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As you can read in our article “A Year in Retrospective”, it has now passed the one-year
mark since the hotel industry was slammed by what can only be described as the worst
economic period for hotels in history. Indeed, the impact on tourism has been greater
than that experienced after 9/11, SARS and the 2008 economic crisis combined.
With a vaccine rollout now underway, will 2021 be any better?
While most forecasts predict a full recovery to 2019 levels will not occur until 2024,
there are some bright spots on the horizon.
In its most recent research, Destination Canada found that Canadians do indeed want
to travel. While safety is a key consideration in planning travel, data shows high interest
in future international travel. But if Canadians shift two-thirds of their planned spend
on international leisure travel towards domestic tourism, it will make up for the estimated
$19 billion shortfall currently facing the visitor economy — and help sustain 150,000
jobs. A significant increase in domestic travel can accelerate recovery by one year.
Destination Canada estimated that if the border had re-opened in January 2021,
tourism revenues would have increased from $40B in 2020 to $57.0 B in 2021 and fully
recovering to 2019 levels by 2024. With a border re-opening in April 2021, tourism
revenue is forecasted to reach $48.4 B in 2021 and to recover to 2019 levels by 2025. If
the border re-opens in October 2021, recovery to 2019 levels is not expected until 2026.
With the vaccine rollout likely to take months, it may well be the fall before the border
re-opens. So, the bright spot for the foreseeable future is a hopefully sharp increase in
domestic travel this spring and summer as Canadians become ever more restless with
stay at home orders.
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business NEWS
Hospitality NL Announces
2021 Board of Directors
“Driven by their dedication and passion to
advance the tourism industry, the Board of
Hospitality Newfoundland and Labrador comprises industry leaders who simply want to
make a difference,” says Hospitality NL Chair,
Brenda O’Reilly. “This past year, our industry
has faced many new challenges — our new
board members bring with them a diverse
set of skills that will help us tackle the
uneven path ahead.”
Current Board of Directors:
Brenda O’Reilly, Chair - O’Reilly’s Irish Newfoundland Pub
Deborah Bourden, Secretary/Treasurer
- Alphabet Fleet Inn B&B
Kelly Finlay, Director at Large - The Wilds Golf Resort
Tara Saunders, Director at Large - Qalipu First Nation
Cathy Lomond, Hotel/Motel Sector Representative
- Hotel Port aux Basques
Chris Moss, Food & Beverage Sector Representative
- Lightkeeper’s Cafe
Joining Board of Directors:
Ed English, Director at Large (Re-elected for 2nd term)
- Linkum Tours Ltd.
John Devereaux, Director at Large (Re-elected for
2nd term) - Edge of The Avalon Inn
Rick Stanley, Director at Large - Ocean Quest Inc.
Ian Stone, Director at Large - Tour Gros Morne

Change is Coming at the Sheraton Gateway Hotel in
Toronto International Airport

CHOICE HOTELS CANADA LOOKS TO THE
FUTURE WITH SALES TRANSFORMATION

In early 2021, the Sheraton Gateway Hotel in Toronto International Airport
commenced a transformational journey to join Sheraton hotels’ global rebranding.
After acquiring Starwood Hotels & Resorts in late 2016, revitalizing the Sheraton brand
has been one of Marriott International’s top priorities, a project that is finally coming to
life across the globe.
Owners, Knightstone Capital
Management, have worked to optimize each of their properties by
providing exceptional spaces and
service offerings that enhance the
guest experience. Managing a
diverse portfolio of hospitality, academic, commercial, and residential
assets, Knightstone Capital Management is an experienced leader
in developing and upgrading properties to create unique spaces for
people to live, learn and connect. Knightstone is committed to the Hotel’s long-term
success and is excited to be part of the Sheraton brand’s global transformation.
Public spaces will be reimagined to invite guests to come together as a global and
inclusive community. The F&B offering is being redesigned to enable guests to increase
their productivity and create meaningful connections. Meeting spaces are being
rejuvenated and guest rooms are being elevated to bring an immediate feeling of
comfort and belonging.
These renovations will take place in different stages, all throughout which the hotel
will remain open. During this time, to minimize the disturbance for guests, work will only
be conducted from Monday to Friday, between 9AM and 5PM. While these renovations
are ongoing, all local safety guidelines regarding COVID-19 are being followed to ensure
the health and wellness of guests, contractors, and hotel associates. The project is
slated to be completed by April 2022.

Despite the challenges of the last year in the industry, Choice
Hotels Canada is going into 2021 strong. Armed with a new
sales strategy and department overhaul, one of the country’s
leading lodging franchisors has rolled out a new multi-tiered
approach to sales which will further strengthen the company as
it plans for the future.
Changes include a reorganization of its sales division and strategy to place its hotels and brands in a progressive position at all
levels of sales. This starts, effective immediately, with the
appointment of Derrick Britt as director, sales Canada. With over
20 years of diverse hotel management experience, Britt will lead
the sales team through the transformation that will grow sales

Peter Sellick

Katie Anderson

Derrick Britt

delivery to its more than 330 hotels across Canada. Prior to this,
he was a franchise performance consultant for the company.
“Our franchisees are the heart of our business, and this
investment is critical to their success, particularly after the
challenges the industry has — and continues to face — due to
COVID-19,” says Julie Chan-McConnell, senior director, commercial
strategy & performance at Choice Hotels Canada. “I am thrilled
with the team we’ve assembled and confident that under Britt’s
leadership, we will take our sales efforts to the next level.”
Other key appointments include Katie Anderson and Peter
Sellick. Anderson has been promoted to senior manager, sales
operations. She joined Choice Hotels Canada in 2017 as regional
sales manager for Ontario and Manitoba and has been able to
turn that experience into valuable insights when optimizing
sales operations effectiveness.
Sellick will move into the newly created manager, market
sales position, increasing the company’s value to franchisees
through incremental brand and local sales delivery. He will also
lead broader sales training for all hotels. Previously, he held the
role of regional sales manager in Western Canada.

Manga Hotels Recognized with 2019
Hilton Legacy Award
Manga Hotels has been recognized with a 2019 Hilton Legacy
Award for top performer with three or more hotels. The Hilton
annual awards program celebrates owners and development partners in the Americas for contributions toward brand excellence
and development efforts.
Sukhdev Toor, president of Manga Hotels
said, “We are proud of the
accomplishments of our
excellent Hilton properties, in particular, The Hollis Halifax – a DoubleTree
Suites by Hilton, DoubleTree by Hilton Toronto
Airport and DoubleTree
by Hilton Dartmouth. The
recognition by the brand
for Manga’s commitment to such excellence affirms our continued
success in meeting and exceeding expectations. We value our
partnership with Hilton.”
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business NEWS
Hospitality NL Announces
Recipient of the 2020 Silver
Anniversary Scholarship
Hospitality NL has announced the 2020 recipient
of the Silver Anniversary Scholarship is Colin Rose.
“In this unprecedented year of change and
uncertainty, now more than ever it is crucial to
invest in the bright futures of Newfoundland and
Labrador’s youth,” says Hospitality
NL Chair, Brenda O’Reilly. “Colin,
the recipient of this year’s Silver
Anniversary Scholarship, shows
tremendous potential and we
are thrilled to play a small part
in what I’m sure will be a very
successful career.”
Established in 2008 for Hospitality NL’s 25th anniversary year,
the Silver Anniversary Scholarship
Colin Rose
is generously supported by the
Boone family and the Sparkes family, two families
with a long tradition of innovation and leadership
within the tourism community. Each year, the
Silver Anniversary Scholarship(s) is awarded to a
dependent or employee of a Hospitality NL
member to assist with the cost of post-secondary
education and are awarded based on educational
goals and direction, academic performance, extracurricular activities and community involvement.
The recipient will receive a $1,500 scholarship.

COVID-19 UPDATE

Hospitality NL Concerned Over Rising
Marine Atlantic Costs

By Frank Yeo

Hospitality NL is concerned over the recent changes made by Marine
Atlantic Inc. to its scheduling and rates. Reservations for travel after April 1
include an increase of two per cent for commercial fares for their Gulf route,
an increase of 2.5 per cent for passenger and commercial fares for Argentia
– North Sydney and an increase of 3.4 per cent on both routes for the drop
trailer management fee.
“Considering the economic climate our members are operating in and
the uncertainty they are facing in the tourism industry, this news comes at a
particularly challenging time,” said Brenda
O’Reilly, chair, Hospitality NL. “This is simply
the wrong time to be making these changes.
By decreasing the affordability of this type
of access and implementing differing rate
structures, it deters travellers and puts
businesses under immense pressure. Access is
crucial component to the Tourism Industry and
by adding additional access barriers for entry to
the province, it will dramatically impact our ability to welcome visitors and
foster the growth tourism businesses need to survive.”
As a result of COVID-19, the infrastructure of tourism in Newfoundland
and Labrador has changed, with new expectations, demands and realities.
Operators have had to invest in PPE, marketing materials and signage re
public health protocols and other materials. Access to supplies and resources
has been limited and the added cost to do business has had a significant
impact on tourism operations.
“Our industry needs as much predictability as possible,” said Craig Foley,
CEO, Hospitality NL. “Implementing an increase to cost of goods for tourism
businesses, who are already operating on razor thin margins, will have immediate and long-term effects on the industry. Furthermore, the recent decrease
in air access means tourism operators are more dependant on ferry travel
than ever before.”

