candlewood Suites
History & Plans: Established in 1995 with 3 properties
in Canada and 361 properties Worldwide; Expected to
add 5 properties; The initial Franchise (or application)
fee for a Candlewood Suites Hotel is $500 per guest
room, with a minimum application fee of $50,000. The
royalty fee is equal to 5% of monthly Gross Suites
Revenue and the mandatory Services Contribution is
equal to 2.5% of monthly Gross Suites Revenue. The
estimated initial investment necessary to begin operation of a typical 108-suite Candlewood Suites Hotel
excluding land costs and other matters, ranges from
$10,605,100 to $15,540,956 or more. Additional information can be found in the FDD for the brand; Services: Advertising/Marketing; Architectural
Services/Design; Central Purchasing; Complete
Turnkey Packages; Conventions & Area Meetings;
Development & Design; Field Support; Financial Assistance; Group Tour Material; Group Savings; Internet;
Inspection System; Lease Negotiation; Management;
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Newsletter; Purchasing; Quality Assurance Audits;
Quality Control; Reservation Systems; Staff Training;
Supplies: Technical Services; Worldwide Sales.

Crowne Plaza
History & Plans: Established in 1983 with 7 properties
in Canada (7 in Eastern Canada) and 420 properties
Worldwide; The initial Franchise (or application) fee for
a Crowne Plaza is $500 per guest room, with a minimum application fee of $75,000. The royalty fee is
equal to 5% of monthly Gross Rooms Revenue and the
mandatory Services Contribution is equal to 3% of
monthly Gross Rooms Revenue. The estimated initial
investment necessary to begin operation of a typical
300-room Crowne Plaza excluding land costs and
other matters, ranges from $35,381,800 to 60,088,275
or more; Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing; Complete
Turnkey Packages; Conventions & Area Meetings;
Development & Design; Field Support; Financial Assistance; Group Tour Material; Group Savings; Internet;
Inspection System; Lease Negotiation; Management;
Newsletter; Purchasing; Quality Assurance Audits;
Quality Control; Reservation Systems; Staff Training;
Supplies: Technical Services; Worldwide Sales.

Holiday Inn
History & Plans: Established in 1952 with 53 properties
in Canada and 1,232 properties Worldwide; Expansion
Plans: 4 properties; The initial Franchise (or application) fee for a Holiday Inn Hotel is $500 per guest
room, with a minimum application fee of $50,000. The
royalty fee is equal to 5% of monthly Gross Rooms
Revenue and the mandatory Services Contribution is
equal to 3% of monthly Gross Rooms Revenue. The
estimated initial investment necessary to begin operation of a typical 125-room Holiday Inn hotel, excluding
land costs and other matters, ranges from $12,910,715
to $19,900,840 or more. Additional information can be
found in the franchise disclosure document for the
Holiday Inn brand; Services: Advertising/Marketing;
Architectural Services/Design; Central Purchasing;
Complete Turnkey Packages; Conventions & Area Meetings; Development & Design; Field Support; Financial
Assistance; Group Tour Material; Group Savings; Internet; Inspection System; Lease Negotiation; Management; Newsletter; Purchasing; Quality Assurance
Audits; Quality Control; Reservation Systems; Staff
Training; Supplies: Technical Services; Worldwide Sales.

Holiday Inn Express
History & Plans: Established in 1991 with 114 properties in Canada and 2,974 properties Worldwide; Expansion Plans: 26 properties. The initial Franchise (or
application) fee for a Holiday Inn Express is $500 per
guest room, with a minimum application fee of
$50,000. The royalty fee is equal to 6% of monthly
Gross Rooms Revenue and the mandatory Services
Contribution is equal to 3% of monthly Gross Rooms
Revenue. The estimated initial investment necessary
to begin operation of a typical 93 room Holiday Inn
Express hotel, excluding land costs and other matters,
ranges from $8,993,365 to $13,129,670 or more; Services: Advertising/Marketing; Architectural
Services/Design; Central Purchasing; Complete
Turnkey Packages; Conventions & Area Meetings;
Development & Design; Field Support; Financial Assistance; Group Tour Material; Group Savings; Internet;
Inspection System; Lease Negotiation; Management;
Newsletter; Purchasing; Quality Assurance Audits;
Quality Control; Reservation Systems; Staff Training;
Supplies: Technical Services; Worldwide Sales.

2021
InterContinental Hotels & Resorts
History & Plans: Established in 1946 with 2 properties
in Canada and 206 properties Worldwide; The initial
Franchise (or application) fee for an InterContinental
Hotels & Resort is $500 per guest room, with a minimum application fee of $75,000. The royalty fee is
equal to 5% of monthly Gross Rooms Revenue and
the mandatory Services Contribution is equal to 3%
of monthly Gross Rooms Revenue. The estimated initial investment necessary to begin operation of a
typical 300-room InterContinental hotel & Resorts,
excluding land costs and other matters, ranges from
$78,138,100 to $113,654,675 or more; Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing; Complete Turnkey Packages; Conventions & Area Meetings; Development & Design;
Field Support; Financial Assistance; Group Tour
Material; Group Savings; Internet; Inspection System;
Lease Negotiation; Management; Newsletter; Purchasing; Quality Assurance Audits; Quality Control;
Reservation Systems; Staff Training; Supplies: Technical Services; Worldwide Sales.

Kimpton Hotels
History & Plans: Established in 1981 with 1 property
in Canada and 74 properties Worldwide; The initial
Franchise (or application) fee for a Kimpton Hotels
and Restaurant brand is $500 per guest room, with a
minimum application fee of $75,000. The royalty fee
is equal to 6% of monthly Gross Rooms Revenue
plus 2% of Gross Food and Beverages Sales. The
estimated initial investment necessary to begin
operation of a typical 200 room Kimpton Hotels and
Restaurant brand excluding land costs and other
matters, ranges from $50,706,059 to $71,277,956 or
more; Services: Advertising/Marketing; Architectural
Services/Design; Central Purchasing; Complete
Turnkey Packages; Conventions & Area Meetings;
Development & Design; Field Support; Financial
Assistance; Group Tour Material; Group Savings;
Internet; Inspection System; Lease Negotiation; Management; Newsletter; Purchasing; Quality Assurance
Audits; Quality Control; Reservation Systems; Staff
Training; Supplies: Technical Services; Worldwide Sales.

Staybridge Suites
History & Plans: Established in 1997 with 12 properties in Canada and 305 properties Worldwide; Expansion Plans: 7 properties; The initial Franchise (or
application) fee for a Staybridge Suites hotel is $500
per guest room, with a minimum application fee of
$50,000. The royalty fee is equal to 5% of monthly
Gross Suites Revenue and the mandatory Services
Contribution is equal to 2.5% of monthly Gross
Suites Revenue. The estimated initial investment
necessary to begin operation of a typical 123-suite
Staybridge Suites hotel, excluding land costs and
other matters, ranges from $15,302,125 to $22,401,315
or more; Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing; Complete
Turnkey Packages; Conventions & Area Meetings;
Development & Design; Field Support; Financial
Assistance; Group Tour Material; Group Savings;
Internet; Inspection System; Lease Negotiation; Management; Newsletter; Purchasing; Quality Assurance
Audits; Quality Control; Reservation Systems; Staff
Training; Supplies: Technical Services; Worldwide
Sales. Franchise Information: Franchise Fee; N/A;
Royalty Fee: N/A; Services: N/A
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MASTERBUILT HOTELS

RADISSON HOTEL GROUP

RED ROOF FRANCHISING LLC

#200, 1060 7th Street SW
Phone: (403) 698-8533
dfahey@masterbuilthotels.com,
www.masterbuilthotels.com
Contact: Donna Fahey

701 Carlson Parkway, Suite 300,
Minnetonka, MN 55305, USA
Phone: (800) 336-3301
development@radissonhotels.com;
www.radissonhotelgroup.com
Contact: Sarah Howard

7815 Walton Parkway, New Albany, OH 43054 USA
Phone: (416) 568-4622, Fax: (614) 225-5239
nscott@redroof.com; www.redroof.com
Contact: Neil Scott

Microtel Inn & Suites by Wyndham
History & Plans: Established in 2011 with 20 properties
in Canada (13 in Western Canada & 7 in Eastern Canada); Recent Additions: Portage la Prairie, MB, Kelowna,
BC in 2019-2020; Expansion Plans: 5 properties in
2021/2022 Aurora, On, Kanata,ON, Dorval, QC, Boisbriand, QC, Antigonish, NS; Franchise Information: Initial Franchise Fee: $40,000 CDN; Royalty Fee: 6%;
Advertising Fee: 2% CDN; Services: Advertising/Marketing; Central Purchasing; Development & Design;
Field Support; Group Tour Material; Management
COVID-19 Information: Locations in Canada that closed
(temporarily or permanently) are 3 properties; Locations that are reopened since closing are 3 properties.

MONTE CARLO INNS
218 Export Blvd. Suite 601, Mississauga, ON L5S 0A7
Phone: (905) 564-8500 ext. 5200, Fax: (905) 564-2860
dpedone@montecarloinns.com;
www.montecarloinns.com
Contact: Danny Pedone

Monte Carlo Inns
History & Plans: Established in 1992 with 8 properties
in Canada; Recent Additions: none; Expansion Plans:
none; Franchise Information: Initial Franchise Information: $30,000 CDN; Royalty Fee: 5% CDN; Advertising Fee:
2% CDN; Services: Advertising/Marketing; Architectural
Services/ Design; Central Purchasing; Development &
Design; Field Support; Inspection System; Quality Assurance Audits; Reservation Systems; Staff Training

POMEROY LODGING
9820-100th Ave.
Phone: (587) 436-0172
emiliep@pomeroylodging.com;
www.pomeroyinnandsuites.com;
Pomeroyhotel.com
Contact: Emilie Pageau-Bisson

Pomeroy Inn & Suites | Pomeroy Hotel
History & Plans: Established in 2010 with 8 properties
in Canada (8 in Western Canada). Recent additions: 1
property in 2019; Franchise Information: Initial Franchise Information: N/A; Royalty Fee: N/A; Advertising
Fee: N/A; Total Average Investment; N/A; Minimum Cash
Required: N/A: Services: Complete Turnkey Packages;
Conventions & Area Meetings; Group Tour Material;
Management

Pomeroy Hotel
History & Plans: Established in 2010 with 4 properties
in Canada (4 in Western Canada). Recent additions: 1
property in 2019; Franchise Information: Initial Franchise Information: N/A; Royalty Fee: N/A; Advertising Fee:
N/A; Total Average Investment; N/A; Minimum Cash
Required: N/A: Services: Complete Turnkey Packages;
Conventions & Area Meetings; Group Tour Material;
Management
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Country Inn & Suites (CIS)
History & Plans: Established in 2011 with 26 properties
in Canada (13 in Western Canada, 13 in Eastern Canada) 1,183 properties Worldwide. Recent additions:
CIS Belleville, Ontario and CIS Toronto Mississauga
in 2019; Franchise Information: Initial Franchise
Information: $50,000; Royalty Fee: 5%; Advertising
Fee: 2.5% Room Revenue; Total Average Investment;
N/A; Minimum Cash Required: $1,923,502: Services:
Advertising/Marketing; Architectural Services/
Design; Central Purchasing; Complete Turnkey Packages; Conventions & Area Meetings; Development &
Design; Field Support; Financial Assistance; Group
Tour Material; Group Savings; Internet; Inspection
System; Management; Newsletter; Purchasing; Quality Assurance Audits; Quality Control; Reservation
Systems; Staff Training; Supplies; Technical Services; Worldwide Sales.

Park Inn
History & Plans: Established in 2011 with 26 properties in Canada (13 in Western Canada, 13 in Eastern
Canada) 1,183 properties Worldwide. Franchise
Information: Initial Franchise Information: $35,000;
Royalty Fee: 4.5%; Advertising Fee: 2% Room Revenue; Total Average Investment; N/A; Minimum Cash
Required: $3,693,152: Services: Advertising/ Marketing; Architectural Services/Design; Central Purchasing; Complete Turnkey Packages; Conventions
& Area Meetings; Development & Design; Field Support; Financial Assistance; Group Tour Material;
Group Savings; Internet; Inspection System; Management; Newsletter; Purchasing; Quality Assurance Audits; Quality Control; Reservation Systems;
Staff Training; Supplies; Technical Services; Worldwide Sales.

