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BC HOTEL ASSOCIATION REPORT

Summer’s Upon Us
On April 3rd and 4th, at the Victoria Conference 
Centre in Victoria, we held SUMMIT 
2017, the second Summit conference, in 
partnership with the Alliance of Beverage 
Licensees (ABLE BC). The conference saw 
an attendance of around 200 hospitality 
industry professionals as well as 40 selected 
vendors for the industry marketplace. Without 
a doubt, this year’s event was a success, with 
industry-leading seminars and our inaugural 
BC Hospitality Awards that were presented 
at the Industry Dinner.

BC Hospitality Awards
The inaugural BC Hospitality Awards kicked 
off with the Hotelier of the Year (2016) which 
went to Michelle Le Sage, of Oak Bay Beach 
Hotel, for her demonstrated excellence in 
leadership in the midst of increasingly difficult 
ownership challenges. This award was 
presented by Ingrid Jarrett, Watermark Beach 
Resort, who spoke glowingly of Michelle and 
all that she has done for the industry and 
her community, a sentiment reflected in the 
audience as Michelle took to the stage with a 
standing ovation.

The BCHA also presented a special award 
this year, in honour of our 100th Anniversary. 
The Hotelier of the Century was awarded 
to Terry Farmer of Accent Inns, formerly 
Stay’n Save. David MacKenzie, BCHA Chair, 
presented the award and spoke highly of 
Terry’s long-time contributions to the BC hotel 
industry, building two proudly-BC brands, 
and developing an inspiring, engaging and 
connected company atmosphere that has 
resulted in impressive employee retention 
and a 2011 company win for “Best Places to 
Work in BC.” 

SUMMIT 2017 Summary
While the awards were an incredible opportunity 
for us to recognize those hoteliers who’ve 
demonstrated excellence in our industry, the 
rest of Summit 2017 had some great moments 
as well. We were delighted to have Susie 
Grynol, President of the Hotel Association of 
Canada, speak to the conference delegates 
at the Industry Dinner as well as the BCHA’s 
Industry Update. The second day’s sessions 
were filled with delegates eager to learn about 
Millennials (how they feel about the hospitality 
industry, with tips and real-talk about dropping 
the idea of a stand-alone hotel app, and how 
Instagram is where your audience might be), 
to developing a financially-engaged leadership 
team with the Hotel Coach, David Lund. The 
day wrapped up with an exciting keynote 
from Tod Maffin, who offered fresh insight 
into making use of Facebook marketing and 
what to do when good buzz goes bad online 
(see his tips on page 5). In all, this year’s event 
was a success and we are looking forward to 
SUMMIT 2018.  

Short-Term Rentals
As always, the BCHA team continues to work 
diligently on the issues that are of greatest 
concern to our members: from short-term 
rentals and their impact on the affordable 
housing market across our province, to the 
labour shortages that our industry is uniquely 
susceptible to as we work to serve a growing 
number of visitors every year. As the short-term 
rental market begins eating away at affordable 
monthly housing, the impact on labour is 
becoming more evident, with fewer employees 
able to find suitable accommodation, 
particularly in resort communities. These two 
key issues for hoteliers and local businesses 

are no longer just a passive concern, and we 
are working hard to demonstrate these growing 
problems to government. Working closely with 
other industry associations, we are actively 
pursuing solutions, and we gladly invite input 
and suggestions from our members. With our 
membership being closest to the problems 
as they arise, we want to hear your first-hand 
experience, so that we can best represent 
you in discussions with local and provincial 
governments.

The BCHA continues to push ahead in our 
work with the Tourism Industry Association of 
BC (TIABC), encouraging local governments 
to take on the task of rescinding tax regulation 
78(1)b. This is an important step in reducing 
the number of monthly rental units lost to 
short-term rental conversion, as it will bolster 
the government’s ability to enforce existing 
bylaws by providing needed tax dollars into 
the communities. Though we are up against 
a significant resistance from Airbnb and 
VRBO, we are beginning to see movement 
in Chambers across the province as support 
for our initiative is growing. The impact 
of a shrinking affordable housing stock in 
communities already facing a labour shortage 
will be significant, and we encourage our 
members to be pro-active and vocal in 
expressing your concerns with your local 
governments. 

I will be making my way through the 
province very soon, meeting with regional 
hotel groups, gathering information and 
providing support as we develop a province-
wide picture of the issues the hotel industry 
faces. I look forward to speaking with many of 
you in my travels, and better understanding 
how the BCHA can serve your community as 
well as the province as a whole.

by President & CEO James Chase

Next Issue: Fall 2017
Promoting from Within – What training and programs need to be in place to successfully grow 

an individual in your organization?

Calculating ROI on Amenities – Whether it’s bottled water or high-speed Internet, review the 

potential benefits from offering these amenities.

Housekeeping Equipment & Supplies – Chemicals, vacuums and laundry equipment ensure 

guestrooms are squeaky clean.

Tech Trends – From self-service solutions to new PMS systems, technology is constantly changing. 

Book your ad by July 28
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Use the SWARM Technique

When 

Goes Bad 
Online

At some point, it’s going to happen.
You’re going to wake up and find your hotel or restaurant trending 
on Twitter. And not in a good way.
There is a right way and a wrong way to respond to negative 
comments you receive in social media. At my digital marketing 
agency, engageQ, we’ve perfected the right way. 
The model we’ve developed is SWARM, and here are the steps.

by Tod Maffin 

Good 
   Buzz

InnFocus   5   
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(“I” and “me”) wrote the text. Words like “we” 
and “us” serve only to distance yourself from 
your correspondent and, in a crisis situation, 
this is the last thing you want to do. Rather, 
you want people to identify with you and feel 
like you’re both “in it together”.
Speaking like a human is all about tone. 

One way to help 
knock down an angry 
swarm is to give them 
something more than 

just a response.

Remember, these are social networks — so 
your tone should be social in nature.

W - Win/Win
People will complain on your hotel or 
restaurant’s social media channels because 
they want something to change — better 
quality service on their next visit, a cheaper 
rate, and so on. One way to help knock down 
an angry swarm is to give them something 
more than just a response.

So give them a “win”.
You don’t need to overthink this. Wins 

can be simple — a promise to check back 

S – Speak Like a Human
Organizations have a  bad habit  o f 
communicating with people as if they were, 
well, organizations. They speak in grand 
tones of “we” and “us” — trying very hard to 
avoid admitting that an actual human being 

http://www.telus.com/hospitality/optik
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The biggest mistake I 
see organizations make 
online is they engage 

in a conversation about 
an issue in the public 

channel.

with them to see if something they were 
complaining about has improved.

A – Avoid a Public Fight
Perhaps the bigges t  mis take I  see 
organizations make online is they engage in 
a conversation about an issue in the public 
channel — whether that’s a blog, Facebook 
Page, Twitter account, or somewhere else.

Once you identify an issue and reach out 
to the combatant (for lack of a better term), 
you should take the issue “offline”.

There are lots of ways to do this, but the 
simplest is to ask the person to email you the 
details privately.

If the issue shows up on Twitter, ask them 
to follow your brand account so you can direct 
message them your email address, then 
continue the conversation there.

If the issue shows up on Facebook, ask 
them to send you a private message to your 
brand page, then continue the conversation 
there.