A Year in
Retrospective:
THE COVID-19 PANDEMIC AND THE HOTEL SECTOR
t has now been one year since the
beginning of the COVID-19 pandemic.
At the time, no one knew how long it
would last or what its impact would be.
“Our industry was one of the first hit by
this pandemic and it will be the last to
recover,” says Susie Grynol, president and
CEO of the Hotel Association of Canada.
In Canada, the clear impact can be seen
through a year-over-year decrease in the
most important key performance indicators in the industry: occupancy, revenue
per available room (RevPAR), and average
daily rate (ADR). In the week ending January 2, Canadian hotels had an occupancy
of 19.9 per cent, showing a year-over year
decrease of 53.8 per cent. Meanwhile, ADR
dropped to 124.53 Canadian dollars,
reflecting a decrease of 25.9 per cent on the
previous year. Lastly, a RevPAR of 24.73
Canadian dollars showed a year-on-year
drop of 65.8 per cent.
The number of travellers from the United States and overseas in December 2020

I
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was down by 93 per cent compared to
December 2019, according to Statistics
Canada data. A year-over-year comparison
reveals that the number of international
trips to and from Canada dropped to 25.9
million, an annual decline of 73 per cent.
Excluding Canadian residents, only 5.1
million travellers arrived in 2020, a decline
of more than 84 per cent from 2019. The
number of Canadian residents returning
from abroad was down by 74 per cent to
14.6 million.
“In the COVID-19 pandemic, our businesses were the first shut down, and we will
be the last to recover — in short, we are the
hardest hit businesses,” says Charlotte Bell,
president and CEO of the Tourism Industry Association of Canada. “Our sectors
will bounce back when COVID-19 is
behind us, but this fall we face bankruptcy
and unemployment for over two million
Canadians working in our sectors.”
Fortunately, the federal government
stepped up to help the sector through an

array of subsidy programs, although at first
these were just not enough to deal with
what was quickly becoming a massive crisis.
With strong lobbying efforts by the HAC
and other groups, the federal government
announced in July 2020 that it would make
the wage subsidy program more accessible
for the summer months with the intention
of winding it down over the autumn. On
September 26, 2020, it was announced that
the amount of wage subsidy funding for all
businesses — including the hardest hit
businesses experiencing revenue declines of
over 50 per cent — would decrease until
eliminated entirely in December.
That was clearly not going to deal with
the enormity of the problem. On September 17, 2020, the Coalition of Hardest Hit
Businesses (CHHB) launched a campaign
calling on the federal government to
extend the Canada Emergency Wage Subsidy (CEWS) program at the full 75 per
cent rate for businesses facing an ongoing
revenue decline of 50 per cent or higher
9

and extend the program until Spring/Summer 2021. The CHHB is an industry-driven group of over 50 stakeholders representing a variety of sectors including
tourism, arts and culture, events and festivals, and hospitality.
“With COVID restrictions ongoing but
government support fading, many of the
hardest hit businesses will not survive and
those jobs will be gone forever,” said
Grynol, “Our people are one of the most
diverse workforces in the country. In the
hotel sector alone, women make up 60 per
cent of total employees, millennials make

up 38 per cent, immigrants represent 31
per cent, and visible minorities make up 29
per cent. These are the groups that the
Bank of Canada identified as being disproportionately impacted by COVID-19 and
who need additional protection and support. The best and most empowering way
to support these workers is to allow them
to keep their jobs.”
The lobbying effort paid off when the
federal government decided to launch the
Highly Affected Sectors Credit Availability Program (HASCAP). Announced by
the Honourable Mary Ng, Minister of

Small Business, Export Promotion and
International Trade, HASCAP targeted
support to businesses that have been
hardest hit by the pandemic — and hotels
were top of the list.
While the HAC applauded other government support programs such as the
Canada Emergency Wage Subsidy and the
Canada Emergency Rent Subsidy, even
with this support, liquidity remains a
significant challenge, making this program
necessary and much needed.
HASCAP will address several gaps in the
previously announced Business Credit

Franchising Benefits
By Carolyn Camilleri

The hotel industry is likely
to do better in 2021 and
beyond than it did in 2020.
Still, the industry should be
prepared for a future of
sustained lower demand.
Availability Program (BCAP) including a
government guarantee, low-interest,
liquidity of up to $1 million per property,
a 10-year amortization period and no
personal guarantees. Related entities will
have access of up to $6.25 million.
According to Grynol, without this additional support, over 40 per cent of properties
would not have made it to the end of February. “This announcement could not have
come at a more critical time and we wish to
thank Ministers Ng, Freeland, Joly and the
Prime Minister for standing by our sector to
help us get to the other side of recovery.”
The hotel industry is likely to do better
in 2021 and beyond than it did in 2020.
Still, the industry should be prepared for a
future of sustained lower demand. This
might require some hotels to change their
offerings, such as providing longer-term
stays, and being part of the solution for
challenges such as housing affordability
that many cities continue to face. ●
10
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Stronger Than Ever, Together
A
s we enter the second year of the pandemic, buoyed up by the hope
that comes with mass vaccinations, questions about how best to
move forward on the road to recovery are the obvious focus. The
pandemic has magnified the vital importance of connection and belonging
on so many levels and in so many ways. Perhaps, the same may be said
about belonging to the right franchise and having that much-needed connection through the dark days.
Here is a look at how two major franchisors have managed the challenges
of an unprecedented year and continue to support their franchisees as we
move cautiously towards recovery.

Eastern Hotelier Magazine

One year into
the pandemic,
the benefits of
belonging to the
right franchise for
your property have
never been clearer.

11

A Problem Shared is a
Problem Halved
Interview with Brian Leon, president of Choice Hotels Canada.
A year into the pandemic, how has
COVID-19 affected your brand?
We believe the pandemic has actually strengthened our
brand. As a franchisor, we’ve supported small business
owners across the country since 1955, but the value of our
brand among our franchise community has been elevated
as we’ve worked cooperatively to address our current challenges and forge stronger relationships. We’ve also seen our
hotels step up to support their local communities, which
their neighbours appreciate and is incredible for us to see.
In addition, we’ve maintained positive momentum in
guest feedback, even as hotels made operational changes
or temporarily adjusted amenities, like the breakfast buffet. New protocols like our Commitment to Clean program were extremely well received. Guests understand
why we’ve taken these actions and appreciate the focus on
well-being and cleanliness.

How did Choice Hotels Canada work with
and support the franchisees?
We realized early on that we were facing something we’d
never seen before and communication was going to be critically important. We did things like introduce virtual town
hall meetings, launch a COVID-19 page on our intranet for
everything from government relief initiatives to operational
updates, held webinars, and used the Nudge mobile app to
communicate with front-line associates.
But it’s our franchisees and hotels that manage the reality of the situation daily. The need to implement new
processes and do things rapidly saw us engage the entire
Choice Hotels Canada system. In particular, input from
our franchisee advisory board was key as we discussed
issues most important on the ground. In fact, in one of
these meetings, one of our board members shared a quote
from her father that truly resonated with us: “A problem
shared is a problem halved.”

How will Choice Hotels Canada continue to
provide support into the future?
As challenging as it’s been, we try to focus on the
positives. For example, our ability to find creative ways
to support our hotels. What we’ve learned will allow us

12

to elevate our support to our franchisees in the future,
particularly because we learned to effectively use different forms of technology to augment communications.
This will undoubtably serve us well moving forward.
But to be clear, in no way do we see platforms like
Zoom replacing the need for personal contact. We
believe there’s no substitution for in-person connection. We look forward to getting back on the road and
seeing our franchisees again.

What are some benefits of joining Choice
Hotels Canada, especially as we move
towards recovering from the pandemic?

Get your
money’s worth.

This is something we talk about all the time, not just
during the pandemic. We’re a 100 per cent franchise organization and exist to serve our franchisees’ interests. We
have an infrastructure in place to do that. We really pivoted when the pandemic hit; what franchisees needed
changed because the nature of the business changed. We
wanted to ensure our hotels were confident that they
could count on us to deliver the support they need
through these current challenges and into recovery. We
ramped up support and have a dedicated Canadian team
working for Canadian franchisees. That makes a big difference. We’ve had overwhelmingly positive feedback on
how we’ve supported them, and we’re committed to doing
everything we can to see them through this.