Radisson
History & Plans: Established in 2011 with 26 properties in Canada (13 in Western Canada, 13 in Eastern
Canada) 1,183 properties Worldwide. Franchise
I nfo r m a t i o n : I n i t i a l Fra n c h i se I nfo r m a t i o n :
$75,000; Royalty Fee: 5%; Advertising Fee: 2%
Room Revenue; Total Average Investment; N/A;
Minimum Cash Required: $9,977,512: Services:
Advertising/Marketing; Architectural Services/
Design; Central Purchasing; Complete Turnkey
Packages; Conventions & Area Meetings; Development & Design; Field Support; Financial Assistance; Group Tour Material; Group Savings; Internet; Inspection System; Management; Newsletter;
Purchasing; Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies;
Technical Services; Worldwide Sales.

REALSTAR HOSPITALITY
(DIVISION OF REALSTAR
HOTEL SERVICES CORP.)
77 Bloor Street West, Suite 2000,
Toronto, ON M5S 1M2
Phone: (416) 966-8454, Fax: (416) 923-5424
www.realstarhospitality.com
Contact: David Blades

Days Inns by Wyndham
daysinn@realstarhospitality.com;
www.realstarhospitality.com
History & Plans: Established in 1992 with 110 properties in Canada (64 in Western Canada, 46 in Eastern
Canada): Recent Canadian additions: Sarnia, ON
2020: Expansion Plans: Expected to add 6+ properties in 2021/2022; Franchise Information: Initial Franchise Fee: $45,000 CDN; Royalty Fee: 5% CDN; Advertising Fee: 1.5% CDN: Services: Advertising/Marketing; Development & Design; Field Support; Purchasing; Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Worldwide Sales.

Red Roof Inn
History & Plans: Established in 1973 with 653 properties Worldwide and no properties in Canada; Expansion
Plans: Expected to add 30 properties in the next 3
years throughout Canada: Franchise Information: Initial Franchise Fee: $27,000 USD; Royalty Fee: 4.5% USD;
Advertising Fee: 2% USD; Total Average Investment:
$30,000 USD: Minimum Cash Required: $30,000 USD:
Services: Advertising/Marketing; Architectural Services/Design; Central Purchasing; Conventions & Area
Meetings; Development & Design; Field Support; Group
Tour Material; Group Savings; Internet; Newsletter; Purchasing; Quality Assurance Audits; Quality Control;
Reservation Systems; Staff Training; Supplies; Technical Services; Worldwide Sales. COVID-19 Information:
Locations in Canada that closed (temporarily or permanently) are 0 properties; Locations that are
reopened since closing are 0 properties.

RLH CORPORATION A PART OF
SONESTA INTERNATIONAL
HOTELS CORPORATION
Motel 6
motel6@realstarhospitality.com;
www.realstarhospitality.com
History & Plans: Established in 2003 with 35 properties in Canada (23 in Western Canada, 12 in Eastern Canada). Recent Canadian additions: Surrey, BC
in 2020, Revelstoke, BC in 2020 & Brooks, AB in 2021;
Expansion Plans: Expected to add 6+ properties in
2021/2022; Franchise Information: Initial Franchise
Fee: $40,000 CDN; Royalty Fee: 5% CDN; Advertising
Fee: 1.5% CDN. Services: Advertising/Marketing;
Development & Design; Field Support; Purchasing;
Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Worldwide Sales.

Studio 6
studio6@realstarhospitality.com;
www.realstarhospitality.com
History & Plans: Established in 2003 with 2 properties in Canada (1 in Western Canada, 1 in Eastern
Canada): Expansion Plans: Expected to add 2+
properties in 2021/2022; Franchise Information:
Initial Franchise Fee: $40,000 CDN; Royalty Fee: 5%
CDN; Advertising Fee: 1.5% CDN. Services: Advertising/Marketing; Development & Design; Field
Support; Purchasing; Quality Assurance Audits;
Quality Control; Reservation Systems; Staff Training; Worldwide Sales.
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1550 Market St Suite 425,
Denver, CO 80202 USA
Phone: (509) 464-9896
mike.castro@sonesta.com;
www.franchise.sonesta.com/
Contact: Mike Castro, SVP,
Franchise Development - Select Service Brands,
Sonesta Hotels & Resorts + RLH Corp

Canadas Best Value Inn
History & Plans: Established in 2003 with 21
properties Worldwide and 21 properties in
Canada (with 12 in Western Canada and 9 in
Eastern Canada; Franchise Information; Franchise Fee: $16,500 USD; Royalty Fee: Flat Fee
per Room; Advertising Fee: Flat Fee per Room;
Services: Advertising/Marketing; Central Purchasing; Field Support; Group Tour Material;
Quality Assurance Audits; Quality Control;
Reservation Systems; Staff Training; Supplies;
Technical Services; Worldwide Sales;
Ops/Sales/RM/Marketing

GuestHouse
History & Plans: Established in N/A with 14
properties Worldwide and 0 properties in
Canada; Franchise Information; Franchise Fee:
$20,000 USD; Royalty Fee: Flat Fee; Advertising
Fee: Flat Fee; Services: Advertising/Marketing;
Central Purchasing; Field Support; Group Tour
Material; Quality Assurance Audits; Quality
Control; Reservation Systems; Staff Training;
Supplies; Technical Services; Worldwide Sales;
Ops/Sales/RM/Marketing
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Hotel RL
History & Plans: Established in 2014 with 6
properties Worldwide and 0 properties in
Canada; Franchise Information; Franchise Fee:
$50,000 USD; Royalty Fee: Flat Fee; Advertising Fee: Flat Fee; Services: Advertising/Marketing; Architectural Services/Design; Central
Purchasing; Development & Design; Field Support; Financial Assistance; Quality Assurance
Audits; Quality Control; Reservation Systems;
Staff Training; Technical Services; Worldwide
Sales; Sales/Ops/Revenue Management

Knights Inn
History & Plans: Established in 1974 with 195
properties Worldwide and 18 properties in
Canada (with 4 in Western Canada and 18 in
Eastern Canada; Franchise Information; Franchise Fee: $16500 USD; Royalty Fee: Flat
Fee/Room; Advertising Fee: Flat Fee/Room;
Services: Advertising/Marketing; Central Purchasing; Development & Design; Field Support;
Group Tour Material; Inspection System; Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies; Technical Services; Worldwide Sales

Red Lion Hotels
History & Plans: Established in 1959 with 30
properties Worldwide and 0 properties in
Canada; Franchise Information; Franchise Fee:
$60,000 USD; Royalty Fee: 5% GRR; Advertising Fee: 3% GRR; Services: Advertising/Marketing; Central Purchasing; Development &
Design; Field Support; Financial Assistance;
Group Tour Material; Quality Assurance Audits;
Quality Control; Reservation Systems; Staff
Training; Supplies; Technical Services; Worldwide Sales; Ops/RM/Sales/Marketing

Red Lion Inn & Suites
History & Plans: Established in 1959 with 34
properties Worldwide and 0 properties in
Canada; Franchise Information; Franchise Fee:
$40,000 USD; Royalty Fee: 5% GRR; Advertising Fee: 3% GRR; Services: Advertising/Marketing; Architectural Services/Design; Central
Purchasing; Field Support; Financial Assistance; Group Tour Material; Quality Assurance
Audits; Quality Control; Reservation Systems;
Staff Training; Supplies; Technical Services;
Worldwide Sales

Signature Inn
History & Plans: Established in 2014 with 5
properties Worldwide and 0 properties in
Canada; Franchise Information; Franchise Fee:
$20,000 USD; Royalty Fee: Flat Fee; Advertising
Fee: Flat Fee; Services: Advertising/Marketing;
Architectural Services/Design; Central Purchasing; Development & Design; Field Support;
Quality Assurance Audits; Quality Control;
Reservation Systems; Staff Training; Technical
Services; Worldwide Sales
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Services: Advertising/Marketing; Conventions & Area
Meetings; Development & Design; Field Support;
Inspection System; Newsletter; Purchasing; Quality
Assurance Audits; Quality Control; Reservation Systems; Staff Training; Worldwide Sales

SUPERIOR LODGING
DEVELOPMENT
S8 CORPORATION
#410, 211 -11th Avenue SW, Calgary, AB, T2R 0C6
Phone: (403) 270-9009, Fax: (403) 270-9029
thagel@travelodge.ca
Contact: Trevor Hagel,
Executive Vice-President, Operations

Super 8 by Wyndham
History & Plans:
Established in 1974
with 1,618 properties
Worldwide and 125
properties in Canada
(with 80 in Western
Canada and 45 in
Eastern Canada); Expansion Plans: Expected to add 6
properties in 2021; Franchise Information: Franchise
Fee; $25,000 CDN; Royalty Fee: 8% CDN; Advertising
Marketing Fee: N/A; Services: Advertising/Marketing;
Architectural Services/Design; Conventions & Area
Meetings; Development & Design; Field Support;
Inspection System; Newsletter; Purchasing; Quality
Assurance Audits; Quality Control; Reservation Systems; Staff Training; Worldwide Sales

2021

Thriftlodge
History & Plans: Established in N/A with 9 properties in
Canada (with 4 in Western Canada and 5 in Eastern
Canada); Franchise Information: Franchise Fee; $20,000
CDN; Royalty Fee: 8% CDN; Advertising Marketing Fee:
N/A; Services: Advertising/Marketing; Conventions &
Area Meetings; Development & Design; Field Support;
Inspection System; Newsletter; Purchasing; Quality
Assurance Audits; Quality Control; Reservation Systems; Staff Training; Worldwide Sales

WYNDHAM HOTELS & RESORTS
22 Sylvan Way, Parsippany, NJ 07054 USA
Phone: (800) 889-9710
development@wyndham.com;
www.wyndhamdevelopment.com
Contact: Chip Ohlsson

Baymont by Wyndham

Travelodge by Wyndham
History & Plans: Established in 1935 with 455 properties Worldwide and 95 properties in Canada (with 50 in
Western Canada and 45 in Eastern Canada); Recent
additions: Travelodge by Wyndham Lacombe in 2021:
Expansion Plans: Expected to add 6 properties in 2021
in Lacombe AB, Victoriaville QC, London ON, Winnipeg
MB; Franchise Information: Franchise Fee; $25,000 CDN;
Royalty Fee: 8.5% CDN; Advertising Marketing Fee: N/A;

History & Plans: Established in 1974 with 3 properties in Canada and 525 properties Worldwide; Franchise Information: Franchise Fee; New Construction = Greater of CAD $30,500 or CAD $260 per
guest room / Conversion = greater of CAD $26,000
or CAD $260 for each guest room; Royalty Fee: 5%
GRR; Advertising Fee: 3.5% GRR; Total Average
Investment: $86,371 - $7,026,711; Services: Advertising/Marketing; Architectural Services/Design; Conventions & Area Meetings; Development & Design;
Field Support; Financial Assistance; Group Tour
Material; Group Savings; Newsletter; Purchasing;
Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies; Technical
Services; Worldwide Sales.

Hawthorn Suites by Wyndham

La Quinta by Wyndham

History & Plans: Established in 1983 with 0 properties in Canada, 109 properties Worldwide; Franchise Information: Franchise Fee; Greater of CAD
$44,500 or CAD $400 per room; Royalty Fee: 5.5%
GRR; Advertising Fee: 2.5% GRR; Total Average
Investment: $131,959 - $12,897,106; Services: Advertising/Marketing; Architectural Services/Design;
Conventions & Area Meetings; Development &
Design; Field Support; Financial Assistance; Group
Tour Material; Group Savings; Newsletter; Purchasing; Quality Assurance Audits; Quality Control;
Reservation Systems; Staff Training; Supplies;
Technical Services; Worldwide Sales.