If the issue shows up on your blog, ask 
them to send you an email, then continue the 
conversation there.

R – Right the Wrongs
You may find that in the heat of the moment, 
people exaggerate the issue. Suddenly, 
a simple dispute over what they were 
charged becomes, in their mind, a criminal 
action where they were billed hundreds of 
thousands of dollars.

It’s important that you correct the record. 
Remember, Google has an elephant’s memory. 
If someone posted that your restaurant has no 
gluten-free options, and that’s simply not true, 

you need to have the accurate information 
attached to this post. Correcting that right on 
that Facebook page as a comment is critical, 
because if you don’t, everyone else who reads 
it will assume it’s true.

M – Make Friends
The final, and perhaps most important, part 
of the SWARM Methodology is to turn your 
combatants into advocates.

Once the issue is resolved, ask if you can 
follow up in a few months to see if things have 
improved. You can invite them to be part of 
a customer advisory board, or give them a 
coupon code to try a different item.

It’s simple to do — you don’t need special 
mailing list software or web-based bulletin 
boards. Just create a folder in your email 
program for each issue and store your new 
friends’ emails there!

You can read an expanded version of this 
article, with real-world case studies, at 
www.todmaffin.com/swarm/. Tod Maffin 
is president of engageQ digital. He was a 
keynote speaker at SUMMIT 2017.

http://www.telus.com/hospitality/optik
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The primary purpose in the establishment of the BC Hotel Association 
(BCHA) was that hotels had the exclusive privilege of selling alcohol 
to the public. The organization’s initial focus was to preserve 
this entitlement as the owners made significant money from the 
arrangement.

Following is a brief timeline of the BCHA’s first 50 years in the 
province and its early influence in the accommodation and liquor 
industry:
1917 - Hotel beer parlours - bars throughout BC (of which the biggest 
number and concentration were in Vancouver) were the primary access 
to alcohol for men. At this time they could only access beer around 4-5% 
alcohol content. Once prohibition took effect, these businesses were 
undermined, thus the creation of the BCHA. Even with the agreement 
around the continued sale of alcohol in hotel bars, they could only 
sell near beer, which was 2.5% alcohol by volume. Nonetheless, this 
exclusive sales access kept them in business.
1925 -  Government lobbying paid off and new regulations came into 
effect after Prohibition ended. These regulations included that only 
hotels could sell beer, and they were price restricted by glass to 10 
cents. There were also specific décor and room number requirements 
for the establishment. As well, there was to be no standing at the bar, 
everyone must be seated.
1926 - Women had not been mentioned in the regulations and 
it was becoming a liability. 62 BCHA members from Vancouver 
voted to ban women from beer parlours, but public pressure was 
building and could have ended the whole new licensing regime.  
1927 - BCHA negotiated separate rooms in the beer parlours for 
women. This established a men’s side and women & escort side.
1933 - BCHA negotiated the right for hotels to sell bottled beer 
off-premise. The signage “Open” was replaced with “Licensed 
Premises” and the licensing structure in Vancouver changed 
from $1,000 per year to $25 per year plus $0.50 per barrel of beer. 
In addition, the Liquor Control Board assisted in collecting BCHA 
dues for each barrel sold. 
1943 - Beer parlour licenses grew to 400+ in the province. There 
was growing pressure from temperance groups, demanding that 
the BC government ban public access to alcohol for the sake 
of the war effort. The BCHA and Hotel Association of Canada 

pushed back, stating that alcohol improves morale. To ease tensions, 
they agreed to build a 6-foot partition between the men’s and women 
& escorts section.
1950 - BCHA secured the first increase to the government-mandated 
draft beer pricing to 15 cents a glass. As well, they established the 
ability to sell 2 glasses for 25 cents, doing away with the previous 
regulation of only selling one glass per customer at a time.
1953  - With pressure building from restaurants looking to add alcohol 
service, a provincial government commission established four new 
license categories:  (1) dining room; (2) dining lounge; (3) lounge; and 
(4) public house. These new categories also included new regulations 
around television use, radio music, décor, and an increase in beer 
glass price to 20 cents.
1960s - 50 years after the establishment of the BCHA, the work being 
done was mostly focused on the implementation of new regulations. 
At this point, only 10 years following the establishment of the new 
licensing categories, 1,029 licenses had been issued and over 50% 
went to hotel owners. The BCHA had been very diligent to reduce as 
much competition as possible with the assistance of the government 
and others.

BCHA’s First 50 Years

by Stacey Sellars100 YEARS OF BCHA
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Did You Know?
In the early 1900s the well-known Sicamous Hotel was built. It was Tudor 
style with 75 rooms and a large elegant dining room. The dances were well 
attended, being dressy and posh affairs. It was demolished in 1964 and today 
there are still many inquiries about the hotel.
Source: Sicamous & District Chamber of Commerce

First beer license issued in the 
province on March 20th, 1925 
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NAMES IN THE NEWS

New BCHA Members
The BC Hotel Association (BCHA) welcomes new members Stoke 
Hotel and Travel Penticton Society along with new associates 
Maestro PMS, Mark’s Commercial, Oracle Hospitality, and Staples 
Advantage.

People
Bruce Okabe has been named 
CEO of Tourism Richmond. He will 
now lead BC’s fourth largest DMO 
and Canada’s top hotel occupancy 
destination. Congratulations 
Bruce! 

Associations
Destination BC’s new Tourism 
Marketing Committee members are 
Erika Stenson (Head of Marketing 
and Business Development, Royal 

BC Museum) and Tom Rosner (Vice President Marketing & Sales, 
Resorts of the Canadian Rockies). Board members Josie Tyabji and 
Loring Phinney will also serve on the TMC.

go2HR, BC’s tourism human resource association, welcomes 
Stephanie Mallalieu to the position of Industry Health & Safety Specialist.

go2HR is also pleased to announce the appointment of Arun 
Subramanian to the position of Director, Industry HR Development. 
With more than 15 years of HR experience, Arun has worked in various 
sectors including hotels, airlines, retail and facility management.

New General Managers
Daniel Bibby, Nk’Mip Resort at Spirit Ridge, Osoyoos 
Peter Gillis, Delta Grand Okanagan Resort & Conference Centre, Kelowna
Linda Hagen, Coast Plaza Hotel & Suites - Vancouver
Rob Little, The Adventure Hotel, Nelson
Brian Rohl, Coast Coal Harbour Hotel by APA - Vancouver
Henry Traa, Coast Bastion Inn - Nanaimo

New Names
The Coast Victoria Harbourside Hotel & Marina is now the Coast 
Victoria Hotel & Marina by APA.
The Port Hardy Hotel is now The Kwa’lilas Hotel.
The Inn on the Creek (in Dawson Creek) is now known as the 
Travelodge Dawson Creek.

Awards
The BCHA and the Alliance of 
Beverage Licensees (ABLE BC) 
announced the winners of the 
inaugural BC Hospitality Industry 
Awards at the SUMMIT Industry 
Dinner on April 3rd. These 
awards recognize the province’s 
most exceptional hoteliers, liquor 
retailers, and publicans. 