At Quality® brand hotels, our guests want real value for their
hard-earned dollars. They need to know they’ll get their money’s
worth so they can relax and focus on the people and experiences
they came for. And in Canada, we’re delivering!
Get your money’s worth. It’s not just a promise to our guests;

Is there a pandemic story that stands
out for you?

it’s a promise to our franchisees, too. The Quality brand delivers
great performance and also provides owners with a great

As a result of COVID-19, our popular hot breakfast
offerings were unfortunately temporarily suspended.
Instead, many hotels pivoted to provide guests with Grab
& Go breakfast options. One of our hotels, Comfort Inn
in Fredericton, New Brunswick, put their own spin on the
concept. Their staff took it upon themselves to brighten
guests’ mornings by decorating their breakfast bags. This
was incredibly well received and put a smile on everyone’s
face. This is a great example of one of our hotels going the
extra mile during an incredibly turbulent time. Not only
was it a creative idea to put guests at ease, but some of the
staff also appear to be budding artists! ●

opportunity to enhance property value and strengthen market
positioning. Plus, the brand’s flexible product extensions fit most
building types and locations.
The Quality brand is all about delivering on the value that both

ChoiceHotelsDevelopment.ca
Development@choicehotels.ca
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guests and hotel owners need.

THERE’S NEVER BEEN A BETTER TIME TO INVEST IN QUALITY.

EASY CONVERSIONS DURING HARD TIMES

Best-in-Class Support
Interview with Irwin Prince, president and chief operating
officer of Realstar Hospitality, the master franchisor
of the Days Inn, Motel 6, and Studio 6 hotel brands in Canada.
A year into the pandemic, how has COVID-19
affected Realstar Hospitality?
We are stronger. We are more appreciative than ever for our
franchise owners and their teams’ dedication and contribution
for doing everything possible to ensure the health and safety of
every hotel associate and the travelling public. We have become
better communicators, using old and new technology to keep
our franchise community up to date.

How did Realstar Hospitality work with and
support the franchisees?
We immediately understood the importance of providing
best-in-class support and assistance to our franchise family.
Realstar Hospitality held firm in electing to maintain its entire
team (at full hours) to ensure a 110 per cent effort of active support and engagement with its franchisees.
With the pandemic’s onset, we immediately elevated cleaning
and health and safety protocols. Our operations group introduced new standards, checklists, and guidelines in collaboration
with globally recognized health authorities, suppliers like Ecolab, and the Stay Safe program created by the American Hotel
and Lodging Association (AHLA). Online training was available
for all franchisees to ensure they understood enhanced protocols. To communicate with a consistent voice across the country, we created two full suites of messaging collateral and signage highlighting Wyndham’s “Count on Us” and G6 Hospitality’s “Clean@6” programs and provided this to hotels at no cost.
All collateral featured the AHLA Stay Safe seal as well.
As the pandemic continued to affect the hospitality industry, it was essential to provide franchisees with round-theclock resources offering assistance and business-building
strategies. We developed brand-specific secured microsites.
We implemented brand fee relief measures to alleviate the financial strain seen by the immediate decrease in occupancy levels.

How will Realstar Hospitality continue to
provide support into the future?
Understanding the need for face-to-face interaction and
support, we introduced virtual meetings for each brand. These
sessions provide an effective platform for brand updates and a
great venue to share ideas, discuss ways to generate business,
network, and have conversations with colleagues. From discussing new safety protocols, ways to transform business during the pandemic, adapting to new situations, and best practices for hoteliers, we will continue to maximize opportunities
14

to keep our brands and franchisees top of mind.
Our communication group monitors and distributes all
industry-related information and news items to deliver material to its franchisees in real-time. Focusing on the importance of mental health, we also provide resources to help support franchisees and encourage self-awareness.

What are some benefits of joining of
Realstar Hospitality, especially as we move
towards recovering from the pandemic?
The COVID-19 pandemic has created a daunting economic situation in the hospitality industry. We have developed
innovative and individualized programs to assist hotels in
focusing on recovery. The benefits of working with a brand
have never resonated greater.
Our dedicated team of “heads-in-bed” sales professionals
work hand in hand with our owners to generate more local and
in-market business than ever before. Our revenue managers,
operations, and procurement teams’ strength to leverage best
practices and pricing have provided an unparalleled level of
support for our franchise family.
We understand that each hotel and owner is different. We
carefully work with our owners, evaluate their individual
property’s goals, and focus on helping them achieve them.
Our recommendations are made with their best interests and
guest satisfaction in mind.

At Motel 6 & Studio 6 we make conversions easy with
flexible options, substantial incentives and generous timelines.

We’d love to help you through this, give us a call.
416.966.8454 | motel6@realstarhospitality.com

Is there a pandemic story that
stands out for you?
Led by GM Anike Belanger, the team at Days Inn by Wyndham Berthierville in Quebec adapted to the COVID-19 pandemic by understanding the market’s unique needs. At the
onset of the pandemic, the hotel remained open to accommodate truck drivers’ needs, providing a good night’s sleep,
shower, coffee station, and the use of restrooms. During April
and May 2020, truck drivers were welcome to shower, take a
break from the road, and relax free of charge. The hotel also
offered a “First Responders and Front Line Workers” discount
to those requiring accommodations.
Belanger decided only to use locally sourced products in
their Grab and Go breakfast bags to support struggling local
businesses. With restaurants remaining closed for dine-in, the
hotel offers small pre-packaged, plated, home-cooked meals
made by local businesses in Berthierville, so customers can
have something to eat other than fast food. ●
Eastern Hotelier Magazine

OUR CONVERSIONS ALSO CONVERT GUESTS.
days inn is here for you.

discover what makes us different. Let’S CHat.
416.966.8454 | daysinn@realstarhospitality.com

Hotel Profile
By Melanie Franner

CHOICE HOTELS CANADA STEERS
FORWARD IN TURBULENT TIMES

All Hands on Deck
he pandemic came fast and furious. And the hotel industry was
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among the hardest hit. But difficult times can also call for adaptability
and ingenuity. Such is the case with Choice Hotels Canada.

ALL FOR ONE AND ONE
FOR ALL
Choice Hotels Canada has over 330
properties across the country operated
by approximately 175 franchisees. The
company’s broad presence means that it
operates in over 200 markets within Canada.
When the pandemic hit, Choice Hotels
Canada had to react.
“We responded very quickly,” explains
Brian Leon, president, Choice Hotels Canada.
“The pandemic became topical a few weeks
before offices started to shut down. By then,
we were actively discussing it and engaging
with our franchisees to get as much feedback
as possible from the hotel level.”
These active discussions revolved
around the question of what Choice Hotels
Canada could do to help its franchisees.
“We realized early on that the impact on
our hotels was going to be very significant,”
says Leon. “In the space of a few weeks,
revenue shrunk by 60 to 70 per cent. So, we
began looking for bigger opportunities to
make an impact, including elevating the
support we provide to our franchisees.”
Over the course of the past year, Choice
Hotels Canada has introduced a multitude
of new programs and services designed to
provide mission-critical assistance to its
franchisees. The results speak for themselves.

FOCUS FIRST

In order to better cope with the pandemic, Choice Hotels Canada scaled up its
Choice Canada Franchise Advisory Board
meetings. It listened to cues from industry
experts and monitored updates from Choice
Hotels International. Additionally, it established cross-functional task forces to quickly
triage and action intel from hotels.
On the franchisee level, the company introduced virtual town hall sessions — a total of
seven throughout the year. It held virtual
regional conferences with tailored content,
introduced dedicated COVID-19 messaging
to support frontline associates, and increased
the frequency of email communications, with
critical updates and resources.
Choice Hotels Canada also held frequent
COVID-19 webinars on new operational
procedures, employment obligations, government support programs, and revenuerecovery strategies.
The Choice Hotels Canada team turned
on a dime. It worked with franchisees to
bring more essential travellers to properties, to help adjust operations to protect
profitability and to educate franchisees and
associates on cleanliness protocols and
products through a new Commitment to
Clean initiative.