History & Plans: Established in 1968 with 2 properties in Canada, 928 properties Worldwide; Franchise Information: Franchise Fee; Greater of CAD
$55,000 or CAD $550 per room; Royalty Fee: 4.5%
GRR; Advertising Fee: 4.5% GRR; Total Average
Investment: $3,663,491 - $12,590,023; Services:
Advertising/Marketing; Architectural Services/
Design; Conventions & Area Meetings; Development & Design; Field Support; Financial Assistance;
Group Tour Material; Group Savings; Newsletter;
Purchasing; Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies;
Technical Services; Worldwide Sales.

erties in Canada, 855 properties Worldwide; Franchise Information: Franchise Fee; New construction = greater of CAD $39,500 or CAD $350 per
room / Conversion = greater of CAD $35,000 or
CAD $350 per room; Royalty Fee: 4.5% GRR;
Advertising Fee: 4% GRR; Total Average Investment: $115,854 - $14,622,148; Services: Advertising/Marketing; Architectural Services/Design;
Conventions & Area Meetings; Development &
Design; Field Support; Financial Assistance;
Group Tour Material; Group Savings; Newsletter;
Purchasing; Quality Assurance Audits; Quality
Control; Reservation Systems; Staff Training; Supplies; Technical Services; Worldwide Sales.

Howard Johnson by Wyndham

Microtel by Wyndham

Super 8 by Wyndham

History & Plans: Established in 1954 with 26
properties in Canada, 322 properties Worldwide;
Franchise Information: Franchise Fee; New construction = greater of CAD $38,000 or CAD $350
per guest room / Conversion = greater of CAD
$35,000 or CAD $350 per guest room; Royalty
Fee: 4.5% GRR; Advertising Fee: 4% GRR; Total
Average Investment: $231,130 – $9,733,080; Services: Advertising/Marketing; Architectural Services/Design; Conventions & Area Meetings;
Development & Design; Field Support; Financial
Assistance; Group Tour Material; Group Savings;
Newsletter; Purchasing; Quality Assurance
Audits; Quality Control; Reservation Systems;
Staff Training; Supplies; Technical Services;
Worldwide Sales.

History & Plans: Established in 1986 with 19 properties in Canada, 346 properties Worldwide; Franchise Information: Franchise Fee; Greater of CAD
$43,000 or CAD $400 for each guest room; Royalty
Fee: 6% GRR; Advertising Fee: 2% GRR; Total Average Investment: $5,609,207 - $6,654,769; Services:
Advertising/Marketing; Architectural Services/
Design; Conventions & Area Meetings; Development & Design; Field Support; Financial Assistance;
Group Tour Material; Group Savings; Newsletter;
Purchasing; Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies;
Technical Services; Worldwide Sales.

History & Plans: Established in 1974 with 125
properties in Canada, 2,925 properties Worldwide; Franchise Information: Franchise Fee; New
construction = greater of CAD $28,000 or CAD
$250 per guest room / Conversion = greater of
CAD $25,000 or CAD $250 per guest room; Royalty Fee: 5% GRR; Advertising Fee: 3% GRR; Average Investment: $140,041 - $4,715,442; Services:
Advertising/Marketing; Architectural Services/
Design; Conventions & Area Meetings; Development & Design; Field Support; Financial Assistance; Group Tour Material; Group Savings;
Newsletter; Purchasing; Quality Assurance
Audits; Quality Control; Reservation Systems;
Staff Training; Supplies; Technical Services;
Worldwide Sales.
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Ramada by Wyndham
History & Plans: Established in 1953 with 82 prop-
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In-Room Entertainment
By Mike Yeo

Trademark Collection by Wyndham

Wingate by Wyndham

Wyndham Garden

History & Plans: Established in 2017 with 10 properties in Canada, 101 properties Worldwide; Franchise Information: Franchise Fee; Greater of CAD
$39,500 or CAD $350 per room; Royalty Fee: 4%
GRR; Advertising Fee: 2.5% GRR; Average Investment: $89,024 - $12,599,280; Services: Advertising/Marketing; Architectural Services/Design; Conventions & Area Meetings; Development & Design;
Field Support; Financial Assistance; Group Tour
Material; Group Savings; Newsletter; Purchasing;
Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies; Technical
Services; Worldwide Sales.

History & Plans: Established in 1995 with 9 properties in Canada, 181 properties Worldwide; Franchise
Information: Franchise Fee; greater of CAD
$40,500 or CAD $360 per room; Royalty Fee: 6%
GRR; Advertising Fee: 2.5% GRR; Total Average
Investment: $290,815 - $10,979,071; Services: Advertising/Marketing; Architectural Services/Design;
Conventions & Area Meetings; Development &
Design; Field Support; Financial Assistance; Group
Tour Material; Group Savings; Newsletter; Purchasing; Quality Assurance Audits; Quality Control;
Reservation Systems; Staff Training; Supplies;
Worldwide Sales.

History & Plans: Established in 2010 with 3 properties in Canada, 127 properties Worldwide; Franchise
Information: Franchise Fee; greater of CAD $39,500
or CAD $350 per guest room; Royalty Fee: 5% GRR;
Advertising Fee: 3% GRR; Total Average Investment: $294,398 - $13,900,097; Services: Advertising/Marketing; Architectural Services/Design; Conventions & Area Meetings; Development & Design;
Field Support; Financial Assistance; Group Tour
Material; Group Savings; Newsletter; Purchasing;
Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies; Technical
Services; Worldwide Sales.

TRYP by Wyndham

Wyndham

Wyndham Grand

History & Plans: Established in 2010 with 97 properties Worldwide; Franchise Information: Franchise Fee; greater of CAD $39,500 or CAD $350
for each guest room; Royalty Fee: 5% GRR; Advertising Fee: 4% GRR; Average Investment:
$454,830 - $23,744,631; Services: Advertising/Marketing; Architectural Services/Design; Conventions & Area Meetings; Development & Design;
Field Support; Financial Assistance; Group Tour
Material; Group Savings; Newsletter; Purchasing;
Quality Assurance Audits; Quality Control; Reservation Systems; Staff Training; Supplies; Technical Services; Worldwide Sales.

History & Plans: Established in 1981 with134 properties Worldwide; Franchise Information: Franchise Fee; greater of CAD $54,500 or CAD $500
per room; Royalty Fee: 5% GRR; Advertising Fee:
3% GRR; Total Average Investment: $702,500 $66,790,765; Services: Advertising/Marketing;
Architectural Services/Design; Conventions &
Area Meetings; Development & Design; Field Support; Financial Assistance; Group Tour Material;
Group Savings; Newsletter; Purchasing; Quality
Assurance Audits; Quality Control; Reservation
Systems; Staff Training; Supplies; Technical Services; Worldwide Sales.

History & Plans: Established in 2010 with 49 properties Worldwide; Franchise Information: Franchise Fee; greater of CAD $54,500 or CAD $500
per room; Royalty Fee: 5% GRR; Advertising Fee:
3% GRR; Total Average Investment: $251,717 $67,283,170; Services: Advertising/Marketing;
Architectural Services/Design; Conventions &
Area Meetings; Development & Design; Field Support; Financial Assistance; Group Tour Material;
Group Savings; Newsletter; Purchasing; Quality
Assurance Audits; Quality Control; Reservation
Systems; Staff Training; Supplies; Technical Services; Worldwide Sales.

Entertainment
Catered to You
UPGRADING YOUR PLATFORM CAN
ENSURE GUEST SATISFACTION

photo courtesy shutterstock.com
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he Internet has paved the way for all kinds of new and
different technologies. Smartphones, gaming consoles,
laptops and media players are all doubling as online
entertainment devices. Whether it’s being used to download
games, movies, music, photos or access social media sites, it is
crucial for hoteliers to not only offer high speed Wi-Fi to the
guest, but to maintain a robust online infrastructure that will
also undoubtedly make a positive impact on a guest’s in-room
entertainment satisfaction.
These days trying to classify your guests and cater to their
individual needs seems almost uncalled for. When trying to
define your guests you’ll notice their behaviours are pretty
much the same across the board. Whether they’re travelling on
business or travelling for pleasure, what’s important is quick
access to quality streamed content, premium audio and visual
quality, all supported with high-speed Internet access.
Intello by TELUS Business is one of Canada’s leading
hospitality Wi-Fi providers. Wi-Fi provided by Intello by TELUS
Business is certified by many hotel brands, including Best
Western, Choice Hotels, Hyatt, IHG, Radisson, and Wyndham.
Carly Jellis, senior market manager with TELUS Business
Solutions says, “Whether a hotelier is looking to customize
their Wi-Fi login page; authenticate with the guests last name
and room number; or to collect and validate email addresses
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for use in campaign activity, hotels can successfully engage with
their guests via Wi-Fi.
As well, personal area networking from Intello by TELUS
Business allows hotels to offer mobile screen casting for guests.”
In addition to the shift to Intello by TELUS Business Wi-Fi,
TELUS has also pivoted TV solutions. They’re now focused on
the product development and launch of Guest TV, an Androidbased TV solution — featuring casting and streaming app
integration — that runs over Intello Wi-Fi.
Guest TV is powered by Wi-Fi, so hotels can avoid costly,
invasive wiring. And because it’s powered by Android, it allows
guests to access the content they watch at home, with both
Netflix and YouTube integrated right into the channel guide.
Google Voice Assistant is also built in, so guests can use a voicecontrolled remote to find channels, check the forecast, find
local food or attractions, and more.
“Because the Google Play store is built into the Guest TV
platform, guests can download any streaming apps they
use at home like Disney+, Prime, Crave and more. This
personalization allows guests to access any content they
choose — while keeping costs down for hoteliers. It also
features screen casting, enabling guests to wirelessly cast the
video content from their mobile devices to the TV screen in
their hotel room,” Jellis added.
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SONIFI’s iTV platform offers the broadest
window of Video On Demand content in
the industry.

On a practical side, up-to-date technology works better and has a
lower propensity to fail, decreasing the chance of service downtimes
that are a guest dissatisfier. Newer technology also provides
warranties that may have expired with older technologies, giving
you a safety net for repairs or replacements that may be needed.
SONIFI provides technology and services to more than 5,000
customers across hospitality, healthcare, and commercial sectors.
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The company’s core services for Canadian hospitality in-room
entertainment include their integrated and interactive TV platform,
STAYCAST streaming solution, and guest internet services. The
interactive television (iTV) platform is customizable and scalable to
fit any property’s needs and brand standards.
Ross Bjork, director of marketing for SONIFI says, “For entertainment, our iTV platform offers the broadest window of Video
On Demand content in the industry — including still-in-theatres
movies — and access to Over-the-Top (OTT) streaming content.
STAYCAST, SONIFI’s OTT streaming solution powered by Google
Chromecast, enables guests to securely stream content from 2000+
apps to the in-room TV using their mobile device.
The iTV platform integrates with the property’s current cable or
satellite TV provider to include an interactive programming guide for
the free-to-guest HD channels, as well as channel management capabilities, which allows each property to define multiple channel lineups
that can be assigned to televisions based on location and functionality
(e.g., standard room, suite, VIP, fitness area, public access, bar).”
The platform can also be used to promote on-site amenities and
services, event communications or announcements, mobile features
and capabilities, and personalizations that enhance the guest experience and increase revenue potential for hoteliers. Seamless integrations
with PMS systems, guest request platforms, in-room dining modules,
smart room automation solutions, and mobile APIs and native app
solutions create an easy-to-use interactive platform for hoteliers.
Complementing the iTV platform is SONIFI’s guest internet
services. Bringing together the top industry leaders, they’re able to
provide the most reliable guest Wi-Fi networks with support for
hotels to easily manage, upgrade and expand as guest usage evolves.
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TELUS launched Guest TV, an Android-based TV solution that
features casting and streaming app integration.