Recipients were nominated 
b y  t h e i r  p e e r s  f o r  t h e i r 
outstanding contributions to 
their communities, leadership 

by Marina Lecian

Bruce Okabe

in business, and the inspiring impact they have had on our industry. 
Hotelier of the Year - Michelle Le Sage, Oak Bay Beach Hotel
Hotelier of the Century - Terry Farmer, Accent Inns (previously Stay’n 
Save) and Hotel Zed
Liquor Retailer of the Year - Paul Rickett, Bowen Island Beer and 
Wine Cellar
Publican of the Year - Paul Doherty, The Blarney Stone Irish Tavern 
in Big White

Congratulations to Inn at Laurel Point in Victoria and Telegraph 
Cove Resort in Telegraph Cove that tied for Hospitality Business of the 
Year at the 17th Annual Vancouver Island Business Excellence Awards.

Skål Canada – Vancouver 
awarded the 2016 Bill Rowe 
Memorial Tourism Award 
to the Tourism Vancouver 
Visitor Centre for its role in 
contributing to the success 
and growth of tourism in 
Vancouver and BC.

Michelle Le Sage and Terry Farmer

http://www.northweststoves.ca
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Be More 
Environmentally Friendly

Staying

It wasn’t so long ago that the hotelier definition of becoming more 
environmentally friendly was leaving cards in rooms asking guests to 

conserve water, turn off lights, and reuse towels instead of laundering 
them daily.

Green Awareness is Growing
Today’s travellers are concerned about climate change and want to take steps to lessen 

their holiday’s environmental impact. Clients are making a statement when they book 
green hotels, looking for lodging that leaves behind a minimal ecological footprint. Now’s 
the time to look at your areas of operation and decide what sustainable practices you can 
put in place at your hotel.

by Cheryl Rhodes

Green

10   InnFocus
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Getting Greener
The Delta Burnaby Hotel and Conference Centre was built to meet 
the Leadership in Energy and Environmental Design (LEED) platinum 
standards, a certification for eco-friendly practices. Chris Peters, 
director of sales and marketing, says their hotel offers Green Stays (no 
housekeeping) for minimum two-night stays, although extra towels are 
always provided on request. Participating hotel guests plant a tree by 
choosing a spot on a map, CarbonFarmer does the work, and so far 

12,000 trees have been planted courtesy of guests staying at the Delta 
Burnaby Hotel. Guests also receive Marriott rewards points in lieu of 
housekeeping services. A green committee meets every other week 
and staff have participated in cleaning up Deer Lake Park, removing 
vegetation not native to Burnaby. Employees regularly pick up garbage 
in a two-block radius surrounding the hotel. The Delta Burnaby Hotel 
donates unused food, that wasn’t served, to various charities like 
women’s shelters and halfway houses, helping eliminate food wastage. 
Currently the Delta Burnaby Hotel has two charging stations for electric 
cars, and Chris says, “They’re very popular, always full, necessitating 
a 6-hour time limit.” The charging stations are also available to clients 
of the adjacent Grand Villa Casino, and plans are underway to install 
two or three more stations.

Going Green is Good
Recognizing the need for sustainability and an eco-conscious clientele, 
LEED platinum guidelines were followed during the planning stages 
of building Victoria’s Parkside Hotel and Spa. The Parkside was one 
of the first hotels to offer charging stations for electric vehicles, and 
they work with Synergy Enterprises to measure their environmental 
performance and reduce impact. Synergy monitors greenhouse gas 
emissions to see what the hotel’s carbon imprint is, and are always 
looking for improvements. General manager, Trina White, says some 
of the things monitored are utility bills, composting costs, and staff 
impact–how they get to work (drive, bike, walk, etc). Trina states that 
they don’t use garbage bags to line trash bins in guest rooms, and even 
though that might result in housekeeping staff rinsing waste baskets, 
that saves 100 plastic bags from hitting the landfill daily. The Parkside 
gives guests the option of opting out of housekeeping services during 
their stay by placing a Green Service doorhanger on their doorknob. 
The reward for going green is chocolates! For travellers who want to 

12,000 trees have been planted 
courtesy of guests staying at the Delta 

Burnaby Hotel.

The Delta Burnaby Hotel’s Hotel Manager David Stevenson-
Moore (left) and Complex General Manager Rowland England 

picking up garbage  

http://www.thebuscentre.com
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be green while exploring Victoria, the Parkside has a fleet of 30 bikes 
and helmets that guests can use for free. For guests who arrive with 
their own bikes, the hotel has secure bike storage and even showers 
in the bike area. Rooftop gardens, featuring either green or white 
roofs, help deflect the sunlight and prevent heat from returning to the 
atmosphere. Soil is an insulator, and the rooftop gardens are perfect 
for keeping the heat in during winter. 

Another hotel that rewards guests who make a green choice by 
declining housekeeping services is The Westin Grand, Vancouver. 
A $5 food and beverage voucher or 500 Starpoints is awarded at 
checkout for each night housekeeping services are declined. Instead 
of using chemicals, Ben Wood, chief engineer at The Westin, says they 
use a salt water extraction system to keep the pool bacteria-free. An 
electrolysis process of passing electricity through salt and water is used 
to produce chlorine, and the salt water pool requires less maintenance, 
at least 90% of the year. Ben explains that on hot days it’s harder to keep 
up, but notes that chemical costs are lower. The Westin has converted 
95% of their lighting to LED to cut down on electricity costs, and is in 
the process of switching to low-flow showerheads. In their restaurant 
and meeting spaces, they use Bullfrog Power, a company that provides 
green energy. Bullfrog Power produces natural gas from a climate-
friendly source using organic waste, harnessing the gas released from 
decaying material, cleaning it, and putting it into the gas pipeline. The 

Rooftop gardens are perfect for keeping 
the heat in during winter.

Parkside Hotel and Spa’s 
rooftop garden 

http://www.sertacanada.com
http://www.firstdata.ca
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• Re-use towels/linens on longer stays.
• Use biodegradable garbage bags.
• Use non-toxic cleaners.
• Install low-flow faucets and toilets.
• Use bulk soap and conditioner dispensers instead of individual containers.
• Put recycle boxes in guest rooms.
• Use alternate energy such as solar or wind power.
• Install eco-friendly lighting. 
• Install motion sensor lights in public areas that don’t need to be continuously lit.
• Start a worm farm for compostable food. 
• Put in charging stations for electric cars.
• Install energy efficient appliances.
• Use organic and locally sourced foods on your menu.

Becoming Hotel Green

Westin Grand’s restaurants use local suppliers (cutting down on carbon 
emissions from long-distance transport) and sustainable seafood. 
Their cooking oil is picked up by West Coast Reduction then cleaned, 
sterilized and recycled into various types of agricultural feed rations 
and bio-diesel production. Wood says The Westin uses Recycle Now 
to have their food waste distributed to local farms as fertilizer.

When eco-tourists make reservations, they look for hotels that are a 
good steward of Mother Nature’s precious resources, everything from 
composting leftover food to purchasing uniforms made from recycled 
material. Smart environmental management can be put into action in 
housekeeping, landscaping, food and beverage operations, banquet 
and meeting facilities, maintenance, and engineering. 

Good public relations are only part of the reason more hotels are 
going green. Making your hotel eco-friendly brings cost savings and 
positive publicity that can result in more business to your hotel. 