LIFELINE IN THE STORM
As Co-Owner of Clayton Hospitality, Judy
Sparkes-Giannou operates three Choice
properties in Newfoundland: Comfort Hotel

Choice Hotels Canada’s response to the pandemic has focused on three key areas:
• Taking a leadership role in the industry, including working with the Hotel Association
of Canada, which is lobbying for legislative gains to drive financial support
specifically for hotels.
• Elevating franchisee support by introducing revenue-recovery initiatives, operational
adjustments, relief measures and frequent communications; and
• Outperforming the CompSet, by registering a RevPAR index growth that peaked at
33 per cent in May and maintained an average growth of 14 per cent since the
start of the pandemic.
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Brian Leon, president,
Choice Hotels Canada

Airport in St. John’s, Quality Hotel in
Clarenville and Comfort Inn in Gander.
Already a long-established supporter of
community, the team at Clayton Hospitality stepped up their charitable activities
during the pandemic. They introduced
new initiatives specifically catered to their
respective communities.
For example, the Choice properties
helped orchestrate a Winter Coat Drive,
along with a suitcase drive for the homeless
and/or people in transition. A new dinner
initiative saw the sale of approximately 200
take-out meals each Sunday night, with
proceeds donated to charity, and another
new program offered support to a local
school lunch association.
Throughout this past year, SparkesGiannou and her team have worked tirelessly behind the scenes with various local
agencies to provide increased support for
vulnerable individuals in need.
“We’ve always given back to the community,” explains Sparkes-Giannou, who adds
that she adopted a strategy during the pandemic of focusing not on what she couldn’t
do, but on what she could do to help staff
and community. “I know that we are a
business but, first and foremost, we’re a
hotel with heart.”
Sparkes-Giannou’s description of a
“hotel with heart” can be likened to her
description of Choice Hotels.
“It’s a bit like being a part of the Choice
family,” she says. “I feel that the senior
leadership team at Choice Hotels Canada is
as vested in this as us.”
At no time did this feeling become more
apparent than during the last year.
“As past chair of the Choice Canada
Franchise Advisory Board, I have been on
calls with Choice almost every week since
March of last year,” explains Sparkes-Giannou.
“They have been very responsive throughEastern Hotelier Magazine

out this, always
wanting to have
open and honest
conversations on
what was happening at the property
level and to determine how they
could be most helpful to us.”
Sparkes-Giannou cites the new
Commitment to Clean initiative as
one example of a valuable program that
was introduced recently. It relies on a commitment to new and improved cleanliness
protocols, including deep cleaning, disinfecting, hygiene and social distancing best
practices. The program was rolled out with
a list of preferred suppliers, making it easier for franchisees to both adopt the new
protocols and source the new products.
“Choice Hotels Canada acted as a central
source of information where we could all
contribute our thoughts and experiences,”
adds Sparkes-Giannou. “This proved
invaluable to all of us. A lot of information
Eastern Hotelier Magazine

was fed through them
to the entire franchisee
organization.”

BRIGHT SPOT ON THE
HORIZON
There is no doubt that the
pandemic has taken a devastating toll on Canada’s hotel
industry. But flexibility and
adaptability have made
Choice Hotels Canada a
calming influence in the
storm, to the benefit of its
franchisees.
“We recognized that it was
a time to do things different-

ly,” concludes Leon. “We accepted the fact
that we didn’t know how long the pandemic would last and that we wouldn’t be able
to control its path. What we realized was
that we could control how we, as a company, responded to the pandemic.”
In part, it is due to this
cr itical realization that
Choice properties like those
operated by Clayton Hospitalit y have weathered the
stor m, prov iding muchneeded valuable support to
their communities. ●
Judy Sparkes-Giannou,
co-owner, Clayton Hospitality
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Provincial Focus: Nova Scotia

“Even if the world were to open up today, it would take
time to get everything re-established,” he says. “It’s going to be
a long process.”
Despite this, Clark is betting on the time when Canada can
re-open its provincial borders without a mandatory 14-day
quarantine.
“I think the real recovery is going to start in September,” he says.

By Melanie Franner

PREPAREDNESS

Halifax Marriott Harbourfront Hotel saw a decline
of around 65 per cent.

Nova Scotia hoteliers cautiously optimistic

Let There be Light

the Revisiting Tourism: Canada’s Visitor Economy One Year
into the Global Pandemic shows that 80 per cent of Canadians
plan to travel when restrictions are relaxed.
“Tourism in Nova Scotia in 2019 was $2.3 billion,” explains
Delaney. “In 2020, it was $900 million, with $600 million of that
domestic and the remaining $300 million from the Atlantic Bubble. We’re hoping to grow to $1.5 billion in 2021; that’s if we can
get some mobility back in the spring and summer.”
As general manager of the 200-room Cambridge Suites Hotel
Halifax, Delaney felt the impact of COVID-19 firsthand. She
states that the property’s revenues were down about 65 per cent
for the year, which is comparable to the rest of the province.

SURVIVING THE STORM
“

ike a light switch” is how Megan Delaney, president,
Hotel Association of Nova Scotia, describes the middle of March 2020 and the onset of the COVID-19
pandemic. And this past year can certainly be likened to
one of the darkest periods in the province’s hotel industry.

L

NUMBER NUMBING
Tourism businesses have been the hardest hit of all business
sector industries, according to a recent March 2021 report
from Destination Canada, entitled Revisiting Tourism:
Canada’s Visitor Economy One Year into the Global Pandemic.
The number of active tourism businesses fell at an
average of 10.7 per cent in Canada between January and
October 2020. Nova Scotia was the sixth hardest hit of the
provinces, decreasing by nine per cent.
Nova Scotia also faced the steepest losses in revenue
within Atlantic Canada from international tourism.
Revenue in 2020 dropped by $460 million in the province.
It fell by $259 million in NB, by $167 million in PEI and by
$109 million in NL.
The report estimates that Canadian commercial accommodation revenues dropped by 71 per cent YOY, April
2020 to November 2020. Commercial accommodation
revenue in 2020 is suggested to have fallen by an estimated
61 per cent YOY January to November 2020, as occupancy
rates fell 50 per cent and ADR contracted by 25 per cent.
The report also states that as of December 2020, the
Nova Scotia unemployment rate within the tourism sector
was the fourth worst across the country, coming in well
above the national average of 14.6 per cent, but below PEI,
the worst of the provinces at 23 per cent.
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Cambridge Suites Hotel Halifax’s revenues were
down about 65 per cent for the year.

ALL OUT
The Hotel Association of Nova Scotia went into
high gear early in the pandemic.
“We were doing a lot more advocacy this past
year,” says Delaney, who cites the 25 per cent tax Megan Delaney, president,
rebate program as an example of a win for the Hotel Association of
industry. “We’re now working with the provincial Nova Scotia
government on a strategy of mitigation, adoption
and recovery. We want to make sure that the industry is
ready when we’re finally able to reach that herd immunity.”
One of the bright spots that Delaney is hanging her hat
on is evidence of pent-up demand for travel. And indeed,
Eastern Hotelier Magazine

Jeff Ransome, general manager of the 352-room Halifax
Marriott Harbourfront Hotel, also saw a decline of around 65
per cent.
“We have 25,000 square feet of meeting space so about 35
per cent to 40 per cent of our business has traditionally been
group. All of that went away at the start of the pandemic. A little bit of that came back late in 2020, of which we are grateful,” he says.
Ransome was quick to follow the dictates of the public
health authorities, paralleling the property’s marketing efforts
to those times when it was deemed safe to travel and abstaining from those efforts when it wasn’t safe to do so.
Like Delaney, Ransome is anticipating some pent-up
demand, at least from the Atlantic Bubble, and possibly the
rest of Canada and maybe even the United States.
“We’re preparing to be ready in June just in case,” he notes.
“The last thing we want is not to be ready if and when the
surge begins.”
David Clark, past president of the Nova Scotia Hotel Association and current general manager at the Atlantica Hotel
Halifax, is also optimistic about the summer. The property
recently underwent a complete $16 million renovation that
began in November 2019.
“The financing was already in place,” says Clark, who adds
that occupancy went down to 20 per cent at times during
2020, along with reduced rates. “We considered closing but felt
we needed to be here for at-risk communities.”
Clark believes that recovery is going to be difficult. He cites
the fact that the airlines are currently operating only four
routes into Halifax (compared to the 50 routes before the pandemic). Similarly, the motor coach business has been gutted.
Eastern Hotelier Magazine

AT A GLANCE

“This past year has been a bit of
*Feb YTD 2021 Source: 2021 STR, Inc.
a dichotomy for Nova Scotia,” says
NOVA SCOTIA
Ross Jefferson, president and CEO,
Occ . . . . . . . . . . . . . . . . . . . 28.1
Discover Halifax. “From the health
RevPAR . . . . . . . . . . . . $28.98
side of COVID-19, we’ve done
Supply (% Change) . . . . . . . 0.9
Demand (% Change) . . . . . -31.7
exceptionally well at keeping the
numbers down. But it has come at a
HALIFAX
very high cost.”
Occ . . . . . . . . . . . . . . . . . . . 22.5
Discover Halifax has spent the
RevPAR . . . . . . . . . . . . . $20.96
Supply (% Change) . . . . . . . 1.0
past 12 months with “all hands on
Demand (% Change) . . . -55.2
deck”, supporting local travel wherever and whenever it could. Jefferson believes that the strategy now rests on being ready for the
re-opening of the Atlantic Bubble, which he hopes will be followed by the rest of Canada.
“We are optimistic about the vaccine schedules before us as
of today, that they will put us in the right direction toward reopening the province,” he says, adding that he anticipates the
Canadian leisure travel market to start gaining momentum in

Atlantica Hotel Halifax recently
underwent a complete $16 million renovation.
(Inset) David Clark, general manager,
Atlantica Hotel Halifax.

late 2021. “I don’t see the meetings and conventions business
coming back until 2022, although there is still some on the
books for fall 2021. And I don’t think the cruise industry will
likely return until 2022 as well.”