The SONIFI network design experts can use Ethernet, DOCSIS and
Fiber/PON distribution architectures to fit any hotel’s budget and
infrastructure needs.
“SONIFI’s platform integrates with dozens of third-party technology solutions that can create a ‘smart room’ experience in many
different ways. PMS system integrations help create a personalized
in-room experience for guests, where guest request and in-room
dining platform integrations make communication and above-andbeyond service seamless.
“If we’re looking at smart environmental controls like what many
people have in their homes, some of the most common integrations
we do include temperature, lights, shades, and TV controls guests
can use via voice assistants, mobile apps, or interactive TV screens.”
says Bjork.

These environmental controls are also often integrated with a
hotel’s building automation system and back-of-house technology
to create ambience-setting automations for guests when they enter
the room, along with money-saving automations for hoteliers when
guests check out.
“Through our partnership with Volara, we’ve seen benefits of voice
assistants that can offer contactless and convenient service to guests,
while also simplifying operations for staff to work more efficiently.
Hotels are able to automate responses and expedite guest requests
by securely integrating programs for task management, energy
management, staff alerts, SMS guest engagement, and point of sale
with voice assistant devices in guest rooms. Even simple in-room
requests — like controlling the TV, lights, or temperature — can be
integrated into voice commands for guests, along with familiar
commands for at-home comforts like music and news.” added Bjork.
Hotels can also program custom content on the in-room device
to include things such as welcome messages for guests, curated
recommendations for restaurants or local points of interest, and
hotel-specific information like pool hours, dining menus, Wi-Fi
instructions, or event times.
In addition to being able to meet your guests’ changing expectations, upgraded in-room entertainment technology can also generate
revenue for your hotel. An upgraded platform could provide revenue shares on on-demand purchases, as well as market your on-site
amenities and drive traffic to services you have available for guests.
The past 18 months have fast-tracked consumer technology and
changed how and where we seek out entertainment. There’s no going
back, so in hospitality, the most up-to-date guest entertainment
technology is no longer a nice to have, it’s a must have. ●

Bathroom Fixtures
By Anne-Marie Hardie
photo courtesy shutterstock.com

DOWN TO THE

DETAILS
Hoteliers Elevate the
Guest Experience with
Luxurious Bathroom Designs

I

f there is one space that should not be left
as an afterthought, it’s the hotel bathroom.
These spaces have transformed from
providing the necessities to mimicking the
spa experience. Conversely, a run-down or
outdated bathroom could negatively impact
the hotel stay. This is why it is highly recommended that hoteliers consider investing in
durable and modern looking materials for
their bathroom design.

SPARKLING CLEAN
A clean bathroom has always been important, but in this post-pandemic world, it has
become critical. The bathroom is often the
first space that guests inspect when they
enter the room so it’s vital that every area is
thoroughly cleaned between guests. For
hotels, this includes choosing materials that
are not only easy to clean but will maintain
that sparkling appearance.
36
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Grout between the tiles is one of the more
challenging areas to keep clean. Small tiles,
that were traditionally used in bathrooms,
are extremely challenging to clean. This has
resulted in hotels converting to alternative
materials, including large panel tiles and
waterproof vinyl tiles. “Large panel tiles
have fewer grout lines and are easier to
clean making them a perfect choice for
both the shower and flooring,” says Lance
Flinkert, owner, Simple Shower Solutions.
Luxury vinyl tiles and luxury vinyl planks
provide a great alternative for hotels that
are seeking an economical solution to
flooring. These products are now available
in a variety of styles and colours, making it
easy for hotels to provide that luxury look
within a budget. “Waterproof vinyl tiles
and. panels are becoming increasingly
popular, with hotels putting it near the
vanities in the washrooms and even directly

in the guest room,” says Glenn Schischa,
president, Vanities International. “These
products require less labour to install and
are easier to maintain.”
As an added benefit, the flooring is easy
to install and eliminates the hard to clean
grout. Although, cleanliness is the first
thing that is noticed; it is the details of the
bathroom space that will leave that lasting
impression. This is why hotels would
benefit in considering investing in fixtures
and bathroom solutions that provide
guests with an elevated experience.

CUSTOMIZE THE DESIGN
Customization is the key to creating a
boutique hotel experience, and there is no
better place to do this than in the hotel
bathroom. “Boutique hotels are getting
away from the non-standard size showers
including using a range of shapes and sizes
37

PRODUCT SHOWCASE
Native Trails Expands Line
The premier artisan-crafted, eco-conscious brand
has expanded its sustainable NativeStone sink and tub
offerings to include a new, luxurious Charcoal finish. This
rich black finish brings quiet drama to any bath space.
First introduced in 2014, NativeStone products are
handcrafted by artisans in Vietnam using a breakthrough
combination of natural jute fibre and cement. By adding jute
— a natural, renewable vegetable fiber — to the proprietary
blend, Native Trails reinvented concrete. Offered in Pearl, Ash,
Slate, Earth and now Charcoal, NativeStone products are 40 percent
lighter, much stronger, and far more sustainable than traditional concrete products.
They generate less waste, require less energy, are easier to install, and are less
expensive to ship than traditional concrete.

Bradley’s Touchless Next Generation Washbar
Wins Prestigious 2020
Good Design Award
The completely touchless all-in-one Washbar by
Bradley Corp., innovator of touch-free handwashing
products for 100 years, has received the prominent
2020 GOOD DESIGN Award.
Next Generation WashBar is the newest model of
Bradley’s innovative touch-free WashBar series. The latest
design delivers advanced touchless clean+rinse+dry technology along with an ultra-modern, edgier profile that improves
hygiene and elevates the look of today’s commercial washrooms.
The Next Generation model features a thin, L-shaped design that gives the feel the
all-in-one fixture is floating above the sink. With only one connection point to the sink,
the unique design provides more open space for easier cleaning while providing a
striking design element.
Designed to enhance all the fundamentals of handwashing, the Next Generation
WashBar combines touch-free soap, water and dryer. The durable chrome-plated cast
alloy fixture features LED lighting to visually orient the user through the handwashing
process with easy-to-identify icons on top of the bar. Using a bowl designed to work
with the fixture keeps water in the bowl to avoid splashing outside the basin onto the
floor, walls or user, improving washroom cleanliness and safety. Its integration of soap,
water, and dryer into one sleek fixture eliminates deck and washroom clutter.

to create that luxury experience,” says
Flinkert. A customizable shower pan, like
the one available through Simple Shower
Solutions, is ideal for those hoteliers that
are looking to elevate their bathrooms.
These ready to tile pans makes it easy to
create a customized look for the bathroom.
“The large panel tiles with linear drains are
one way that hotels can evoke that luxury
experience,” says Flinkert. The flow of these
tiles provides both a modern look and the
illusion of space.
For the shower surrounds, hoteliers are
also looking at ways to elevate their space.
One way to do this Is by integrating cultured
marble. “It provides the look of tile without
the high maintenance grout,“ says Schischa.
This product is also easier to install than tile
and requires less maintenance.
Colour is another way to quickly create
that designer look without breaking the
bank. Ivory, instead of white, for example is
quickly becoming a popular choice for the
cultured marble surround. “White is too
hospital-like, ivory is the sweet spot,” says
Schischa. Cooler tones, like gray, black,
and blue immediately provide guests with
that retreat-like feeling. However, it’s
becoming more common for hotels to use
bold colours like red, yellow and bright blue
to create a memorable, customized look.

INFUSE LUXURY INTO
THE SPACE
Guests have become accustomed to
anticipating luxury in their hotel bathrooms. In fact, hotel bathrooms are often
looked at for inspiration for home designs,

KOHLER Avid Faucet Gives Modern
Design a Human Touch
The seamless attention to detail found in the Avid
faucet collection represents a new era of global collaboration at Kohler. A global leader in design and innovation, Kohler is bringing its high standards for quality to
their largest contemporary design launch. Avid’s elegant,
somewhat feminine form is minimalism crafted without
being impersonal.
This contemporary design serves as a point-of-inspiration
from which an overall theme develops. Fluid metal flows from deck
through spout, pairing painstaking simplicity with visual comfort. The versatile
collection includes a complete range of faucets, showering trim and a full line of
accessories to invite an emotional response, coordinating with modern interiors.
To discover the potential for new and inspiring faucet designs, Kohler continuously
converse with designers and consumers worldwide probing for insight and meaning
that connects to new design.
Available in Polished Chrome and Brushed Nickel, the Avid line is constructed of
premium materials for reliable durability and topped with a lasting finish that resists
corrosion and tarnishing. Photo credit: Kohler Co.
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Simple Shower Solutions notes that large
panel tiles have fewer grout lines and are
easier to clean.
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relaxing getaway experience. It is about
choosing modern materials that not only
appear elegant but are easy to maintain. It
is this balance that will make certain that
it is a space that is both easy to maintain
and esthetically appealing. Although a
small footprint in the hotel room, it is
the bathroom that will often determine
the quality of the hotel experience.
Hotels can respond to the guests needs by
providing them with a space that includes
quality amenities, a pleasing colour
scheme and materials that mimic that spa
like experience. ●
Vanities International notes that shower
pans conserve water and reduce the
amount of slip and fall accidents.

and can quickly label the hotel as modern
or dated. “Hotels are renovating their
bathrooms more frequently to stay up with
the current trends. It is now approximately
every six to eight years instead of 10 to 15
years,” says Flinkert, By investing in more
frequent renovations, hotels will continually maintain a fresh, modern look, increasing the guest experience.
One trend that has been adopted by
both the luxury and economy brands
alike is converting bathtubs into showers. This conversion is an environmentally and economically sustainable solution for hoteliers while also appealing to
guests who are seeking a modern space.
From a design standpoint, making this
shift not only makes the room appear
more spacious it provides the option for
customization. “The transition to shower pans, conserves water, and reduces
the amount of slip and fall accidents,”
says Schischa. “For the doors, bar n
doors are becoming extremely popular
due to their durability.”
When it comes to choosing the bathroom fixtures, it’s the details that make the
difference. One way to beautifully elevate
the guest washroom is through the material chosen in the countertops.
“There’s a movement away from granite
to quartz for the countertops,” says Schischa. “Although quartz is a bit more expensive, it is nonporous and requires less
maintenance.” However, it is the finished
look that beautifully creates an elegant and
modern look.
By focusing on the design elements of
their bathrooms, hoteliers can provide
guests with a space that provides that
Western Hotelier Magazine
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By Carolyn Camilleri

LAUNDRY DISTRIBUTORS’
REPORT & DIRECTORY 2021
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Industry Perspectives
A check-in with laundry distributors and suppliers,
who can help your property on the road to recovery

B

usiness is all about relationships. Everyone knows that. For hotels, having trusted relationships with
your suppliers and distributors goes a long way in helping you to manage costs, meet the expectations
of your guests and your staff, and achieve your business goals.
One of the most important business relationships you have as a hotelier is with the people who equip and
supply your hotel laundry. As we move towards recovery from the pandemic, feeling reassured that your
property can meet health and safety requirements for laundry will bring peace of mind to you and to your
guests. That peace of mind starts by knowing the people behind the machines.
Western Hotelier Magazine
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RESPONDING TO THE DEMAND FOR
EFFICIENCY AND INNOVATION

INTRODUCING NEW LAUNDRY
CONCEPTS

Chris Marquart quips that when he
started at Westbrook Manufacturing Ltd.
in 1993 as an independent contractor
performing machinery service and deliveries, he did so while trying to figure out
what to do with the rest of his life.
“I never expected I’d own it and be in
the laundry industry all these years
later,” he says.
Marquart’s Winnipeg-based company
has three major laundry equipment lines
— Continental Girbau, Dexter Laundry,
and B&C Technologies — and represent
Chris Marquart,
Sports Laundry Systems, LG Commercial,
Westbrook
American Dish Service, Craig Containers,
Manufacturing Ltd.
and R&B wire products.
As for so many other industries and businesses, the pandemic
brought challenges and obstacles to Westbrook, including staffing
issues and retention in the face of decreased sales.
“Safety issues pertaining to our staff and our customers and
finally logistics and supply chain issues that manifest in delayed
orders and extensive wait times on
parts and products” were at the forefront says Marquart. “Still, it pales in
comparison to what’s happened to our
valued hospitality customers. Hotels
and restaurants in Manitoba have faced
a devastating 18 months. There is finally
a light at the end of the tunnel, but it
will take years to try and get back to
where we all were pre-COVID.”
Going forward, Marquart says he
continues to see a demand for efficiency
and innovation.
“The pandemic has caused an
increased demand for our ozone laundering systems,” he says. “We find our
customers are finally becoming more
proactive in machinery replacement and upgrades, recognizing
the gains available versus spending excessive money on older
equipment. Overall, the pandemic has opened everyone’s eyes in
terms of cleanliness and disinfection.”
And, of course, that cleanliness and disinfection extend to laundry,
be it commercial or personal.
“The laundry industry has remained very strong through the
pandemic, and I fully expect it to increase further as we come out
of it,” says Marquart.