The Westin Grand’s pool

http://www.bchospitalityfoundation.com
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BCHA MEMBER BENEFITS

During, and since SUMMIT 2017 held in Victoria in April, we have 
had great, productive feedback on our group purchasing program. 
We received positive responses from our Board of Directors as well 
as hotel members throughout BC, from properties that vary in size 
from just a few rooms in a sleepy, small town to very large, busy, city 
hotels. Many said they didn’t realize how the programs could work for 
them until they had spoken to program contacts and hoteliers who are 
already seeing the benefits. SUMMIT 2017 gave members the chance 
to compare prices, quality, variety of choice, value and details on 
implementation and delivery times. 

These cost-saving programs have been carefully selected for our hotel 
members. While some properties are already working with these companies, 
there may be opportunities for more savings through our programs. Simply 
call our office and we will ensure that your property receives the BCHA 
pricing available to all our hotel members in good standing. 

Also, a quick reminder that if your hotel isn’t currently a member of 
the BCHA and is interested in participating in any of these programs, 
please don’t hesitate to contact me and I’ll be happy to deliver the 
details on joining. 

Key Card Ads
“Great quality. The magnetism is excellent too. Both customers and 
staff love the cards.”
Dan Brady, Howard Johnson Hotel & Suites, Victoria, BC 

by Louise Thompson

VI Banking
“The follow-up from the SUMMIT 2017 in Victoria was fantastic. We 
were very pleasantly surprised at how flexible the program is. I feel that 
this is an advantageous relationship to forge ahead with.”
Sascha Voth, Hotel Manager, Sheraton Wall Centre Hotel, Vancouver, BC 

Hospitality Insurance Program (HIP) -  
through Western Financial Group
“The Hospitality Insurance Program saves us both money and peace 
of mind knowing that we have a tailor-made insurance program for 
our property.”
Phil Elliott, Avalon Inn, Osoyoos, BC

Foodbuy
“The BCHA Foodbuy program’s buying power has saved us a lot of 
money over the years. The monthly reports also give feedback on which 
items have had the greatest cost-saving measures and which items 
we can consider purchasing with the program. I highly recommend 
the BCHA’s Foodbuy Program!”
Parm Kooner, Comfort Inn Hotel & Suites, Surrey, BC

BCHA Member Value Programs: Testimonials

http://www.hipinsurance.ca
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OCCUPANCY ADR RevPAR DEMAND ROOM REVENUE

*on days in which there was a citywide convention 
Source: Effects of Citywide Conventions on Downtown Vancouver Hotels in 2016, by Nicolette Douglas Consulting, April 2017

Impact of Citywide 
Conventions

$

January 

25.9% higher

1st Quarter 

17.8% higher

April

17.9% higher

1st Quarter

8.5% higher

January

64.5% higher

1st Quarter 

40.7% higher

January

59.9% higher

Annual 

17.4% higher

Annual 

22.9% higher

*

Citywide conventions in Vancouver had some significant 
impacts on hotels with more than 300 rooms in 2016 

compared to years with non-citywide days.
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100 Years 
of Hotel 

History
In honour of the BC Hotel 
Association’s centennial, 
we shine a light on two 
outstanding historic 
properties that anchor their 
communities.

by Alex van Tol

16   InnFocus

People love heritage 
hotels. Strong personal 

relationships keep loyal 
guests coming back, and savvy 

historic properties know how to 
onboard new customers by leveraging 

the rich and unique human stories within 
their four walls. In this issue, we delve into the 

stories of the historic Hume Hotel in Nelson, and the 
Plaza Hotel in Kamloops. We hope you enjoy the journey. 
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Opened on May 4, 1928 on Victoria Street in Kamloops, the Plaza Hotel signified the 
prosperity heralded by the 1920s. Community-owned from the start, with 200 original 
shareholders coming together to build the hotel, the property cost $150,000 to build, 
including furniture and a $40,000 kitchen. “It was built with two dining rooms, a roof 
garden, and an elevator that still exists to this day,” says General Manager Shatha Al-
Reihani. (And yes, it’s still functional.) “The story tells that the Queen had her afternoon 
tea in the roof garden when she visited Kamloops in 1971,” says Al-Reihani.

A landmark that could be seen from miles around, the Plaza consisted of six floors, 
including the rooftop garden. “Even now, when you’re on the highway coming into 

downtown you can see our hotel,” describes Al-Reihani, noting that the 
Plaza enjoys strong support from both the local community and loyal 
business travellers. “It stands as a monument in the heart of downtown 
Kamloops.” Designed by architect E.T. Brown, the property originally 
boasted 56 rooms, and only seven with private baths. 

Despite having changed hands throughout the years, the Plaza has 
retained its character. “The good thing is, every single owner kept 
improving the hotel,” explains Al-Reihani. The 1950s saw a second wing 
added to accommodate more rooms. The Plaza now has 67 rooms and 
suites, with all the suites located in the original building (conveniently 
renovated to provide everybody with their own bathroom). “So many 
people around here have worked for the Plaza Hotel,” says Al-Reihani. 
“Now I’m interviewing people that tell me, ‘My grandfather used to work 
here!’ or ‘My grandmother used to work as a server in the restaurant.’ 
Now we’re hiring the grandchildren of those who worked in the hotel 
in the past.”

Opened to great fanfare in 1898 by Hume brothers J. Fred and Horace, the Hume 
Hotel in Nelson heralded a new era of hope and optimism at the turn of the century. 
In the late 1920s, the Hume underwent major renovations under owner George 
Benwell that saw its turrets and balconies removed, and the installation of hot and 
cold baths, an elevator, and telephones. 

In 1979, after changing hands many times, the Hume closed its doors, sitting 
empty until current owners Dave and Sheila Martin decided to restore the dilapidated 
structure. Reopened as the Heritage Inn, the hotel rose once again, with the General 
Store restaurant being named after Fred Hume’s original Revelstoke business. A 1980 
renovation uncovered the original fireplace and wood floor in the Library Lounge; 
the front desk now uses the original key rack with the Hume name on it. 

In 2005, the hotel reverted to its original name, undergoing major changes to 
include an outdoor patio for the General Store and the hotel’s rooftop ‘crown’. In 
2007, further renovations doubled the hotel kitchen to allow for mobile catering (the 
property operates a delivery service called Hume 2 Go), and launched both a liquor 
store and the chic, sexy 300-seat Spiritbar. In 2016, Aura Spa & Salon opened. “It 
has been a thirty-six year ongoing makeover under the current ownership,” notes 
Ryan Martin, owner and general manager. Now that every guest room floor has 
been gutted and rebuilt, the Hume is putting the final touches on the restaurant, 
front desk, and lobby.

“The hotel has gone through many ups and downs over the decades, but since 
my parents purchased it in 1980, we have had tremendous local support,” reveals 
Martin. “That makes all the difference—it’s not just about the tourists.” Today, the 
Hume remains a popular gathering space for weddings, Sunday brunch, retirement 
parties, service club meetings, and just everyday local patronage. Its committed team 
of long-serving staff is truly what sets the Hume apart, with many holding tenure 
for 20+ years. “You don’t often find this kind of loyalty and length of service in the 
hospitality business,” says Martin.  