THE ROAD AHEAD
It took 10 years for the tourism industry to recover after
9/11, according to Revisiting Tourism: Canada’s Visitor Economy One Year into the Global Pandemic. Recovery from the
global pandemic has yet to begin, but hoteliers are already
beginning to be cautiously optimistic.●
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Telecommunications
By Anne-Marie Hardie

Xplornet notes that the
majority of the workforce has
transitioned to being able to
work from anywhere.

SAFELY CONNECTED
TELECOMMUNICATIONS GETS A FACELIFT TO RESPOND
TO THE NEW CULTURE OF CONNECTIVITY
he way that guests and staff
integrate with hotels has evolved.
Once a sought-out device, the
in-room telephone has become an afterthought as guests seek out other mediums
for their communication needs. Personal
wireless devices have become an integral
part of the hotel experience and the hotels
need to ensure that they have the bandwidth to support their use.
The pandemic has cultivated a new culture that has become highly dependent on
the internet for work, shopping, school,
and socialization. Fast, consistent wireless
connectivity throughout the hotel has
become a necessity.
“Once people start traveling more for
business I believe hotels will probably need
to upgrade their service because the majority of the workforce has transitioned from

T
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being able to work from anywhere,” says
Robbie Zetariuk, vice-president of Enterprise Solutions, Xplornet. This could
include having more common areas to
respect social distancing and providing
enough bandwidth to support a business
office in each hotel room.

can still interact with another human via a
platform. I think we need to make sure that
we are not taking the value of that interaction for granted.” Technology presents an
opportunity for hotels to integrate noncontact solutions, like branded applications,
that can facilitate this communication.

MINIMIZING TOUCHPOINTS
Communication between the guest and
hotel hasn’t gone away — it has simply
evolved. At a bare minimum, guests are
looking for reassurance that the space is
safe and sanitized. “As much as it’s more
difficult to communicate with guests right
now, it’s equally, if not more important
than in years past,” says Carly Jellis, senior
market manager, hospitality solutions,
TELUS Business. “Although we can’t have
the human interaction that we’re used to, we

TELUS Optik TV for business provide hotels
the opportunity to connect with their
guests through customized messages.

It’s about taking a detailed look at how
the guests interact in the hotel and how
these interactions can be used to facilitate
communications. TELUS Optik Tv for
Business provides hotels with the opportu21

Design

or virtual reality interactions, or even
streaming guided yoga classes on the
in-room device.
At the end of the day, it requires considering how this new environment has
shifted the requirements for access and
then discovering how technology can be
integrated to provide guests with those
moments of surprise and delight.

By Carly Peters

MAXIMIZING
PRODUCTIVITY WITH
A SUITE OF WIRELESS
SERVICES

Hotel Internet Services notes that
advances in technology are now providing
the ability for hotels to converge devices
onto one network.

nity to connect with their guests through
customized messages. This system could
also be used to provide guests with an
in-room information hub, including sending a welcome message, updates about
cleaning procedures, onsite specials, and a
list of amenities that are operational.
The number of devices and services
equipped with wireless technology continues
to grow, including in-room casting, using
the guest’s phone as an entertainment
console, and using the phone as a remote.
Advances in technology have made
adding multiple wireless devices, including
locks, thermostats, lights, and energy management systems into hotel suites more
accessible. “Previously, each of these
devices, had its own wireless connectivity
and the hotel would have to implement
different networks to roll these out, and so
each system a hotel got required another
set of networking,” says Trevor Dowswell,
chief technology officer, Hotel Internet
Services. “Advances in technology are now
providing the ability for hotels to converge
these devices onto one network. This type
of system dramatically decreases the cost
while also making it widely more available
for a variety of hotels.”
These integrated technologies respond to
both the guests’ need for connectivity and
their health and safety concerns. However,
they are only effective if the hotel has ensured
that they have the capacity to use each of
these tools. “If you don’t have a way for the
guest to connect in the room then you can’t
have these types of services,” says Dowswell.
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“It just adds more devices on your Wi-Fi,
which means more advanced Wi-Fi.”
It is about looking not only at the
amount of services that are integrated
today, but which the hotel intends to add
in the future, so that the solution chosen
will have adequate capacity to support the
growing needs of the hotel.

ENHANCING THE GUEST
EXPERIENCE
At a bare minimum, there is an expectation that each room will be equipped with
a phone and consistent wireless connections. This includes offering long-distance
and wireless connectivity as part of the
hotel package, instead of
a paid add-on. “It’s not
whether they should or
shouldn’t offer free or
unlimited access to the
internet, it’s really about
understanding what type
of experience you want
to give your customers?”
says Zetariuk. “The pandemic has changed a lot
of things, including how guests will use the
hotel space.”
It is about rethinking what the hotel
experience could offer in a society that may
be seeking minimal contact and more inroom experiences. “The unified platform
environment opens the door to re-imagine
the guest experience across multiple guest
touchpoints. It also enables new ways to
communicate internally, and externally
among hotel staff, suppliers and stakeholders,” says Nathan Pitka, director of marketing, Telus. This could include integration
with speech-enabled AI, augmented reality

Internal operations are increasingly
becoming dependent on wireless connections for their day-to-day transactions.
Advances in unified communications platforms can be seamlessly integrated into the
hotel operations to help facilitate communication and increase productivity. “Hotels will
be able to access and deploy new features
and functionality without additional capital
and will also always be up to date with the
latest releases,” says Pitka. “Further, several
Cloud Unified Communications platforms
integrate with other softwares, such as property management systems, workforce management and staffing, etc. providing a cloud
ecosystem of best in-class functionality.”
These integrated systems can be as simple as
a chat system or glorified email, or an
extremely robust system that could potentially replace a traditional VOIP system.

SAFETY BY DESIGN
Hotel common area
design will continue to
feature pre-pandemic
open spaces but with
modifications to make
guests feel safe

eandering curves meaningfully
direct guests through the lobby’s
tall bamboo ‘trees’ that stretch for
the sunlight and fresh air from operable
skylights, while select water features
further promote a sense of nature and
serenity. The multi-purpose reception desk
has an interactive transparent glass screen
that can be used for self check-in, directions, information, and navigation, and

M

Cloud Unified Communications platforms
integrate to the softwares, which
provides a cloud ecosystem of
best-in-class functionality.

The need for strong connectivity was in
place before 2020, the pandemic has simply
amplified it. These technological advances
provide an opportunity to place a guest’s
mind at ease, while still remaining
connected. It is still about maximizing
the guest’s experience, by looking at integrating wireless solutions that respond to
their health and safety concerns, and the
elevated need for access. ●
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(Left and Above) Hager Design International Inc. has created a biophilic design that
reflects what the future may look like for common areas.
Eastern Hotelier Magazine

features contactless credit card readers. The
decorative light fixtures are equipped with
UV lighting that are activated during
sanitizing periods, while lobby materials
and finishes will be treated with antimicrobial/antiviral coating in addition to
the regular cleaning by the hotel staff.
While this biophilic design, an awardwinning creation by Hager Design International Inc., is only a beyond-COVID
exercise, it reflects what the future may
look like for hotel common areas in order
to create guest confidence without esthetic
compromise.
“[Pre-COVID] we are still seeing big
open concept lobby spaces where the bar
and lounge seating flows directly into the
lobby reception area. Community tables
are a must with places for people to plug in
and work in the lobby/bar area. Large scale
buffets with all the trimming are a feature
of a lot of the mainstay brands and these
are open to the larger dining space”
explains Doris Hager, principal for the
West Coast design firm.

continued on page 26
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HotelFurniture.com

T

he COVID-19 pandemic has hit hotels harder than almost any

other industry. Projects have been put on hold, while managers

try to chart a course to the better times that lay ahead.

With layoffs and less travel, hoteliers must look
at ways to be more efficient and make the most
of what they have. That means looking to other
solutions to free up their time.
The pandemic has given the hotel industry a
push to innovate, particularly when it comes to
embracing digital platforms, including room builds
and renovations. “Something that would have
inevitably happened over the next decade has
had to happen in the space of a year”, says Danna
Dunnage, President of HotelFurniture.com (“HF”).
HF is a firm believer that there is a better, more
efficient way to complete room builds and renovations,
especially when you need to meet brand standards.
And now, more than ever, finding efficiencies is key.

“Whilst Brands have paused or alleviated the
pressure of renovating or PIPs, as we go back to
‘normal’, these things will have to be done. Plus,
newer-looking hotels have a consumer perception
of being cleaner since they look less used”.
What is unique about HotelFurniture.com
is that it offers a complete digital platform for
hoteliers to design and furnish rooms with ease
using advanced technology.
“Our platform is a digital solution. It helps them
d e s i g n t h e i r g u e s t ro o m s t h e m s e l v e s , a s
opposed to the traditional method. We can do
this because we cater to Branded hotels (at this
stage), so everything is standard. We will be
expanding that offering as we grow”.