Jemal Gunaydin, who owns Machine Doctor, which serves Alberta
and Saskatchewan, and BC Machine Doctor, which serves British
Columbia, started in the dry-cleaning industry in 1990 and was
also an OPL equipment and chemical supplier. Machine Doctor
represents LG Commercial laundry systems, Union Dry cleaning
products, Barbanti, Unipress corporation, Seitz chemicals, and Sensene
solvents of Germany.
Gunaydin has seen the challenges
customers have faced.
“Many dry cleaners have closed down
and the remaining ones are operating
with reduced workload,” he says. “Hotels
also have decreased demand for new
equipment due to ongoing travel restrictions and border closures, thus affecting
our supply and equipment sales.”
His company is changing with the
Jemal Gunaydin,
times to maintain existing services and
owner,
meet new demands.
Machine Doctor
“The demand for commercial laundry
will always be there; however, the demand for dry cleaning will
be reduced,” he says. “We are now introducing LG Commercial
laundry washers and dryers with cashless Nayax Pay systems and
automated detergent injection to the hospitality industry for their
guest laundry. The state-of-theart wash machine technology is
ultra-quiet with a tub clean
system, credit or debit card
operated washers and dryers,
PH-neutral detergents for all
temperatures and all colour
ranges, as well as a disinfectant
agent which sanitizes the equipment for the next user.”
Machine Doctor is also providing a new way to offer drycleaning services.
“We will be also introducing
energy-efficient turn-key operation Laundry Lounges complete
with a mini eco-friendly drycleaning section using highly
advanced eco-friendly drycleaning solvent and equipment, which can also serve small
communities where the conventional dry-cleaning shops cannot be
justified volume wise.”

A FULL-SERVICE APPROACH TO LAUNDRY OPERATIONS
Charles Reid’s first job with Haddon Equipment and Supplies was temporary, as a salesperson on
a chemical route. That was in 1986. He went on to run the chemical division, which led to becoming
general manager. Soon after, he owned the company.
“Over time, my wife Julie Reid joined Haddon, which supplies laundry equipment, dishwashers, parts
and service for both, and a Haddon-branded chemical line for laundry and kitchen,” says Reid.
Haddon, which is based in Delta, BC, represents Unimac, Huebsch, Continental
Girbau, LG, Aqua Wing Ozone, Lux UV Disinfecting, and CMA Dishmachines.
For Haddon, the biggest challenge during the pandemic was keeping their
staff safe while providing essential services to equipment and chemical repairs.
“The health care portion of our business remained strong; however, hospitality suffered, but we managed to keep our staff fully employed and took
advantage of the slower time to rebuild used equipment, and we moved to
a new location,” says Reid. “On the flip side, we have signed many new Julie and Charles Reid, Haddon
contracts as new customers are seeing the importance of proper cleaning with Equipment and Supplies
a company such as Haddon who can bring the synergies of proper equipment
choices combined with Haddon’s full-service approach to laundry operations.”
Going forward, Reid sees more attention to wash formulas and cleaning procedures.
“Presently, a lot of chemical companies cannot keep up with equipment advances or have the expertise to take
full advantage of their features,” he says. “Advances in disinfection technology are also beginning to gain attention
as they should, as they can provide water and energy savings.”
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HIGHER CLEANING
STANDARDS
Since 1961, Mississauga-based Harco Co.
Ltd has supplied the laundry industry with
equipment, parts, service, and knowledgeable
technical advice. Rob Jackson purchased
Harco in 1981 with Bob Stevens, who retired
in 2020. Now, Tony Polegri is vice president
of service and is recognized by customers
and manufacturers as one of the elite technicians in the business. Malcolm Caldwell,
vice-president of sales, has been in the
laundry industry for over 25 years, working
his way up from delivering top load washers
to full laundromats and running a Maytag
distributor in Virginia, USA and serving
coin laundry, apartment, and on-premises
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laundry (OPL) customers.
“We represent all of the Whirlpool
Commercial laundry brands, including Maytag
Commercial, Whirlpool Commercial, ADC,
and Speed Queen,” says Caldwell. “Harco also
distributes the Unimac brand in a territory

that stretches from Manitoba in the west to
Newfoundland and Labrador in the east.”
Other brands represented by Harco in
select markets include Chicago Dryer, Concord
Detergents, Domus, Unipress, Hoffmann
New Yorker, Pony, Miele, Energenics,
ArtiClean Ozone, Lavatec, and Edro.
Caldwell says their greatest challenge
during the pandemic was making every effort
possible to protect staff and customers
from infection.
“We operated the office and warehouse with
a minimum of staff, implemented high levels of
separation, and upgraded cleaning schedules,
equipment, and procedures,” he says.
Then, they turned their attention to solving
the laundry challenges their customers faced.
“The increased volume of laundry
stressed the staff and the equipment in our
customers’ locations, so we needed to be
able to respond quickly,” says Caldwell.
“The difficulty of maintaining high cleaning
standards in the laundry rooms of senior
care homes, hospitals, and other front-line
businesses was a challenge as supply chain
disruptions filtered through to our industry.
It has been difficult to keep up with
demands in our parts and service business.
Delays in construction contributed to frustration in scheduling jobs and maintaining
proper inventory levels for products.”
Caldwell says the laundry industry has
the opportunity to move forward as a leader
in sanitation and in keeping clients safe
from infection by implementing higher
cleaning standards.
“There may be further protocols implemented in verifying proper sanitation is
achieved,” says Caldwell. “I expect the laundry
room will become more of a focus in the
plans of new build locations. There is a
move toward larger central operations to
provide more and larger equipment capable
of handling the increased volume of laundry
demanded by more frequent cleaning
schedules. This will allow more redundancy
and the ability to both increase capacity
and to provide back-up options as the
fragility of the worldwide supply chain was
revealed.”
He adds that energy conservation is always
a priority and more efficient equipment is
always a consideration.
“There are many ways to improve production
within a laundry room process, such as
high-speed washers with better spray rinse
technology, which ensures better rinsing
with less water and also speeds the drying
process,” says Caldwell. “There are smart
dryers that end the cycle when specific
dryness levels are achieved and also ozone
systems to reduce the hot water consumption
and provide a better sanitation result.”
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EFFICIENT, COST-EFFECTIVE,
AND RELIABLE
UniMac has more than 80 years of experience in the on-premises
laundry business across a variety of industries.
“Our performance pedigree is built on the ultimate industrial
reliability and the lowest cost of ownership in the industry,” says
Randy F. Radtke, content and media relations manager for
Alliance Laundry Systems.
Like many manufacturers during the pandemic, Alliance Laundry
Systems has been addressing a variety of challenges, including
component and raw materials shortages and price increases, as
well as logistics hurdles, all combining to impact lead times for
getting products to customers.

“The current pandemic is forcing the hospitality industry to
move back-of-the-house services front and centre to give guests
peace of mind,” says Radtke. “Hotel guests want to know the
property has detailed cleaning processes in place.”
That means leveraging systems that monitor the performance
of equipment and ensure processes are being followed with no
shortcuts.
“The challenge is two-fold: first, upgrading laundry equipment
to models with networking capabilities to monitor in real time;
and second, communicating the property’s efforts to guests,”
says Radtke. “Finally, we may see more properties bring laundry
processing back in-house to better monitor finished quality,
versus outsourcing the task.”
The bottom line is that, as the hospitality industry recovers
over the next few years, hoteliers will need to be as efficient as
possible, he says.
“In the laundry, that means opting for equipment that can save
the property money over its useful life by cutting utility and
labour costs and increasing throughput, while still producing
excellent quality.”

In the months and years to come, the business relationships you
have with your suppliers and distributors will play an important
role in your efforts to recover from impacts of the pandemic.
Working together with your laundry distributors to ensure your
property meets health and safety standards will be key to the
success of that recovery. ●

What follows on the next page is our first annual
directory of laundry equipment distributors. While
many hotel operators are familiar with the major
brands of laundry equipment, they may not be aware
of all the great companies available to sell and service
these vital pieces of equipment.
Listed below in alphabetical order are the companies,
their distribution area, and the brands they represent.
If we have inadvertently missed your company,
please contact us for inclusion next year.
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ATLANTIC LAUNDRY
Contact: Emma Hookey — Tel: (709) 754-7330
Email: ehookey@atlanticlaundry.ca
Website: www.atlanticlaundry.ca
No. of years in the Hotel Industry: 30 years
Eastern Areas Serviced: NB, NS, NL, PEI
Brands: Continental Girbau; LG
AUTOMATED LAUNDRY
SYSTEMS F.G. INC.
Contact: Frank Guido — Tel: (514) 992-513
Email: fguido@laveuse.com
Website: www.laveuse.com
No. of years in the Hotel Industry: 28 years
Eastern Areas Serviced: All Eastern Provinces
Brands: ADC (American Dryer Corp); Continental
Girbau; Electrolux; Huebsch; Milnor; Unimac
COINAMATIC COMMERCIAL
LAUNDRY INC.
Contact: Mark Borges — Tel: (627) 526-7437
Email: mborges@coinamatic.com
Website: www.coinamatic.com
No. of years in the Hotel Industry: 75 years
Western Areas Serviced: BC, AB, SK, MB
Eastern Areas Serviced: ON, QC, NB, NS, NL, PEI
Brands: ADC (American Dryer Corp); Huebsch;
LG; OPLS by WASH

COLDSTREAM
COMMERCIAL
SALES INC.
Contact: Zack Davis
Tel: (604) 940-8668
Email: sales@cold-stream.ca
Website: www.ccsi-laundry.com
No. of years in the Hotel Industry: 35 years
Western Areas Serviced: All Western Provinces
Brands: ADC (American Dryer Corp);
Electrolux; Wascomat; Encore by
Wascomat; Huebsch Small Chassis; CMV
Sharper Finish Ironers
CORONET EQUIPMENT
Contact: Terry Rosin
Tel: (780) 468-3127
Email: terry@coronetequipment.com
Website: www.coronetequipment.com
No. of years in the Hotel Industry: 40 years
Western Areas Serviced: All Western Provinces
Brands: Continental Girbau; Huebsch; Unimac
EAST COAST LAUNDRY SYSTEMS
Contact: Gregory Blunden
Tel: (902) 477-7722
Email: gregb@eclaundry.ca
Website: www.eclaundry.ca
No. of years in the Hotel Industry: 40+ years
Western Areas Serviced: All Western Provinces
Eastern Areas Serviced: All Eastern Provinces
Brands: ADC (American Dryer Corp); Huebsch;
Milnor; Domus
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HADDON EQUIPMENT
AND SUPPLIES
Contact: Charles Reid
Tel: (604) 325-3281 Loc #222
Email: charlesreid@haddon.ca
Website: www.haddon.ca
No. of years in the Hotel Industry: 67 years
Western Areas Serviced: All Provinces
Brands: Continental Girbau; Huebsch;
LG; Unimac

HARCO CO. LTD.
Contact: Vadym Tokarenko
Tel: (905) 890-1220
Email: sales@harcoco.com
Website: www.harcoco.com
No. of years in the Hotel Industry: 59 years
Western Areas Serviced: All Provinces
Eastern Areas Serviced: All Provinces
Brands: ADC (American Dryer Corp);
Unimac; Maytag