Grand Dame
    Prevails 

Kootenays

T he

in the

C lassy
Character

Plaza Hotel in Kamloops

Hume Hotel in Nelson



18   InnFocus

Is It Right For You?
It’s a question virtually every hotelier or innkeeper faces sooner or later: 
whether or not to outsource services. Outsourcing has taken place at 

hotels for some time, largely because it decreases costs while increasing 
flexibility. And the trend to outsourced services is growing.  

Outsourcing
by Laura Langston

18   InnFocus

Photo courtesy of Tricom
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“It’s been done in some form for housekeeping, food 
and beverage and banquets for years,” says Ian Hodge, 
president of Tricom Canada, “but we’ve seen a slight 
increase over the last two years in outsourcing room 
attendants, housemen and laundry staff. We believe 
there’s a shortage for these positions because of changes 
to Canada’s immigration rules.”

Outsourcing isn’t necessarily an all or nothing decision. 
Hotels may opt for partial outsourcing by hiring outside help 
to maintain certain areas of the property or perform specific 
tasks such as cleaning carpets, maintaining gardens, or 
administering payroll. In other cases, hotels make the decision 
to outsource an entire department like housekeeping, human 
resources or food and beverage.

Whether it’s done in whole or in part, proponents of 
outsourcing say it saves money as well as the time involved in 
hiring, training and managing staff. It also allows operators the 
option of adding seasonal staff or resources as needed without 
having someone on payroll during downtime. It is, for instance, 
much easier to cancel a contractor than to hire or dismiss staff. 

Christine Willow, partner, Chemistry Consulting says, “Outsourcing 
can be a much more economical solution for smaller operators, 
particularly when it comes to outsourcing in-depth expertise.”  

That expertise can be everything from human resources to legal 
services to payroll management. Choosing to outsource in some of 
those areas allows operators to focus on the business of hospitality 
while still fulfilling their legal obligations as an employer.

“Hotel operators, like so many business owners, are typically 
stretched for time,” says Shelley Ng, vice-president, product 
management, Ceridian. “And payroll, as an example, is pretty complex. 
There are so many rules and regulations around payroll standards, 

It saves money as well as the time 
involved in hiring, training and 

managing staff.

[as] they’re often changing, and the cost of non-compliance or late 
government payments can mean hefty fines.” 

Payroll outsourcing can be everything from software as a service 
(SaaS in which software is licensed by subscription and is centrally 
located) all the way up to fully managed payroll systems. Either 
option can offer owner/operators peace of mind and can also provide 
employees with more options for receipt of pay statements, something 
that’s often appreciated. 

One of the biggest concerns about outsourcing revolves around 
issues of security for both guests and staff. Payroll outsourcers 
routinely receive highly confidential staff and hotel information, so 
hotel operators need to carefully weigh the decision to outsource in that 
area. “Certainly, there are perceptions about security,” Ng explains, 
“and you absolutely must make sure your provider is reputable and 
trustworthy. Most reputable providers have the same level of online 
security that your bank has.” 

Guest security is sometimes cited as a concern in housekeeping, 
a department where outsourcing is frequently considered because 

Photo courtesy of Barry Rabold

http://www.tricomcanada.ca
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unit helps staff morale by promoting a 
sense of belonging which, in turn, fosters 
pride in being part of the team. Another 
deterrent to outsourcing in housekeeping 
and elsewhere is a perceived lack of control. 
“Some operators wonder if the quality and 
standards of the property will be maintained.” 
explains Willow. “They question how they’ll 
ensure that outsourced staff members 
understand the company culture and values, 
and how they’ll interact with regular staff.”   

That lack of control and being at the mercy 
of the outsourcer is a concern for Sinisha 
Ivaz, General Manager of Quality Inn Victoria, 
Downtown Inner Harbour. “We’ve thought of 
outsourcing our laundry operation because 
the numbers, when you add them up, are 
fairly compelling, but our concern is that 
there’s a physical disconnect between the 
product and the hotel,” Ivaz says. “We might 
go down that road, but not in the foreseeable 
future.”

One area where outsourcing has benefited 
Ivaz is in the food and beverage department. 
The inn has a longstanding lease agreement 
with Barry Rabold, a private owner/operator 
who runs Smith’s Pub and the Argyle Attic. 
Rabold’s two restaurants offer inn guests 
a 25% discount on food purchased at both 
facilities. 

“From my point of view, it’s a separate 
operation and a stand-alone, so I don’t have 
to worry about the staffing, purchasing, 
marketing, or any of the technical stuff,” Ivaz 
explains. “My biggest concern is that the pub 
and restaurant are well-run, that I don’t have 
customer complaints, and that the food is of 
good quality.” 

One of the biggest 
concerns about 

outsourcing revolves 
around issues of security 
for both guests and staff.

supervision, insurance coverage, and flexible 
work shifts often covering multiple sites. 

On the other side of the equation, those 
who prefer to keep housekeeping in-house 
believe maintaining an on-site housekeeping 

the demand there is often cyclical. There is 
some apprehension on the part of operators, 
who wonder if people who aren’t on the 
payroll might be more of a guest security 
risk than full-time employees. Again, you 
need to find a trustworthy outsourcer, say 
the experts. “At Tricom, staff are cleared 
with criminal background checks, insured 
with dishonesty bonds, and vetted through 
a human resources program,” states Hodge. 
“And we haven’t experienced any security 
issues.” 

As well as reducing the cost of labour and 
related benefits, outsourcing housekeeping 
gives a property control over labour costs. 
Many outsourcers offer a contracted rate 
with a two-year term, and that contract 
also includes recruiting, staff training, 

Photo courtesy of Barry Rabold

http://www.buhlerhospitality.com
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Mistakes inevitably happen and guests sometimes raise 
issues but Ivaz and Rabold work closely together to address any 
issues that arise. “We need to be protective of our clients, but 
at the same time we recognize the importance of fostering and 
maintaining the relationship with the food services provider,” 
Ivaz says. “And our experience with the owner has been very, 
very good.”

In the end, the key to a successful outsourcing relationship 
while still maintaining high quality hospitality comes down 
to communication between all parties. “It’s all about having 
an open and understanding relationship like we do with the 
Quality Inn in Victoria,” Barry Rabold says. 

Photo courtesy of Tricom

www.albritelighting.com
http://albritelighting.com/
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During a disaster, phone, gas, electrical and water services may be 
disrupted. Roads could be blocked, stores could be closed and gas 
stations out of service. Food and water could be limited and supplies 
cut off. It may be weeks before travel routes, utilities and essential 
services are restored. Are you and your staff prepared to help your 
guests cope? 

PreparedBC and the Tourism Industry Association of BC have 
developed a resource along with various tourism industry partners 
including the BC Hotel Association, Tourism Tofino, Destination BC, 
and the Cariboo Chilcotin Coast Tourism Association. The Guide was 
developed specifically for Tourism Operators.

Completing the steps in this guide will help to ensure your tourism 
operation will respond effectively, recover quickly and keep your 
guests safe.

Step 1 – Know the Risks
Understanding the risks for your region will ensure your disaster 
planning is effective.

Top 10 Risks in BC 
• Earthquakes 
• Tsunamis 
• Floods
• Wildfire
• Landslides

by PreparedBC

Disaster 
Preparedness

Step 2 - Make a Plan 
Thinking ahead means you will be able to respond quickly and 
effectively during an emergency. The following tips will help get you 
started. 