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 and operators 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.
You can get your free demo today by visiting...

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”.

The New Normal

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”.

HotelFurniture.com

LESS FOR MORE

Pest Control

While design is maximizing space for
guest comfort, certain aspects will be
minimized for the same reason. Some
designers theorize hotels will no longer
feature communal amenities, such as gyms.
A New York Times article points to the
renovated Gansevoort Meatpacking hotel
in New York City which features a fitnesson-demand service that broadcasts fitness
classes on a full-length mirror, while
Architectural Digest suggests rooms could
be extended with oriel windows containing
spin bikes or yoga spaces.
Xana Group is seeing a shift towards
More likely deletions include options
family or group size. It also points to spaLVT flooring over carpet.
that were already seeing a decline pre-pancial purpose. Wright cites the Mississauga
demic. Many hotels had already started to
Tapestry Collection by Hilton hotel, which
The pandemic hits, and all of a sudden
move towards automated check-in, however
the company designed in 2019 before its
acrylic became everyone’s friend, providing
this trend will become stronger
mid-2020 construction, as an
the best way of screening without affecting
to reduce the interaction
example of how this is already
the visual openness guests have all come
between staff and guests, says
being implemented. “A meeting
accustomed to. For long bars, which will
Hager. This could include
room was revised to a flexible
continue to be very popular, it is still the
replacing receptionists with
space with a full glass sliding
best option, says Hager, but it can be done
touch-less check-in and temwall which opens to the dining
in thoughtful ways that are intentional, like
perature check counters, and
area so can be an extension of
giving it form.
opening room doors with
lobby/dining area,” he says.
“One of the biggest changes we are seeing
smartphones.
This flexibility and blurring
in terms of how we approach design is to
Automation to avoid human
the lines between gathering
ensure there is the ability for people to easily
Jane Lawson,
contact with vulnerable surfaces
areas might present a unique principal, Walker
flow through a space and out of it in a
may also become the preference
opportunity for the future of Lawson Interior
single direction. We now approach a largefor fixture selection. Sensor
hospitality design and what Design Inc.
scale hotel restaurant as more of space to
based lighting in common
areas,
sensor
taps and soap dispensers, and
“ONE OF THE BIGGEST CHANGES WE ARE SEEING IN TERMS OF HOW WE
gesture controlled flushing in public washAPPROACH DESIGN IS TO ENSURE THERE IS THE ABILITY FOR PEOPLE TO
rooms will become industry standard as
people
become aware of how many surfaces
EASILY FLOW THROUGH A SPACE AND OUT OF IT IN A SINGLE DIRECTION.”
they touch during a normal hotel visit.
The other major change that hotel
hotels may be able to offer to a
meander though with various
design will witness is the choices of
more “work from home” client,
vignettes of seating versus
materials. Guest-facing spaces need to
as well as returning guests, says
having big open concept spaces
be designed to quickly wipe down, so
Jane Lawson, principal for
with long rows of seating so
there may be a departure
spread apart that it looks odd. In
Walker Lawson Interior Design
from the rough esthetics
this regards, architectural feaInc. “As offices may change or
tures, millwork screens and
that had gained some
reduce their work space, hotel
curved booths break up the
traction over the past
meeting and collaboration
spaces in a more intimate groupfew years. Shane Worspace could morph into someings that create interest versus Paul Wright,
thington, director of
thing more like a ‘we work’
just placing large sheets of plastic ACI Wright
operations for the Xana
space that remote workers can
Architects Inc.
between tables,” she states.
Group, states pre-COVID
use to come together to collabPaul Wright of ACI Wright Architects
natural materials, such as
orate instead of commuting to downtown
Inc. adds for public spaces, whose designs
stones and woods, were
offices,” she says, adding it would save busiShane Worthington,
were certainly getting bigger before the
nesses on office real estate costs and be a
preferred over plastic director of operations,
pandemic, the key will be flexibility in
new revenue stream for hotels. “Depending
looking design elements, Xana Group
order to adapt to changing situations and
on our economic recovery, more still has to
however they’re already
markets. This pertains to furniture selecbe done for less. The hospitality sector has
seeing a shift towards LVT flooring over
tion and layout — for example, the comsuffered great losses and it will take time to
carpet. Bleach-cleanable fabrics in up-scale
munity table found in the hotel lobby may
come back to pre-pandemic levels. It challooking textures and weaves will also play
be achieved by using multiple, smaller table
lenges us as designers, but innovation
a key role in bridging cleanliness and
sizes which can be moved around to fit the
always comes in times like these.”
customer esthetic appeal. ●

UNWANTED GUESTS

Hoteliers need to be
proactive when it
comes to pest control

“The cost of dealing with an infestation
can escalate quickly — depending on the
pest. Mice and rats gnaw on anything on sight
including wires, which can lead to a fire. Birds
that congregate on rooftops are unhygienic
and dirty and cleanup will cost thousands of
dollars. Flies and cockroaches can carry
pathogens that can spread diseases and pose a
risk to staff and customers,” says Heimbach.
“Hoteliers should consider reaching out
to their pest control provider to offer some
training in basic pest identification to all
levels of their staff. This type of training
should include — basic pest identification,
what potential pest identification signs to
look for, what to do when a pest is suspected or found, and how to handle customer
complaints and media inquiries,” says Sean
Rollo, BSc/Board Certified Entomologist,
director of business development, technical
director, Orkin Canada.

remove food debris, promptly removing
packaging from new food shipments (roaches love to hide in corrugated cardboard) and
shut down twice a year to perform a deep
cleaning of kitchen and bar areas.
Point fans towards open doors to keep air
flowing out to keep busy lobbies free of pests,
and sweep parking lots and walkways daily to
ensure that pests can’t find food or shelter.
Keep dumpsters far away from the
building and have them emptied often.
Sealing gaps around wires and pipes,
putting screens on windows and having
door sweeps and proactive stations and
traps can help prevent rodents from entering the hotel.
Preventative bed bug treatments also
need to be put in place.
Preventing bed bugs from returning
will only be as good as the training that
hospitality workers receive to discover and
report outbreaks that happen. Hotel
personnel have to be educated to recognize
signs that bed bugs could be present,
including the feces they leave behind, and
be able to identify the insects, by their size,
shape and colour.
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By Nicole Sherwood
uest occupancy rates may currently
be down, but pests are still around.
Hoteliers need to ensure that they
are on top of these unwanted guests before
their occupancy rates start to rise again.
“Pests that gain access to hotels can
cause significant damage as they look for
food and take residence inside,” notes Mike
Heimbach, director, business development
and marketing, Abell Pest Control.
There are different signs to look for
depending on the pest.
Small brown spots or blood droplets on
bed sheets, furniture, bedframe/mattress
could indicate the presence of bed bugs.
Gnaw marks or damage to furniture could
indicate rodent activity. Holes in walls and
droppings could mean that rodents aren’t far
away. Cockroaches will also leave fecal spots.
Hotels face a special challenge when it
comes to pests. Any type of pest needs four
basic conditions to survive, and hotels provide
all four — food, water, shelter and warmth.

G

PREVENTION IS KEY
Rollo advises hoteliers to be proactive
when it comes to these unwanted guests.
Regular thorough cleaning helps to
reduce food sources and potential har-

bourage areas. It also ensures earlier identification of any problems.
“Despite the efforts of daily housekeeping
crews and nightly restaurant staff; hotel
rooms and kitchens are nearly impossible to
keep perfectly clean. The only invitation a
pest needs to move into the building is a
roomservice plate left in the hallway a little
too long, a drip of condensation from an
ice-making machine or a place to stow away
a new guest’s luggage,” shares Heimbach.
Hotels should focus on six major problem areas — guest rooms, foodservice areas,
swimming pools, entrance lobbies, laundry
rooms and waste areas to keep pests at bay.
When it comes to guest rooms hoteliers
should follow an integrated pest management plan to keep pests out in the first
place by keeping a close eye on guests’
rooms. Swiftly remove dirty dishes, pick up
wet towels and drink spills and report
water leaks to maintenance.
Foodservice workers have an important
role to play as many pests like the same kinds
of food that humans do. Stop insects from
getting a free meal by storing food in elevated
containers, periodically scrubbing drains to
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“Many hotels take advantage of Abell’s free
training for staff members to learn how to
inspect bed bug prone areas in rooms and can
raise an alert if any of these pests are spotted.
A visual inspection for bed bugs should be
done as part of the housekeeping staff’s daily
routine every time a room is cleaned over to
new guests,” shares Heimbach.
Although housekeeping are the ones that
spend the most time in hotel rooms, staff
from other departments should receive the
same training so rooms can be checked
efficiently and acted upon immediately if
any bugs are discovered.
Proactive monitoring programs include:
K9 inspections (bed bugs), monitors, traps
and fly lights in the correct areas.