IMAGE DISTRIBUTORS
(CANADA) LTD.
Contact: Bryan Langford
Tel: (780) 985-3091
Email: imageparts@cciwireless.ca
Website: www.imagelaundry.ca
No. of years in the Hotel Industry: 17 years
Western Areas Serviced: All Provinces
Eastern Areas Serviced: All Provinces
Brands: ADC (American Dryer Corp); B&C
Technologies; Fagor Commercial; G.A
Braun; Whirlpool Commercial; Maytag
Commercial; Weir Folding Equipment;
Lapauw USA; Felins Packaging
MIDLAND COMMERCIAL
SALES & SERVICES
Contact: Don Beesley — Tel: (204) 989-2755
Email: sales@midlandcommercial.com
Website: www.midlandcommercial.com
No. of years in the Hotel Industry: 50 years
Western Areas Serviced: SK, MB
Eastern Areas Serviced: ON
Brands: ADC (American Dryer Corp);
Maytag/Whirlpool
MIELE LIMITED, BU PROFESSIONAL
Tel: (888) 325-3957
Email: professional@miele.ca
Website: www.mieleprofessional.ca
Western Areas Serviced: BC, AB, SK, MB
Eastern Areas Serviced: ON, QC, NB, NS, PEI
Brands: Miele
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NICHOLSON MECHANICAL LTD.
Contact: Mike Zygmunt
Tel: (780) 818-1620 or (877) 432-7286
Email: mike@nmlonline.ca
Website: www.nmlonline.ca
No. of years in the Hotel Industry: 22 years
Western Areas Serviced: All Western Provinces
Eastern Areas Serviced: All Eastern Provinces
Brands: ADC (American Dryer Corp); Milnor;
Chicago Dryer Company
ONTARIO LAUNDRY SYSTEMS INC
Contact: Craig Gibson, V.P. Sales
Tel: (905) 673-1308
Email: info@ontariolaundry.com
Website: www.ontariolaundry.com
No. of years in the Hotel Industry: 25+ years
Eastern Areas Serviced: ON
Brands: Electrolux; Wascomat
SPARKLE SOLUTIONS
Toll Free: (866) 6602-2282
Email: laundry@sparklesolutions.ca
Website: www.sparklesolutions.ca
Eastern Areas Serviced: ON
Brands: Continental Girbau; Huebsch; Unimac;
RamAir; Alliance; IPSO
TINGUE
Contact: Tandi Mckissick — Toll Free: (800) 829-3864
Email: tmckissick@tingue.com
Website: www.tingue.com/
No. of years in the Hotel Industry: 118 years
Western Areas Serviced: All Western Provinces
Eastern Areas Serviced: All Eastern Provinces
Brands: ADC (American Dryer Corp);
Continental Girbau; Dexter; Electrolux;
Huebsch; LG; Milnor; Unimac
TWIN-INDUSTRY
SALES & SERVICES
Contact: Brent Solypa — Tel: (204) 942-2489
Email: tissl@mymts.net
Website: www.twinindustrysales.ca
No. of years in the Hotel Industry: 64 years
Western Areas Serviced: All Western Provinces
Eastern Areas Serviced: ON
Brands: ADC (American Dryer Corp); Huebsch;
LG; Unimac

WESTBROOK
MANUFACTURING LTD
Contact: Chris Marquart
Tel: (204) 582-6668
Email: chris@westbrookmfg.ca
Website: www.westbrookmfg.ca
No. of years in the Hotel Industry: 45+ years
Western Areas Serviced: SK, MB, NT
Eastern Areas Serviced: ON
Brands: Continental Girbau; Dexter; LG;
B&C Technologies
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Banquet Furniture
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By Robin Brunet

CLEAN
SWEEP

connectivity: because while ballroom functions will return to normal, business meeting events will be a mixture of small
groups combined with Zoom and other
video technology.”
Terry Clark, president at Accro Furniture
Industries (a division of Acme Chrome
Furniture Ltd., whose 1950s-style dinette
sets combine elegant design and incredible
durability), is not concerned that investment decisions in banquet furniture may
fundamentally change because of COVID19. “Long ago, the aircraft industry
replaced their fabric seats with leather and
vinyl purely for ease of maintenance, and
one thing is certain: as hoteliers return to
normal, they’ll be looking at all sorts of
ways to save maintenance costs.”

intense usage can still be
made to last, right here in
Canada (specifically, Manitoba). The company’s chair and
stool frames are welded to
provide maximum stability
and durability, versus the
mechanically fastened import
products that are usually
shipped ‘knock-down’ for
consumer assembly. The vinyl upholstery
has jersey backing, which prevents chair
seats from splitting in transit due to
extreme cold weather.

Accro Furniture is an example
of how furniture meant
for intense usage can be
made to last.

Clark says, “In most cases
hoteliers are smart shoppers, but it’s always helpful
to remind everyone that
you can never go wrong if
you spend more money on
quality, especially quality frames: they will
outlast the upholstery, which can be easily
replaced and provides the opportunity to
create a different ambience via colour and

UPCOMING TRENDS IN BANQUET
FURNITURE ARE PANDEMIC-INSPIRED

P

rior to the pandemic, Harald Kurtz,
sions will be informed by factors other
regional director of operations and
than style. “The desire for resiliency will
general manager at Executive Hotel
remain, but the focus on sanitation will be
Vancouver Airport, undertook a refresh of his
stronger than ever,” he says. Indeed, it could
facility’s 70,000 feet of conference and banquet
be argued that investment in anything
space. “As always, the banquet
related to mass gatherings in
furniture we purchased was utilihotels may have fundamentally
tarian, nothing fancy but very
changed for good.
high quality in order to withstand
Melissa Kennedy, owner of
usage from the large volumes of
Haven Marketing (which repguests we receive,” he says.
resents quality manufacturers
What a difference several
and whose current specialty
years make. As with virtually
is banquet furniture), says,
every other hospitality and
“For an entire year nothing
banquet meeting space around
happened, followed by reothe world, the Executive Hotel Melissa Kennedy, owner, pening in different regions,
remained largely empty through- Haven Marketing
followed by more restrictions.
out 2020, and Kurtz doesn’t
Now, as the latest relaxation of
think a return to normality will occur until
COVID-19 restrictions seems to be gaining
late 2022 or even 2023.
traction and the worst seems to be behind
When the time comes to refresh his
us, we’re seeing a huge uptick in business.”
banquet offerings, Kurtz’s purchasing deciWhen pressed to predict what the
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biggest trend in banquet furniture will be
in the foreseeable future, Kennedy replies,
“It will be a continuation of what was
developing prior to the pandemic: tables
and chairs that are wipe-friendly. So,
plastics instead of fabric.”
Veteran hotelier Kurtz agrees. “This year
when restrictions eased we partnered with an
organization that stages pop-up weddings, so
we hosted weddings in our banquet facilities
of 10 people at first, then later 30 people —
and absolutely everything, from furniture to
their surroundings, were super-sanitized,
plus each food item was individually
wrapped. So yes, hoteliers moving forward
will purchase furniture that is easy to clean,
because sanitation will continue to take up
considerable time and resources.”
Kurtz adds, “If you ask me, hoteliers
making purchasing decisions for their
banquet facilities should focus not so much
on furniture, but on Wi-Fi and superior
Western Hotelier Magazine

MTS Seating views seating as an art.

And as always, they will have durability
high up on their list of requirements,
which dovetails with a COVID-19-inspired
emerging trend throughout the western
world of sourcing local, in order to ensure
quality. On this score, Accro is a good
example of how furniture meant for
Western Hotelier Magazine
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Southern Aluminum Alulite lightweight folding aluminum banquet table is up to
35 per cent lighter than any conventional table.

patterns much more affordably than buying new furniture.”
The companies represented by Haven
Marketing have also earned a reputation
for providing extra-resiliency to a sector
that demands it, case in point: Magnolia,
Arkansas-based Southern Aluminum. Its
use of stadium bleacher extrusions led to
an industry innovation: the Alulite lightweight folding aluminum banquet table, a
product that today is still up to 35 per cent

lighter than any conventional table.
Combining durability with an effective
design flair is what has made Michiganbased MTS Seating, another manufacturer
represented by Haven Marketing, the global leader in banquet and restaurant chairs
(plus, the company’s in-house engineering
department allows for another important
hotelier consideration: fulfilling custom
orders in relatively short time frames).
MTS views seating as an art, as evidenced

by its Kay Lang, Catalyst, and Inicio stacking chair lines, which run the design gamut
from being modernist to retro cool —
without being ostentatious.
Finally, since hoteliers will have to wait
until next year to see what new designs
await the banquet sector, it’s worth noting
what design elements were in vogue prior
to COVID-19. They include: dark colour
increasingly being used for furniture
surfaces, to impart a sense of sophistication
to mass public events; seats with big
splashes of primary tones and high-volume
hues (for events that are intended to be
lively and upbeat); and wood laminate
accents to create a contrast of the natural
against what is too often the utilitarian
appearance of banquet furniture.
Just as COVID-19 demonstrated the
resiliency of hoteliers, the prospect of
banquet furniture acquisitions shifting to
accommodate sanitation concerns is widely
viewed by the industry as an opportunity to
cater to changing needs. That, combined
with pent-up demand as the COVID-19
variants are wrestled under control and people
are allowed to congregate in mass numbers
again, means hoteliers should start planning
— and investing — for a busy 2022. ●

Quality Air Control
By Mike Yeo
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T

hese days, especially with COVID-19, indoor air quality is
of utmost importance within the hotel industry. Poor
indoor air can have an adverse impact on both the staff
and guests. Indeed, hoteliers are now more aware than ever of air
quality issues and are investing in new systems to address them.
When it comes to indoor air quality some of the major
components that must be paid close attention to are the
maintenance of boilers and heating systems, proper ventilation,
and the integration of air quality solutions to help mitigate
those potential airborne pollutants and contaminants that may
be present in the hotel.
High-quality air purification methods used to filter the air
and remove those harmful pollutants or contaminants include
HVAC filters, and stand-alone air purifiers that can easily
be placed in the environment and even HEPA filters, or high52

Western Hotelier Magazine

Western Hotelier Magazine

efficiency particulate air filter, also known as high-efficiency
particulate absorbing filter.
Rami Belson, CEO & founder of Energex says, “Even before
the COVID-19 outbreak, indoor air quality has been a big
priority for Energex. Our wired, wireless and built-in sensors
combined with our AI platform create an unprecedented
opportunity for supervision and control of indoor air quality.
Energex collects data points from every guest room including humidity, temperature, occupancy, filter run time (FRT),
and more to optimize air quality and prompt operators for any
faults, service calls or comfort system misfunctions.”
The Energex Dream Platform includes sensors, thermostats,
and an AI Cloud platform using live data to help to build
operators take better decisions concerning their in-room
comfort systems and air quality.
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Hotel Security

The Energex
Dream Platform
includes sensors,
thermostats
and an AI Cloud
platform that
uses live data.