What are your operation’s core needs? 
In other words, what procedures, systems, materials and equipment 
are absolutely necessary for ongoing operation? Which ones can 
tolerate being disrupted? Once you have prioritized your needs, plan 
for how you’ll manage.

Create key contact lists 
Develop contact lists of critical and emergency numbers and maintain 
easily accessible hard copies. It is important to update your lists 

• Avalanches 
• Severe Weather 
• Power Outages 
• Hazardous Material Spills
• Disease Outbreaks 

http://www.texpro.net
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WHAT’S NEW?

Smart Hotel Software has added Channel Management. “We 
seamlessly interface with TravelClick. You allot inventory to TravelClick 
and they shop it all around the Internet. They gather reservations and 
we add them to the database with no rekeying. It works the way you 
expect it to.”

Tex-Pro Western is proud to announce the addition of Talesma 
Turkish Towels to their lineup. Beautifully made, high-quality 100% 
Turkish terry towels in white and colours.   

The Bank of Canada unveiled a commemorative $10 bank note to 
celebrate Canada’s 150th anniversary of Confederation. The Canada 
150 bank note celebrates Confederation with a unique design depicting 
our history, our culture and our land. This commemorative note has 
some new security features and others that are the same as the current 
polymer series notes.  These features make the note easy to check and 
difficult to counterfeit. Retailers should contact their equipment supplier 
or manufacturer with any questions about machine compatibility.

by Marina Lecian

regularly. This list may include but is not 
limited to:

• Local authorities
• City personnel
• Utility companies
• Critical suppliers and contactors
• Media contacts
• Emergency management
• Staff and their key family members

Pick a Meeting Place
Pick a primary and secondary meeting place 
where staff and guests should go during an 
emergency. You may be in separate locations 
throughout the property when disaster 
strikes, so it is important to map out your 
routes and practice getting there. Other 
factors to consider are: 

• Find out  what  local  authorit ies 
recommend for dif ferent emergency 
situations (e.g. moving to higher ground 
during a tsunami). 

• Can staff and guests be moved safely 
and ef ficiently to another designated 
location if an evacuation order is issued? If 
so, by what method (e.g. vehicle, by foot)? 

• Have you designated shelter-in-place 
rooms in the event of a hazardous material 
spill? 

Plan for People with Additional Needs 
Ensure staff knows how to help guests with 
special needs, including seniors, children 
and people with disabilities. Ensure you 
communicate where the exits are located, 
including ramps and wheelchair accessible 
areas. 
Know How you will Get and Share 
Information 
Contact your local government’s emergency 
management program to find out how it 

will share alerts and instructions during an 
emergency. The most important thing is 
to seek credible sources so you can make 
informed decisions during a disaster. 

It is also critical that you plan for how you 
will communicate information and directions 
to staff and guests so your response is calm 
and orderly.

Train your Staff
Your staff and co-workers are critical to an 
organized response during a disaster. Make 
sure they’re trained in your operation’s 
emergency response procedures. It is also 
critical they are personally prepared and have 
a household emergency plan to keep their 
own families safe. Employees will be more 
resilient knowing how to protect themselves 
at home and work.

Step 3 - Prepare your property 
Store Emergency Water
Water is the most important item to store. 
You will need at least four litres (one gallon) 
of water per person per day.

Stock Emergency Supplies
Stock enough food, water and medical 
supplies for a minimum of three days. A 
week to two weeks is better. Make sure your 
supplies are in easy-to-access locations and 
that all staff know where to find them.

Protect Critical Paperwork
Keep copies of important records such 
as site maps, building plans, insurance 
policies, employee contact information, 
bank records, contact lists and computer 
backups in a waterproof and fireproof 
portable container. You can also utilize cloud 
storage or USB sticks.

Know How to Turn Off Utilities 
Know where your electrical panel, gas and 
water shut-off valves are located and how 
to turn them off. 
IMPORTANT: If you suspect a gas leak, 
ensure staff know how to turn off the valves.

Sheltering-in-Place
For some emergencies, such as hazardous 
material spills, it may be safest to stay inside 
your facility. This is called sheltering-in-place. 
Be ready for this possibility by pre-identifying 
shelter-in-place rooms and making sure 
they have plastic sheeting and duct tape for 
sealing cracks around windows and doors.

Secure your Space 
If your operation is located in an earthquake 
zone, secure pictures, furniture and other 
items that can topple over or be displaced 
by shaking. For flood prone areas, keep 
important documents and equipment off 
the floor so they don’t get wet.

Step 4 - Practice your plan 
Review and practice your plan with your 
entire team at least twice annually to 
ensure everyone is familiar with processes, 
procedures, available resources, evacuation 
routes and other relevant details. You may 
have additional considerations based on the 
size and location of your operation, such as: 
Are there enough staff to assist with the 
evacuation of all guests and customers? 
Is additional help from police, fire or other 
emergency personnel required?

For more comprehensive information, 
refer to the PreparedBC: Emergency Plan 
for Tourism Operators at www.gov.bc.ca/
PreparedBC. 
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10 Smart Ways to Promote 
your Property

Innovative 

Marketing
by Joanne Sasvari
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There’s no question the hospitality industry is a competitive one. It’s not 
enough for a property to have attentive service, comfortable beds and a rock 

star chef. It also has to get the word out–and make that message heard. That 
means being both innovative and strategic in how you market your property. Here 

are 10 smart ways to do just that.
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Know your Niche (and theirs)
A property’s brand is more than its logo. Think of it as your hotel’s 
identity, suggests the British online publication Journey. It should be a 
cohesive, consistent message across all channels, from your property’s 
Facebook page to your staff training. It should also reflect and express 
your own unique niche. One clever way to do this is with original, local 
art: Vancouver’s Listel Hotel, with its contemporary cool artworks, and 
Skwachays Lodge, with pieces by First Nations artists, both do this with 
dramatically different results.

A brand should also convey a unique and enticing experience, notes 
Udemy.com. In a global marketplace, where there’s a Starbucks on 
every corner, consumers crave unique experiences. Hotels can cater 
to that desire by personalizing the experience with social happy hours, 
yoga classes, or carefully chosen room amenities.

Fight Airbnb
Don’t underestimate the impact that the home-sharing service Airbnb 
has had on the hospitality industry. It now offers some two million rooms 
in 34,000 cities, and that probably includes yours. The e-commerce 
site Slice reports that Airbnb’s revenues soared by 89% between 
July 2015 and July 2016, earning nearly an estimated US $1.7 billion in 
revenue, and Fortune magazine anticipates that its profits will top US 
$3 billion by 2020. 

A property can beat Airbnb at its game by emphasizing authenticity 
and service. Personalized experiences go a long way with younger 
visitors, and attentive service with older ones, especially business 
travellers who demand a reliable, secure and easy experience, with 
amenities like 24-hour concierge. 

Encourage guests to shoot quirky videos 
and post them online for a small reward.

Reward Loyalty
Even small properties can benefit from implementing a loyalty 
program–in fact, research shows that these are the ones that can 
benefit the most.

Studies also show that hotel loyalty programs are a key deciding 
factor for as many as 80% of guests. Yet as many as 40% of members 
never redeem their rewards, which is a loss for both hotels and guests. 
Hotel Business Review suggests that one of the most effective formats 
for loyalty programs is a ladder system, which offers benefits for all 
guests with rewards improving as points accumulate. That program 
needs to be online and mobile, making it easy for guests to check their 
balance and redeem rewards. Hilton, Hyatt, and Marriott are three 
industry leaders that constantly and cleverly upgrade their reward 
program apps. 