PESTS AND THE
PANDEMIC
Rodents and cockroaches are a common
threat to the hotel industry and didn’t
vacate properties during the pandemic.
Restaurants and commercial kitchens
which have been vacant for months can
harbour insects, rodents and other pests if
regular pest management was not maintained. Having a professional pest control
technician inspect your hotel and imple-

menting a proactive pest management program is key to opening back up with as little pest activity as possible.
Reduced occupancies during the pandemic have resulted in a decrease in bed
bug calls.
“Operators need to be aware that this
does not mean that the bed bugs have
gone. They are capable of going several
months without feeding and can return
once restrictions end and travel begins
again,” explains Rollo.
“Lower guests numbers visiting the hotel
may have reduced the introduction of bed
bugs into the building, but if hotels have
been left unchecked bed bugs may still be
present. Bed bugs can survive long periods
of time without a food source/blood
source. Maintaining your hotel requires a
joint effort between you and your pest control provider. By practising proper prevention technique you may limit the likelihood of these pests entering in the first
place,” notes Heimbach.
Mice and rats are enjoying the quiet as well.
“They have much more undisturbed
space within the building. So it is important
to continue pest control efforts even with
reduced occupancy to make sure they do not
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establish themselves,” says Rollo.
“Many of the hotels that were forced to
close or reduce occupancy and shut down
restaurants due to COVID-19 will soon
reopen to full operations. While operations
will likely begin to gradually this is the perfect
time to ensure hotels are ready to get back to
business with a pest control plan in place to
keep unwanted guests out,” says Heimbach.
“Once hotels reopen there will be a consistent stream of guests making their way
through common areas and rooms. Regularly scheduled disinfection services and
cleaning regimes are essential to soothe jittery guests and restore confidence in hotels.
Health and cleanliness will continue to be a
big focus post-pandemic and hotels will
need to comply with public health auditing
processes,” he adds.
Rollo notes that as many hotels have
cut back on sanitation and maintenance
programs, which will lead to an influx of
and proliferation of pests. We will possibly see a resurgence of bed bugs once
travel begins again.
Ensuring that hotel guests and staff are
confident in the hotel’s cleaning and sanitation protocols is of utmost importance
as guests return. ●

By Robin Brunet

T

he end of the pandemic is within sight, and while it will take several more years for hoteliers to regain pre-COVID client volumes, property management systems (PMS) can facilitate their recovery. Why? A 2020 Hospitality Technology study showed
that 64 per cent of travellers said they are willing to use self-service technology to reduce wait times; 63 per cent said it’s

important that the hotel text them pre-stay information; and 59 per cent said they want the ability to make contactless payments.
The correlation between what travellers want and what PMSs can
provide doesn’t end there. The study went on to show that 54 per
cent of hotel guests expect to make reservations from their mobile
device and use those devices as mobile keys.
Frank Verhagen, president, World Web Technologies Inc. says,
“COVID-19 has accelerated many trends that were in development
prior to the pandemic, and PMSs will increasingly be relied upon to
improve the guest experience.”
In 2003, World Web Technologies launched WebRezPro, a cloudbased property management system that is now used by over 1,500
properties worldwide. A typical example of WebRezPro benefiting
hoteliers is Smithfield Station, which required a cloud-based PMS
to streamline inventory and reservation management across all
channels, with online sales and guest communications. WebRezPro
ultimately provided inventory and reservation management for
44 guest rooms and 15 marina slips. The commission-free direct
online booking engine was fully integrated with the PMS and
28
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resulted in a seamless user experience, customized to the look and
feel of the property’s website.
While cloud-based systems have become an integral part of the
PMS experience, Ken Honborg, president, DSC Software, points out
that “There’s still trepidation within hospitality circles to fully
embrace the cloud due to hacking and virus concerns — and that’s
totally understandable, especially for the independent and mid-sized
hotels we deal with. So we developed a system that provides a cloud
service but which clients access uniquely: they have a physical server
dedicated to the hotel that we interface to the cloud. In other words,
we provide a physical break. This is a very, very secure system in which
data is protected and there is no downtime.”
DSC Software’s focus is to provide systems that new hotel staff
can learn quickly. The DSC solution operates on remote cloud
servers so users can gain access from any device, anywhere; plus, this
full-featured system is offered at a very low monthly cost (most
users pay under $200 per month for the DSC Front Desk and Cater29

Visual Matrix Property
Management System
provides clients the
option of choosing VM
Desktop or VM Cloud.

ing system including three
users, software, licensing
and 24/7 support).
The Lonsdale Quay Hotel
in North Vancouver and the King Edward Hotel in Stewart are just two
of many properties that have relied on DSC to convert from an old PC
network to the cloud, and Honborg says his company of late is focusing on the trend of working from home with a PMS solution that can
be used anywhere. “We’ve kept it simple to accommodate a wide variety of staff, and we can provide it for less than $100 per month for a
mid-sized hotel, compared to systems that run in the thousands.”
Victor Vesnaver, global chief officer for indoor hospitality at RMS,
agrees that more and more hoteliers want a secure cloud-based management system. “We’ve seen the movement over the past five years,
from hotels in start-up mode to established large properties seeking to
migrate their solutions,” he says.
RMS launched over 30 years ago in Australia as an outdoor hospitality specialist, and although the brand is not as well known in
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North America, Vesnaver — who has worked
for several high-profile hotel brands — was
recruited to broaden its reach and expand its
cloud-based solutions in Canada and the
United States.
Ironically, he regards the pandemic as an
aid to his mission. “Prior to COVID-19 the
contactless movement grew slowly because
many aspects of it required significant capital
investment, but now the whole industry
has gotten serious about deploying the
technology,” he explains. “This is timely,
because I’m already seeing more in-person
meetings being planned, and more PMS
options will stimulate the recovery as we look
towards a return to normal revenues in 2023-24.”
However, the popularity of the cloud notwithstanding, many PMS
providers stress that the platform the management system operates
on isn’t nearly as important as whether or not it can meet specific
operational needs. More than ever, property groups need solutions
with plenty of flexibility.
Trina Stephens, president of InnQuest Canada, agrees that the
cloud is not the definitive answer to hoteliers’ management needs.
“There are still areas of the country, particularly rural, that may not
have the infrastructure to support cloud-hosted or web-based
applications,” she says. “There are also certain government accommodations that are restricted to on premise solutions for security
reasons. So I don’t see server-based on-premise solutions going
away fully right now.”
However, she concedes that “Things are changing faster than ever
before and we’re seeing that the technologies we integrate with —
phones, POS, keylock system — are moving quickly in that direction.
Ultimately it comes down to adaptation, so as more millennials and
Gen Z’ers enter decision making positions I do see the move away
from server-based solutions becoming more prevalent.”
Doug Ash, president of Smart Hotel Software, refers to the cloud
as “simply a deployment option for us,” and he adds that “Client
consultation is crucial in determining appropriate software and
pricing options.”
Smart Hotel Software has been an application software developer
for more than 25 years, and Ash finds himself dispelling misconceptions about the cloud regularly. “For example, the cloud doesn’t
eliminate all computer requirements as some claim. The only saving
is the application/database server for the applications that are hosted.
All other IT is still needed, and all of the workstations that access the
cloud still need Windows updates and active virus checking to maintain security.”
Ash’s focus on consultation “Allows us to provide a truly customizable solution. Our implementation pros ensure a perfect fit between
a client’s business and our software, and every client we work with
has compete access to our support services, including regular training webinars, transition assistance, advanced training, and version
upgrades — in addition to 24/7 support.”
Audrey MacRae, vice-president at Maestro, says “Our big differentiator is a power to choose, meaning we recognize that all platforms have advantages, including self-hosted private cloud and onpremise systems that leverage the latest mobile, contact free, and
web-based technologies.”
Maestro On Premise is ideal for operators whose investment in
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their infrastructure and local systems has already been determined. It
enables hoteliers to enjoy all the benefits of Maestro’s feature set,
including the ability to operate in a browser or Windows environment, with servers and data fully managed by their IT team. Dependence on local Internet connections is eliminated, data is stored and
handled internally in a PCI secured database, and the system can be
used as a browser or windows solution or as a hybrid.
By contrast, Maestro In The Cloud is good for independent
operators wanting to reduce licensing costs, avoid recruiting IT
staff, and simplify PCI requirements. It is accessed from a secure
browser connection, and property data is safely housed off-property
in a PCI compliant environment. Operators manage multiple
hotels from a central site and gain greater management control of
all property activities and centralize audits.
Flexibility helped Visual Matrix Property Management System
become the number one endorsed vendor of the Best Western Hotel
franchise only four years after it was taken on as a vendor in 2005.
For starters, Visual Matrix gives clients the option of choosing
VM Desktop or VM Cloud. “While VM Cloud offers the additional
benefits of cloud technology, we realize VM Desktop may be better
suited for certain properties,” says Visual Matrix COO Charlie Rhodes.
Rhodes notes that most small to mid-sized properties don’t
usually have access to the broad range of features his company