By Frank Yeo

“For example, we can prompt the
hotel when a filter needs replacement or
the environmental conditions in space are more
conducive for mould spores build up. We can also monitor in
real-time, the status, temperature, and every valid environmental data point from the space to improve air quality,
comfort, and energy,” says Belson.
Mitsubishi Electric has also been working to improve their
air quality systems with centralized ventilation products
or commercial or residential sized ERV (Energy Recovery
Ventilator) products and DOAS (Dedicated Outdoor Air
Systems), products that can also have integrated air purification
devices (bi-polar ionizer or UV lights) used in conjunction.
Candace Steinberg, marketing manager – HVAC Products
Sales Division at Mitsubishi Electric Canada says, “Since there
could be many people occupying the hotel rooms at once,
there is a chance of contamination of bacteria/viruses that
can be passed through the ventilation system and into other
suites. Increased ventilation
helps reduce the chances of
contaminated air by bringing
in fresh air, while expelling
old air to the outside.
We offer energy recovery
ventilators using static cores
that bring in 100 per cent
pre-conditioned outside air
into the space. The static
core ensures there is (a nearzero) cross contamination
between the two airstreams.
These systems increase
Mitsubishi Electric uses
fresh air into the space by
commercial or residential
upsizing the ventilation
sized ERV products to improve
equipment (more air
their air quality systems.
changes per hour), provide
better filtration with higher efficiency ratings on filters and
provide increased airflow.”
Many hotels, especially older buildings, have inherently
poor circulation. When asked about what she has seen
hotels doing to improve their air purification systems
after COVID-19, Steinberg says “I’ve noticed lots of hotels
replacing their rooftop make-up air units with increased
airflow performance. Some hotels have been installing
individual ERV units in each suite, and of course increasing
their filtration from MERV 7 to MERV 13.”
With the increased need to protect employees and guests,
hoteliers need to act when it comes to air filtration and make
sure they have the most up to date safeguards against COVID 19
to provide that sense of reassurance for guests to come back. ●
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Secure
and Safe
PANDEMIC ACCELERATES ADOPTION OF NEW TECHNOLOGIES

I

n the post-pandemic world, how “secu“Thanks to the pandemic,” says Nicolas
rity” is defined has changed. Today,
Aznar, president, Americas at ASSA ABLOY
hotel guests want a new approach to
Global Solutions, “a hotel’s responsibility to
access — a touch-free experience that
ensuring total safety has now grown to also
seamlessly integrates safety, security, and
include a much greater emphasis on the need
convenience. Solutions like touch-free
to protect guests and staff from viral and
actuators, safe checkpoint towers, touchbacterial threats. This has led to more hotels
free turnstiles, electronic access,
adopting solutions such as
and mobile access make people
digital key technology that
feel safe, while making access
can simultaneously enhance
simpler and more intuitive.
physical security capabilities
The transition to these new
while minimizing germ risks
technologies has been accelerated
from touchpoint areas.”
by the pandemic. Alex Housten,
Security issues have been
COO of dormakaba Americas,
further compounded by
says “The vital role access solutions
industry wide labour shortplay to make today’s buildings
ages, creating a demand
safe, healthy and sustainable has
for increased automation
Alex Housten, COO,
only intensified due the pandemic. dormakabas Americas and integration of security
Buildings fulfil their mission best
functions into PMS systems.
when they inspire occupant confidence in
“The number one issue for hotels today
the quality of the environment, enabling
is labour,” says Ken Minogue, president of
people to reconnect and re-engage in daily
MTech Locks based in Edmonton. “This
living and collaborative working.”
has a big impact on security. For example,
Western Hotelier Magazine

Best Switch Tech
from dormakaba will
work wherever SFICs do,
and is setting the standard on how to
extend electronic access control to
applications previously not practical.

there has been a lot of interest in entry
systems which can be operated remotely by
hotel staff both for their own health and
safety and to decrease demand for labour.”
Aznar concurs saying that with properties
facing employee shortages, “there has also
been a growing demand for solutions that
allow hotels to oversee and manage their
security access operations from virtually anywhere. Solutions that offer this advantage
such as cloud-based access management,
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The Mobile Access platform from ASSA
ABLOY continues to develop new nextgeneration methods for delivering digital
key and room number information to
guest devices.

offer overstretched employees the ability to
much more effectively multitask without
jeopardizing hotel security or service quality.”

The Future is Mobile
—and It’s Here
There are a wide range of products now
available for hotels to help with access
solutions.
SALTO Systems offers stand-alone,
cloud-based, and mobile applications and
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was the company behind innovations such
ry room, spa, and other hotel services
as the first stand-alone, battery-powered
from their mobile. Once installed, says
smart electronic lock; the SALTO Virtual
Minogue, “you can give an exclusive serNetwork (SVN) data-on-card technology;
vice to its guests, allowing them to access
and the first wireless access control system
their rooms with their mobile phone,
to combine a stand-alone locking device
bypassing reception as they may carry out
with online, real-time capabilities — all
a check-in 100 per cent legal before
without wires or mechanical keys. It was an
arrival, increasing recurrence of satisfied
early leader in cloud-based
guests and their experience.”
access control technology and
The product also gives
has become a major player in
more control and customer
keys-as-a-service providers
knowledge. Hotel staff can
over traditional access control
know if the guest is in their
solutions, accelerating digital
room and even communicate
access transformation projects.
via a dedicated chat. It can be
Hotels can have full control
integrated with leading PMS
of all functions and features
on the market allowing operafrom the web app or use the
tors to have full control over
Nicolas Aznar,
mobile app to keep track of
STAYmyway devices without
president, Americas,
events, remotely unlock, or ASSA ABLOY
using MTech software.
block users on-the-go, with all Global Solutions
ASSA ABLOY’s Mobile Access
doors, users, and locations
platform continues to develop
managed from a single place, providing flexnew next-generation methods for delivering
ibility, scalability, interoperability with other
digital key and room number information
system applications and reliability and manto guest devices. The company, says Aznar,
age access from anywhere at any time.
“continues to push geolocation-based
MTech Locks have introduced STAYmyinnovation forward with Vostio Location
way, which allows guests to make online
Solutions.” Initially launched to provide
check-in, access the hotel, garage, accessohotel staff with the means to request
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STAYmyway from MTech Locks allows
guests to do online check-in, access the
hotel, garage etc. from their mobile.

tio Location Solutions will ultimately also
be able to provide hotels with additional
location-based services including motorized
equipment performance monitoring and
guest wayfinding functionality.”
Of course, hoteliers do not want to
spend a lot of money on retrofitting their
properties to take advantage of these new
mobile technologies. With STAYmyway, for
example, hotels can update their locks,
without having to change them, allowing
guests to access their rooms with their
mobile phone.
“This update will allow you to lengthen
the life of your locks so you can continue
to use as before and giving them a new life
cycle,” says Minogue.
dormakaba introduced BEST Switch
Tech in 2020 and it is setting the standard
on how to extend electronic access control
to applications previously not practical.
Switch Tech will work wherever SFICs do,
including cylindrical, mortise and other
locks by BEST, Sargent, Yale,
Corbin Russwin, Schlage and
more. It is ideal for retrofitting
electronic control into existing
doors on interior rooms,
closets, cabinets, and cases.

emergency assistance via a personally
equipped alert device, the same BLE-based
beacon network that can instantly identify
the precise location of employees can
also be used to enhance and streamline
hotel operations.
“One example of this is the
ability to use Vostio Location
Solutions to manage hotel
assets in real-time,” says Aznar.
“For amenities such as room
service trays, bulk inventory,
baggage carts and much more,
Adoption Rates
hotel staff equipped with Vostio
Speed Up
Location Solutions can deterSince the start of the
mine the precise whereabouts Ken Minogue, president
pandemic, the hotel industry
of sought-after items in an of MTech Locks
has moved rapidly to adopt
instant. This ability is not only
these new security technoloinvaluable to labour-strapped properties in
gies to regain guest trust. “To resolve
drastically lessening the time it takes to
this challenge,” says Aznar, “countless
manage day-to-day operations, but also
hotels and major brands around the world
ensures that any guest requests can always
have made solutions such as digital key
be handled in a swift manner. As a constanta core requirement of their enhanced
ly evolving and future-proof platform, Voscleanliness initiatives.”
Others, he says, still have recognized the
advantages that cloud-based security access
Vostio Location
technology can provide in maintaining a
Solutions from
safe and efficient operation regardless
ASSA ABLOY
manages hotel
of workforce size. “While digital key and
assets in real time.
cloud-based technologies were already
on their way to becoming mainstream
technologies due to their potential to
enhance the speed of operations and guest
convenience, the benefits that they can
provide to hoteliers during the pandemic
has certainly led to much higher adoption
levels than what may have been the case
otherwise.”
Adoption rates will likely continue to
increase post-pandemic as hotels recover
financially. ●
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Across the West

Manitoba

British Columbia

MHA & MRFA SHOW MOVING TO APRIL 2022
Manitoba is beginning to re-open, and hotels and
restaurants are starting to welcome customers
back to their businesses. However, several COVID-19
restrictions remain in place, and it will be months
before we can expect a full return to normal.
Though trade shows such as the MHA & MRFA
Show will likely be able to go ahead in the coming
months, changing health orders and uncertainty
about capacities and restrictions make it difficult to
plan for this fall. For the MHA, It is important to ensure the best event possible.
With that in mind, the MHA & MRFA Show will move to Tuesday, April 5, 2022 at the
Victoria Inn Winnipeg.

DAN MCGOWAN APPOINTED
AS GENERAL MANAGER OF
FAIRMONT EMPRESS
Fairmont Hotels & Resorts has appointed Dan
McGowan as general manager of Fairmont
Empress in Victoria.
In his new position, McGowan will lead the
overall operations, performance, and strategic
direction for Fairmont Empress. Joining the
Fairmont Empress team following his most
recent role as the General
Manager of Fairmont
San Jose, McGowan
brings over 25 years
of experience working
within the Fairmont
Hotels & Resorts brand.
“Fairmont Empress is
a long-standing icon
of historic celebrations
and timeless luxury for
the Vancouver Island
Dan McGowan
community,” says Jens
Moesker, regional vice-president & general
manager, Fairmont Pacific Rim. “We are so
thrilled to welcome Dan to the team, as his
extensive knowledge and experience leading
prominent historic Fairmont properties across
North America will be instrumental in continuing
to provide Victoria visitors and locals alike with
unforgettable moments and experiences.”
Prior to his time at Fairmont San Jose,
McGowan held progressive leadership roles
throughout Fairmont properties across North
America, spending time at hotels such as
Fairmont Chateau Whistler, Fairmont Vancouver
Airport, Fairmont Dallas and Fairmont Palliser.

Alberta

FAIRMONT WINNIPEG APPOINTS JACCO VAN TEEFFELEN
AS GENERAL MANAGER

MOTEL 6 CANADA OPENS NEW LOCATION IN ALBERTA
Realstar Hospitality has opened its newest Motel 6 in Brooks, Alberta. This marks
the ninth hotel for the brand in the province and the thirty-sixth location across the
country.
Motel 6 - Brooks is the first location in Canada that is completely renovated with
the award-winning ‘Gemini’ design. Created with the modern traveller in mind, the
‘Gemini’ features sleek wood-effect flooring, quartz countertops and a sophisticated
colour palette with bright yellows and teal. All guestrooms feature a flat-screen TV,
mini-fridge, and microwave. In addition, guests enjoy free Wi-Fi, complimentary
morning coffee in the lobby and an onsite restaurant. At Motel 6, travellers over 60
years of age receive a special ‘ 60Plus’ discount; kids 17 and under stay free when
occupying the same room as an adult family member and pets always stay free.
“We are excited to open our doors as a Motel 6 and look forward to welcoming
travellers, just in time to enjoy the sunshine and the city’s many summer activities,”
said hotel owner, Slava Govorov.

LAKE LOUISE INN SET TO LAUNCH BANFF NATIONAL
PARK’S ONLY MINI GOLF COURSE
Just in time for the return of summer travel, Atlific Hotels has announced that its
managed property, Lake Louise Inn, has unveiled an all-new, nine hole mini golf
course. Open to hotel guests from 10am to 8pm daily, the wildlife themed course
marks Banff National Park’s only mini putt as well as the perfect option for safe
outdoor fun in one of Canada’s most breathtaking and popular destinations.