Look Great Online
If you don’t have professionally shot, up-to-date photos of your property, 
you are almost certainly losing business. Many travellers simply won’t 
book a room they can’t see. Give them a virtual tour though, and you 
can easily tempt them into your property. Those photos should be 
shared on social media, made available to travel writers and bloggers, 
and posted on TripAdvisor. Video is also a terrific tool for creating 
consumer engagement; it’s the most watched medium on Facebook 
and is a powerful search tool on Youtube. Encourage guests to shoot 
quirky videos and post them online for a small reward.

TripAdvisor
The website Hospitality.net reports that 60% of American travellers 
consult TripAdvisor before booking a hotel. That means improving 
your ranking is a very good idea; increasing your rating by just one 
point improves the likelihood of a guest selecting your property by 14%.
How can you do this? Think quantity, quality and recency. To start with, 
hoteliers should fill out the property’s profile completely, including as 
many photos as possible. They should also respond immediately to 
negative comments. [See “When Good Buzz Goes Bad” on page 5] 
Most importantly, they should develop a strategy to elicit new, positive 
reviews. One way to do this is by posting a simple line on business 
cards, e-mails or your website politely asking guests to review them 
on TripAdvisor.

Courtesy of Listel Hotel

Courtesy of Skwachays Lodge 
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Get Social
Social media is a platform that can directly reach millions of readers, 
but also has plenty of potential pitfalls. You can’t control what others 
say on social media. You can only control how you use it. Appointing 
an employee “ambassador” is one good way to do this, suggests 
Entrepreneur magazine. Social media can also be a remarkably effective 
advertising tool, especially if you “remark” or “retarget” your guests. 
Simply apply a code to the back end of your website to track visitors so 
ads for your property will follow them to other sites such as Facebook. 

Social media can also be a 
remarkably effective advertising 

tool, especially if you “remark” or 
“retarget” your guests.

Courtesy of Skwachays Lodge 

Tell your Story
Where properties once relied on travel writers to define their narrative, 
now hoteliers can tell their own tales through content marketing. This 
could be through their website or social media platforms; it could be 
a blog; or it could even be a custom content ad buy in a magazine. 

Key to making it work is creating enticing original content that 
reflects the property’s brand. Four Seasons, for instance, produces 
gorgeous regular content for its luxe in-house magazine, telling the 
story of its destinations and lifestyle. But even a simple blog can do 
the trick. Udemy reports that an updated blog can increase web traffic 
and increase your website’s visibility to search engines.

Connect with the News
When exciting world events or cultural phenomena occur, it’s a perfect 
opportunity to create a memorable guest experience. For instance, 
as the hit TV series Downton Abbey came to a close, the Fairmont 
Hotel Vancouver hosted a special high tea, with special guest Lady 
Carnarvon, owner of Highclere Castle where the BBC series is shot. 
She then travelled to Victoria where the Oak Bay Beach Hotel featured 
a screening of the final episode. Similar events can be designed around 
sporting events such as the Olympics or World Cup as well as the 
Oscars, theatrical productions, and celebrity weddings.

Build Helpful Relationships
One of the best ways to market your property is to have your local 
tourism board or chamber of commerce do it for you. It may cost a 
small fee to join a destination marketing organization, but it can pay 
big dividends. For instance, when Tourism Vancouver holds its annual 
Dine Out festival in January, its partner hotels are heavily promoted, 
putting heads in beds at a traditionally slow time of year. DMOs can 
also drive professional travel media to your property, and they in turn 
can spread the world as trusted sources of information. 

Don’t Forget the Basics 
No matter how razzle-dazzle your marketing strategy, you will continue 
to lose opportunities if you don’t also take care of the basics.

And that means taking care of your website. Is it up to date? Can 
guests book directly from it? Does it offer special deals? Does it show 
up in local search results? Is the site easy to navigate? Does it include 
testimonials? Is it mobile friendly? Is it fast enough? 

Finally, does your landing page deliver? Most customers will only 
stay on the landing page a few seconds, so its content needs to convey 
everything they need to know about what type of property it is and who 
it caters to, in a very impactful way.

http://www.restwell.com
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While consumer and commercial TVs look 
similar, there are many differences that 
can benefit your business and guest’s 
experience. Following are comparisons of LG 
TV features in the consumer and commercial 
brackets. The durability and higher spec 
components such as power supply, mother 
board as well as LED and OLED modules are 
readily tested and built for the wear and tear 
of hotel and commercial use.

The added comprehensive 2-year warranty 
with an optional 3- or 5-year swap program 
certainly differentiates commercial vs. 
consumer TVs. In most cases, an authorized 

service center would be only a few miles from 
the commercial building or hotel.

All commercial TVs come with a public 
display mode, which will provide the ease 
to program your TV to prevent unwanted 
changes to your TV’s settings by the public, 
such as the TV turning on to a specified 
channel, volume settings, restricted access 
to the TV (block IR, buttons on main unit, etc), 
and shut-off/turn-on scheduling. 

You have the ability to use USB or a server 
with a commercial TV to copy settings from 
one unit to the next, thereby minimizing the 
install time and expense. Commercial hotel 

by Andrew Chlebus

What are the 
Differences?

Commercial 
vs. Consumer 
TVs

TVs have pay-per-view (PPV) compatibility 
(Sonifi, Guestek, World Cinema) via Pro:Idiom 
and b-LAN. A Pro:Idiom Chip is necessary 
to receive HDTV PPV movies and premium 
HDTV channels without the need of an 
expensive and cumbersome box. MPEG4 is 
necessary to receive new HDTV free-to-guest 
programming.  

On commercial TVs you can set LED 
to lock in widescreen 16:9 or standard 4:3 
mode. You can also label channels with 
specific network labels regardless of your 
location in Canada.
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Doug Forseth, the Hyatt Regency’s general manager, offers some 
practical tips that provide insight into the little things that are so 
important for guests.
6. Ensure clear TV reception. Guests spend a fair amount of 
time watching television, and poor audio/video will leave a lasting 
unfavourable impression. Quality TV reception will go a long way to 
keep guests happy.
7. Keep driveways clean. This goes for parking lots. Regular scrutiny 
is needed to maintain a neat and orderly condition.
8. It’s a small thing – but, don’t allow clutter in the hallways. Quickly 
collect room-service trays. They are ugly to look at and easy to trip over.
9. Pay attention to your bathrooms. As with TV reception, guests 
may judge a property by its bathrooms. Watch for cleanliness, and 
make sure the tile grout isn’t stained and dirty. Clean the tilework and 
re-grout on a regular basis.

R.I. “Bobbi” Fox, who along with Larry Hansen runs Hanfox Hospitality 
Consultants of Revelstoke, offers the following suggestions.
10. Provide an interesting array of room amenities. Use imagination 
in choosing the standard amenities such as shampoo, soaps, lotions, and 

20 Economical 
Ways to Spruce 
up your Property
As much as things change over time, they stay the same. As 
BCHA celebrates its 100th anniversary, we’re taking a look 
back at old issues of the BCHA’s magazine to see what was 
newsworthy decades ago. This article was published in the 
February/March 1990 issue of BC & Yukon Hotelier. These tips 
are as valid today as they were back in 1990.