Vytio makes uses of information
provided by third-party PMSs
to tailor in-room experiences
and improve their affinity
with hotel brands.

provides. “So we’re constantly expanding our offerings,” he says.
“Last year we released a live revenue management module with
competitor rate checking, plus advanced manual options in
addition to automatic options for rate setting. Also last year, we
released an advanced texting module to enhance contactless
interaction between various areas of a hotel and its guests.”
This year, Visual Matrix signed a deal with Shift4 Payments for
enhanced payment processing capabilities.
In the specialty PMS realm, SALTO Systems was created with one
objective: to devise a world-class access control system that was
simple to use, with the ability to control all access needs and secure
all doors without complex and expensive wiring.
This has led to a series of other electronic security innovations. SALTO’s XS4 platform enhances the usability of the
building environment by securing nearly ever y door and
enabling the monitoring and control of every user. SALTO
Eastern Hotelier Magazine

31

hardware and software can be networked
without wires to provide real-time intelligence and instant control, while enabling
integration with existing systems.
Don Lopatka, regional sales manager,
Western Canada, SALTO Systems, says,
“Integration is big for us. In the past it used
to encompass point of sales or online booking, but now it’s shifting to the IoT (Internet of Things) and user experience. Currently we’re working with partners to turn a
smartphone into a front desk concierge,
with the appearance of the app landing on
a home screen of the hotel brand, not

SALTO. With hotels now repurposing
rooms for Air B&B or work spaces, the ability to use the smartphone as a concierge
becomes more important than ever.”
Meanwhile at Groups360, streamlining
the booking process for meetings and events
is a specialty priority. The company’s integrated technology solution, GroupSync,
allows suppliers to distribute inventory,
engage with planners, and optimize group
revenue through a simplified RFP process.
Having recently partnered with IHG
Hotels to create the first integrated direct
booking solution for both meeting spaces

and guest rooms, it is expected that
Groups360 will continue to dominate
booking capabilities for the hospitality sector. “We’re doing for hotels what Expedia
has done for travel,” says Hal Hassall, vicepresident, marketing, Groups360.
David O’Donohoe, vice-president, brand
engagement at Groups360, adds that his
company “Will announce more PMS solutions in the next few months. Integration
expansion is ongoing, and due to our focus
on making processes simple and robust —
with easy to use portals for independent
operators that simulate what PMAS does
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— we are facilitating a quicker return to a
post-pandemic normal.”
Also within the specialty realm is Vytio,
a hospitality middleware company that
provides in-room entertainment systems
(IRE) to hoteliers. As part of its solution it
interfaces and makes use of information
provided by third-party PMSs to tailor
guests’ in-room experiences and improve
their affinity with hotel brands.
Vytio’s President and COO, Richard
Chen, says, “Guests can use their in-suite
flat screens or their own mobile devices
to do things like book tours, express
check-out, or, depending on the hotel,
control HVAC and window blinds.”
He adds, “Traditionally our clients were
higher end hotels and resorts, but in recent
years we scaled down our product to a
cloud solution so that other clients can get
a ‘light’ version of our offerings.”
Purchasing a new PMS or upgrading an
existing system is a considerable investment of time and resources. However,
the right PMS can improve the customer
experience by reducing errors like
overbookings and improve occupancy
rates by connecting available inventory to a
booking engine and channel managers. ●
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sectors due to COVID, abbr.
Key part of Best Western Hotels
DNA, the spirit of _____
Middling grade
Cooperation between groups
Restaurant seating option that
became increasingly used during
the pandemic
Low card
Exercise facility that may be
phased out in hotels
Inert gas, abbr.
Return on investment, for short
Loudspeaker system, abbr.
Pilot light fuel
Require, 2 words
Photo ___: arranged photos
for PR purposes
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Hotel areas that have become more
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Pound sign, on Twitter
Responsive detection devices that
are becoming more useful and more
commonly used to reduce physical
contact with surfaces
Transparent thermoplastic glass that
became popular in hotel lobbies
due to COVID
Place to hang a hat
Use the information learned
Busy with and enjoying
They should be worn when cleaning
Appreciative ability
Young lady
Nursery pots that have often been
used to create space between
guests’ tables economically
Set of rules required in the handling
of COVID 19, e.g.
___ Dhabi
Iced coffee drink
Winter, spring, summer or fall
Follows a recipe
Published costs for rooms
Nimble
Prepared
Important time in history
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By Nicole Sherwood

The Heart of the District
The Muir Hotel is refined hospitality experience
he Muir Hotel in Halifax, Nova Scotia is set to open this summer, and
will offer a refined and distinctly
Nova Scotian hospitality experience.
The hotel will be part of the Queen’s
Marque, which is conceived, developed and
operated by The Armor Group Limited.
Queen’s Marque is a new, modern, urban
neighbourhood on the historic waterfront
in the heart of downtown Halifax.
Muir is an honest reflection of the historic, cultural, and natural forces that have
shaped Nova Scotia and the enduring
spirit of its people. It provides an indelible
sense of this place — striking a balance
between tradition and modernity that
simply could not exist anywhere else.
“Muir is seamlessly integrated with the
vibrant Halifax waterfront in the new
Queen’s Marque district. Waterfront
access and views are unprecedented. Every
facet of the customer experience at Muir
is considered. From the architecture and
design, to the materiality and art curation,
to amenities and experiences — every
touch point is charged with a distinctive
sense of place that reflects the region’s
vernacular, essential character, richly
diverse culture and enduring spirit,” shares
General Manager, Desmond Acheson.
“Muir was inspired to offer something
truly remarkable — a refined hospitality
experience as singular in style, character
and spirit as the place and people that
inspired it,” he adds.
Muir is part of the Marriott International’s Autograph Collection. The brand
stood out to them because of their
shared commitment to creating at truly
unique experience that delivered a distinct sense of place.
The hotel is 80,000 square feet and sits
directly on the edge of the Atlantic
Ocean offering intimate and immersive
ocean views from virtually all of the 109
rooms and suites.
The guest rooms feature local, original
landscapes and ceramics and are designed
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with honest materiality, quality craftsmanship and thoughtful amenities and
spaces. The bespoke furniture and lighting
are designed and crafted in Canada and
reflects a modern interpretation of East
Coast design while offering comfort,
productivity, and a distinct sense of place.
Its features include restaurants, meeting
rooms, a private art gallery, wellness centre
and two and a half acres of public space.
“Muir is an integral part of the vibrant
Halifax waterfront in the absolute centre
of downtown Halifax. Inspired by rugged
architecture, resilient spirit and materiality
of the region it juts dramatically above
and over the ocean offering unprecedented ocean access and sweeping views. It
offers guests a hospitality experience that
could not exist anywhere else.”
The hotel was designed by celebrated
Nova Scotian architecture practice
MacKay-Lyons Sweetapple architects
with interiors conceived by award-winning Canadian designer Alessandro
Munge of Studio Munge.
“Muir follows a distinctly local narrative inspired by the enduring spirit,
character and materiality of Nova Scotia.
Featuring an honest ‘Born of this Place’
design this style removes unnecessary
flourishes creating a purposefully
understated and modern esthetic that
expresses the culture and history of the
region. It is a nuanced luxury of craft
and substance. Honest materials like salt
and pepper granite, sandstone, Muntz
metal and walnut along with subtle
marine forms and details evoke a sense
of place — nodding respectfully to the
past while looking forward to the future,”
shares Acheson.
It is constructed from sandstone
sourced from Wallace Quarries in Wallace, Nova Scotia to complement the
existing sandstone in the neighbourhood
creating a ‘sandstone district’. The ‘Light
Chocks’ are a pair of dramatic glowing
columns that incorporate abstract Fres-

nel lenses — similar to the lenses used in
lighthouses throughout Nova Scotia.
Located at the hotel’s entrance the ‘Light
Chocks’ appear to hold up the building
creating a signature entrance to the porte
cochere and lighting the way to the
hotel. It is an example of the Born of this
Place design — inspired by Nova Scotian
values, traditions and craftsmanship.
Muir took the necessary steps to use
sustainable materials and reduce its
carbon footprint. It utilizes reclaimed
materials in its makeup such as granite
from the original seawall built 200-250
years ago, as well as almost 200-year-old
cobblestone along Lower Water Street.
Muir’s customer demographic is made
up of discerning leisure and business
travellers. It speaks to leisure travellers
who are citizens of the world preferring
substance and style. Whether using Muir
as a home base for exploring Atlantic
Canada or because they’re looking a
sanctuary to rejuvenate mind and body
their guests will be looking for an
authentic Nova Scotian experience
rooted in culinary, history and artistic
and cultural touches. ●
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