INN AT LAUREL POINT
APPOINTS AMY PECORELLI AS
EVENT MANAGER
Inn at Laurel Point has appointed seasoned
industry expert Amy Pecorelli as event manager
to collaborate, assist and oversee the initiation of
the next phase of the property’s events program.
Over the past 20 years, Pecorelli has earned
an industry reputation as a pioneering trailblazer, and with good reason. After beginning her
career as an event coordinator at Delta Hotels,
she moved to the Victoria Conference Centre,
where she spent 10
years organizing meetings and conventions as
well as large-scale galas
and social events.
As event manager at
Amy Pecorelli
Inn at Laurel Point,
Pecorelli oversees new and current initiatives
that will amplify the property’s already widespread reputation as a coveted events venue.
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Fairmont Hotels & Resorts has appointed Jacco van Teeffelen as general manager of
Fairmont Winnipeg in Winnipeg. In his new position, van Teeffelen will lead the overall
operations, performance, and strategic direction for Fairmont Winnipeg. Joining the Fairmont
Winnipeg team following his most recent role as the Hotel Manager of Fairmont San Francisco,
van Teeffelen brings
over 15 years of progressive executive
Jacco van Teeffelen
leadership experience
within the hospitality
industry to this role.
Between 2005 and
2011, van Teeffelen
held several executive
positions at Sandals
International in the
Caribbean, Jumby Bay,
A Rosewood Resort in
Antigua, and Soneva
Gilli, a Six Senses
Resort in the Maldives.
In 2011 he relocated to
London, England, when
he joined Accor as
Director of Food & Beverage, at The Savoy. van
Teeffelen transferred to
Fairmont Grand Del Mar
in 2015, where he was
promoted to director of operation and subsequently to hotel manager. Shortly after, in 2018,
he relocated to Fairmont San Francisco as hotel manager.
van Teeffelen holds a BA in Hotel Management from Hotel Management School Maastricht
and several certificates from Cornell University, including Hotel Real Estate Investment &
Asset Management and Advance Hospitality Revenue Management.

Saskatchewan
HOSPITALITY SASKATCHEWAN
TO HOLD TOURISM CONFERENCE
“We are thrilled to welcome guests back to Lake Louise Inn this summer and
I can’t think of a better way to enhance the guest experience than with our fantastic
new mini putt; a safe and entertaining outdoor activity for all,” said Nuwan
Eparatchy, general manager, Lake Louise Inn.
Ideally situated between the property’s guest buildings the nine-hole course offers
awe inspiring views of the surrounding Rocky Mountains. Each hole is aptly named
after the various wildlife indigenous to Banff National Park. What’s more, signage at
each new hole offers fascinating educational information covering the area’s bears,
mountain goats, deer and more.
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After an 18 month wait, and with tremendous
excitement, Hospitality Saskatchewan has
announced their first tourism industry association conference. This year’s inaugural event will
be held September 27, 28, 29, 2021 at the World Trade Centre Prairieland Park in Saskatoon.
This “Must Attend Event” will include three days of informative sessions, networking
opportunities, and tradeshow. Featuring a wide variety of exhibitors that supply goods and
services to the hospitality & tourism industry, operators will save time and money by shopping, sampling, and discovering the latest solutions from top suppliers to the industry.
Please mark the dates and plan to attend Canada’s only tourism industry conference
scheduled in 2021.
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CROSSWORD

NEW products

- Test Your Hotel Knowledge

Amerlux Launches Groundbreaking UV-Free, White
Antimicrobial Lighting Solutions
Amerlux has launched an innovative, UV-free lighting solution that kills viruses,
bacteria and other microbes on surfaces while providing crisp, white, comfortable
illumination and meeting international standards for continual and unrestricted use
around people.
ActiveClean combines Amerlux’s commercial-grade LED lighting engineering
with the UV-free, antimicrobial lighting technologies of Vyv, a leading health
tech company that recently
announced
independent
testing that demonstrates its
405-nanometer (nm) lighting
capabilities are effective against
non-enveloped viruses, which
are the most difficult to kill.
Utilizing a spectrum composed of visible light, ActiveClean works around the clock
to fight off microorganisms
by inhibiting their growth and
ultimately destroying these
microbes. The proprietary
technology is ideal for hightraffic public areas where people congregate, such as bathrooms, conference rooms,
collaboration spaces, kitchenettes, classrooms and doctor’s exam rooms. Various
independent third-party studies have shown a reduction of more than 90 per cent in
surface contamination from ActiveClean across these settings when used continually.
Most recently, a separate third-party study demonstrated efficacy results using
ranges of light in the 400-420nm range on inactivating enveloped viruses such as
influenza A and SARS-CoV-2.

Bringing an Industrial Vibe to the Bathtub
With industrial style continuing in great demand, Isenberg has expanded its
popular Serie 250 collection to include a trio of extraordinary tub fillers. The trendy
industrial look is a modern mix of clean lines and textures inspired by big-city
factories with their exposed pipes, salvaged wood and bare bricks. Isenberg perfectly
captures the essence of that metropolitan vibe with the Serie 250, from boldly
curved silhouettes to
the cleverly knurled
handles. The end look
is chic and cool with a
hint of modern edge
and bravado.
The Serie 250 tub
fillers are the perfect
partner to any style
bathtub. Choose from
three configurations
— a Roman tub faucet
with three-hole deck mount, a trendy wall-mount design with two handles, and an
impressive freestanding floor- mount faucet. All are high flow designs that can fill a
tub quickly and efficiently.
For more information: isenbergfaucets.com
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WebRezPro Integrates LOXE
for Easy Keyless Entry
WebRezPro property management system
(PMS) now offers integration with LOXE, a
universal keyless entry solution for hotels,
for a fully automated check-in experience
and seamless guest room access.
The LOXE solution pairs mobile key technology with a cloud-based front desk platform for automated access management.
Using a Bluetooth module, LOXE mobile key
technology works with a property’s existing
keycard locks, making implementation of
keyless entry and contactless check-in easy.
The LOXE app allows guests to unlock their
guest room door, check in and out, and
access upsell offers, empowering hoteliers to
deliver a smarter, modern hotel experience.
“Upselling provides hotels with a great
way to maximize the value of every customer. LOXE mobile key maximizes the
upsell,” said Harold Hababou, CEO at LOXE.
“By having their room keys on their smartphones, guests will enjoy more easily the
convenience of additional services like early
check-in, late check-out, room service, room
upgrades, activities, food delivery, and
more.”
The integration between LOXE and
WebRezPro PMS results in a completely
automated contactless check-in process.
Through the two-way connection,
WebRezPro sends reservation data directly
to the LOXE system for automatically issuing
mobile keys to guests upon check-in and
deactivating keys upon check-out. When a
guest uses the LOXE mobile app to unlock
their room for the first time, the integration
automatically sends a check-in request to
WebRezPro. Eliminating the need for hotel
staff to update information in both systems
manually and reducing the risk of manual
errors, the time-saving combined solution
optimizes front desk operations and ensures
every guest receives their digital key at the
right time for greater guest satisfaction.
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Across

Down

1

1

8
9
10
11
13
14
15
16
18
19
22
24
25
26

30
31
32

Easily sanitized, as furniture
(2 words)
Great economical choice
for bathroom tiles
Fashion reminiscent of the past
Green field
Locations
For that reason
And the rest, abbr.
Fixed bench
Hosts a party, abbr.
See 7 down
Environmental, as a prefix
Object of a prolonged search
Difficult area to clean
between tiles
Lasting
Events in temporary spaces
where people tie the knot
(3 words)
Edge
Money available for different
projects
Arrange (2 words)

2
3
4
5
6
7

12
13
15
16
17
18
19
20
21
22
23
26
27
28
29

They may crash and break
in the Pacific
Red wine, for short
Della ___ on Vancouver Island
Inspiration
Thin
Coffee order
Type of access point which is
more secure and inspires
confidence in the safety of the
environment (goes with 18 across)
Company ending
Observe
Daily (2 words)
Coffee container
Looked around for the best prices
In good physical condition
Renaissance, for one
Furniture item
Body soother in the spa
Letters indicating quality
French for the
Area with a bar
Before, prefix
Humour
Take a small taste of

VISIT WWW.WESTERNHOTELIER.COM
TO SEE THE ANSWER KEY TO THIS CROSSWORD
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Checking Out

By Nicole Sherwood

A Unique Accommodation Experience
A

bigail’s hotel in Victoria, BC has
welcomed guests for 36 years.
However, its heritage dates back to
the 1930s.
It was originally built as a Tudor revivalstyle eight-suite luxury apartment building
and was known as The Bessborough
Apartments, named after Vere Brabazon
Ponsonby, the ninth Earl of Bessborough
– the Governor General of Canada from
1931-1935. It is derived from half-timbered
houses of the 16th and 17th centuries
with irregular shapes, steeply pitched
roofs, multi-paned windows and roughhewn materials.
In 1985 The Bessborough was completely
renovated and converted into a bed &
breakfast inn. The exterior has been
restored to its original Tudor architecture.
In 1998 the Coach House was completed
alongside the main house with six luxury
guest rooms.
Abigail’s Hotel is 10,797 sq ft. There are
17 guest rooms over three floors, the
main lobby, library, kitchen, dining room
and gift shop. The Coach House has
six guest rooms over two floors and
encompasses 4,458 sq ft. Two patios
at the front of the main building are
surrounded by beautiful gardens.
The rooms have six different categories
each with different décor themes. The
themes are Amethyst, Ruby, Opal, Rose,
Emerald and Sapphire.
“Abigail’s is a unique accommodation
experience that blurs the lines between a
small luxury hotel and a heritage bed and
breakfast inn. It blends the romance and
charm of the past with the comfort and
convenience of modern accommodation.
There really isn’t another hotel or B&B
quite like us in the city,” shares General
Manager Allison Fairhurst.
“Because of our small size we are able
to offer a more personalized service to
our guests. Our entire team has a chance
to interact with them — from our chefs in
the open kitchen to our room attendants
who also serve breakfast and our front
desk who are also the concierge. It makes
a stay at Abigail’s a unique experience
rather than a simple hotel stay. As a
result many of our guests are long-term
repeat guests.”
It is famous for their dynamic threecourse breakfasts. Their menu changes
daily and is often flexible for those with
specific dietary concerns. Breakfast
service starts with a fresh house-made
baked good, followed by fruit salad and
an entrée. Daily features include a choice
of either a light, sweet or savoury option
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ABIGAIL’S HOTEL BLURS THE LINES BETWEEN SMALL
LUXURY HOTEL AND HERITAGE BED & BREAKFAST
with additional sides of a starch and protein.
The majority of their guests are couples
between 35-60. They are an adult-oriented
hotel with an age minimum of 13. They
are very much a special occasion hotel
with many guests celebrating an anniversary, honeymoon or birthday. For those
occasions they like to give a little something extra such as chocolate covered
strawberries or a bottle of wine.
Another aspect that makes Abigail’s
Hotel special is that it was designated a
heritage building in the Historic Registry
for the City of Victoria in 1985 when it
was converted to an inn. The designation
was updated in 2020 to conform to current
heritage requirements and standards.
“Abigail’s was designated a heritage
building in order to protect it from any
possible future demolition. Only the exterior
is designated heritage, which means any
alterations or repair work must have
approval from the city heritage committee.
We are also eligible for certain heritage
grants to help with exterior work such as
stucco repair, paint and roof repairs.”
When the pandemic struck it was
devasting for the hotel. They closed
completely in April, May and June 2020
and had to lay off all but two staff. Luckily
most of their team has returned and
while occupancies are still not where they
were pre-pandemic they are seeing rapid
recovery this summer — despite the lack

of international tourists who typically
account for 60 per cent of their business.
“Operationally we switched to contactless check-in and check-out, reduced
capacity in the breakfast room with
set seatings or an option to have breakfast delivered to the room. The evening
appetizer buffet is currently suspended
and appetizers are pre-plated. It has
definitely affected the level of personalized service we are able to give. However,
guests are still receiving the full Abigail’s
experience.”
This hasn’t stopped them from looking
forward. They are currently in the process
of constructing an expansion of the
hotel. This will be a separate building with
eight large guest rooms, a new kitchen,
breakfast room, outdoor patio, a covered
breezeway connecting the main house to
the building and an elevator. This is
expected to be complete in March 2022.
The parking lot will be expanded to
include dedicated bike storage and an EV
charging station. The existing main house
exterior will be repainted, stucco repaired
and new exterior lighting installed. The
existing kitchen in the main house will be
demolished to accommodate a new door
to the new building. The old kitchen and
dining room will be converted to another
lounge area.
Abigail’s Hotel is sure to provide a
unique experience for years to come. ●
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