What to do?
Your property may need some improvements, ranging from a few 
cosmetics to a major facelift.

You hear more and more about some large hotels undergoing 
multi-million-dollar renovations. One of the more high-profile 
properties currently updating is the Hyatt Regency Vancouver, 
which expects to spend $11 million plus, renovating its 634 guest 
rooms and 10 deluxe suites. 

But many hoteliers don’t have the funds, or the expected return, 
to warrant grand-scale renovations. Of course, there’s the normal 
cycle for soft and hard renovations that most properties must finance 
to stay competitive, but what to do when your property needs some 
“oomph” – some sprucing up that won’t make a dent in the budget?

Here’s a handy list of 20 economical ways to update your property. 
Some are just plain common sense that will act as reminders; others 
are novel ideas that are easy to put into practice.

Interior designer William Hethrington of Denver, Colorado – currently 
working on the Hyatt Regency – demonstrates his esthetic viewpoint 
in providing these five ideas:
 1. Lease a variety of plants. By leasing indoor or outdoor plants, you 
have the beauty of greenery with low maintenance, as most leasing 
companies keep their products up. And you can add to or change the 
plants at a nominal fee, for an immediate, pleasing result.
 2. Pay attention to “hot spots.” Take a well-travelled but boring 
corridor or an elevator waiting area and arrange an interesting grouping 
of furniture. These “hot spots” can provide an aura of elegance.
3. Change the paint. Lighten colours on walls, ceilings, and doors and 
you’ll be pleased with the immediate results. You may opt to repaint 
only some key public areas. A new coat of paint will work wonders 
anywhere and anytime.
4. Improve ceiling light. Where applicable, increase the wattage in 
ceiling lights from 40 watts to 100-plus watts. The feeling of cheery 
brightness will overrule any possible illumination of problem areas 
(perhaps you should do both points three and four).
5. Use accessories. If you aren’t ready to replace a faded sofa or chair, 
add bright throw pillows.  Cover up scratched or worn furniture with 
colourful, conceptual magazines such as Vogue, Architectural Design, 
and even Sports Illustrated. 

by Catherine Murphy

Doug, Forseth, the Hyatt Regency’s general manager, during 
renovations to his own property in the spring of 1990: “Don’t 
forget the little things.” Photo courtesy of P. Tanner.
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pens and writing pads. Include in-room coffee 
service, be it a brewing machine or simply a 
kettle, cups and packages of coffee and tea.
11. Train your staff. This goes without saying, 
of course. But you can instill an attitude that 
you want conveyed to the public. Setting goals 
for guest relations will give the staff direction. 
Remember, happy staff means happy guests. 
Don’t rush training and orientation. Time 
and money spent on training will save you 
money in the long run. Ensure that your staff 
complements your property.
12. Obtain used products from other 
operators. What’s used to them will be 
new to you. When others are upgrading 
their properties, they will gladly part with 
bedspreads and linens for a nominal fee. 
These items may be of far better quality than 
existing items in your property.
13. Purchase large bath towels (don’t skimp!) 
from wholesalers at a reduced price if you 
don’t mind damaged merchandise. This 
damage is often minor and not noticeable. 
And remember, both you and your guests 
enjoy the large bath towels.
14. Prioritize. If you want to renovate 
but can’t afford a large-scale project, Fox 

suggests closing a favourite room to renovate 
first, creating a deluxe room and a rate 
separation from the standard rooms. The 
revenue then can go toward redoing the next 
room and so on down the line.

Other experts in the hospitality industry have 
contributed these economical suggestions:
15. Improve your bedding. This is perhaps 
one of the wisest investments. Guests 
demand a good night’s sleep; if they don’t get 
it, they’ll likely not return. Don’t chintz on the 
mattress. Think how important a comfortable 
night’s sleep is to you!
16. Promote local artists’ works. Adorn 
your public areas with visual delights which 
attract both visitors and patrons. You create 
awareness for both your property and the 
artists. Of course, you can purchase several 
pieces of art for your property, but displaying 
works of art from the community is a novel 
and less costly idea.
17. Purchase a showpiece item. Scour 
antique and novelty stores for a piece of 
furniture or display item (be it a barber’s chair, 
old solid-wood bar counter or old filling station 
pump) that provides a focal point in the lobby, 

restaurant, lounge or other public area.
18. Update your staff uniforms. Designer 
fashions are expensive, but by simply 
cho o sing colour  combinations  and 
accessories for frontline staff apparel, you 
can set the tone (upbeat or elegant) for your 
property. Trade in the traditional dark colours 
for a bright look.
19. Change the menu. A property’s eatery can 
undergo a variety of changes from complete 
renovation to a few minor alterations. A 
novel idea is to start by reprinting the menu. 
A brighter, glossier menu helps to boost a 
guest’s confidence in a restaurant. Of course 
you can actually change the menu items to 
reflect the latest eating trends (like an oyster 
bar or Cajun-style appetizers). But snappy 
printed material makes a first impression.
20. Change your carpeting. Yes, by replacing 
solid-coloured carpets in key areas with 
patterned ones, you acknowledge the fashion 
trend of the ‘90’s. A floral or geometric-
patterned carpet is a warmer, brighter 
greeting for the guests.

http://www.BCHotelAssociation.com
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Focus for any organization is important. It gives workers distinct goals 
and offers the opportunity for clear messaging to those outside the 
organization. The BCHF does one thing: it raises money to support 
workers in the hospitality industry that need it most. That money 
provides financial support for workers with health-related conditions.

The BCHF has supported 13 new beneficiaries so far in 2017, 
including five from the hotel industry alone. Those five include 
Sherry Vulcan (Vista 18, Victoria), Tim Boesenkool (Hilton Doubletree, 
Victoria), Michael Scott (Pinnacle Hotel, North Vancouver), Manuel 
Moreno (Four Seasons, Whistler), and Ellen Phillipson, (Westin Bear 
Mountain Resort, Victoria).

Ellen’s story is inspiring, showcasing a full circle of support that 
flows around and through the BCHF.

In 2011, a Bear Mountain employee named Kevin Ng was diagnosed 
with cancer, reached out to the BCHF for support, and was approved. 
This assistance inspired the resort to find a way to help others in 
similar situations, leading to the launch of a volunteer payroll deduction 
program on behalf of the BCHF, one that Ellen herself contributed to. 
This past April, the resort donated more than $12,000 to the Foundation, 
the incredible result of just one year of employee contributions. When 
Ellen herself was diagnosed with cancer in January, she was also able 
to receive support from the BCHF.

“The support of those in our industry on Vancouver Island has been 
outstanding,” said Rowena Veylan, executive director of the BCHF. 
“The Island has a sense of community, where people stay connected 
and help each other.”

Ellen Phillipson, Housekeeper, Westin Bear Mountain Resort

Jennifer Burgin, human resources manager at the resort went further 
to say, “It was so special [the way] that everyone took a little piece 
of their paycheque and put it towards this cheque. The fact that the 
Foundation was then able to help Ellen was pretty amazing.” 

How can you support the Foundation and your colleagues in the 
industry? Visit bchospitalityfoundation.com to learn more.
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