ZERO-BASED
Budgeting

REBUILDING
Guest Confidence

RECOVERING
after Covid-19

BC Hotels Show

PM40026059

Leadership
& Heart
Summer 2020

contents
5
8
14
18

BC Hotels Show Leadership and Heart
Hoteliers have demonstrated the true meaning of hospitality

4
10
21
21
23
23

Zero-based Budgeting
Manage expenses and profits more efficiently

BCHA Report
BCHA Government
Relations Update
Names in News
What’s New?
BCHA Member Engagement
BC Hospitality Foundation

Regional
Feature

Leading the Charge in Guest Safety
Make guests feel safe and staff feel appreciated

12

Tourism Recovery After COVID-19

Prince George

What can hotels do to create their path to recovery?
Cover photo courtesy of
The Oak Bay Beach Hotel

extras
17
22

Regulars

Back to Work!
Save Money with Energy Saving Opportunities

2019/2020 Board of Directors
200-948 Howe Street,
Vancouver, BC V6Z 1N9
T 604-681-7164 1-800-663-3153
www.bcha.com
@bchotelassoc
@BCHotelAssociation
bchotelassociation

BCHA Team
Ingrid Jarrett
President & CEO

Terry Duzenberry
Manager Member Engagement
Karissa Bourgeault
Executive Assistant & Board Liaison

Executive Committee
Chair - Bryan Pilbeam
Vice Chair - Jonas Melin
Past Chair – John Kearns
Treasurer – David McQuinn
Executive Committee Director – David MacKenzie
Executive Committee Director – Vivek Sharma
President & CEO - Ingrid Jarrett
Lower Mainland
Doug Andrews
John Kearns
David MacKenzie
Jonas Melin
Brian Rohl
Vancouver Island South
Stephen Roughley
Chris Watson

Vancouver Island North
Stewart Instance
Central BC
Brady Beruschi
Bryan Pilbeam
Eastern BC
Vivek Sharma
Barry Zwueste
Northern BC
Angie Eccleston
Eleanor Ryan
At Large
David McQuinn
Ian Powell

PUBLICATIONS MAIL AGREEMENT
NO. 40026059
RETURN UNDELIVERABLE
CANADIAN ADDRESSES TO
CIRCULATION DEPT EMC
PUBLICATIONS
19073 63 AVENUE
SURREY BC V3S 8G7
email: info@emcmarketing.com

InnFocus is published quarterly
by EMC Publications - a division
of EMC Executive Marketing Consultants Inc.
19073 63 Avenue, Surrey, BC, V3S 8G7
t 604-574-4577 1-800-667-0955
info@emcmarketing.com
www.emcmarketing.com
Publisher & Editor: Joyce Hayne
Design & Layout: Krysta Furioso

by Ingrid Jarrett, President & CEO

As the new President & CEO of the BC Hotel Association (BCHA), there
was no way to imagine my first article for InnFocus would be based on
the circumstances we face today. As a hotelier, I have managed my way
through SARS and economic downturns, but nothing this dire. I trust,
however, that my professional experience and our resilient team, will
assist in ensuring the BCHA supports our industry in every way possible.
Our hospitality sector was the first hit, the hardest hit, and it will take
significant time to recover.
The impact of COVID-19 has placed our industry in the eye of the storm.
Strategic plans have been overhauled and revised several times, starting
with what we thought would be another strong year, however, in a matter
of 72 hours we all knew we were in crisis mode. Since the first week
of March, a myriad of “firsts” for our industry have occurred. Instead of
welcoming our domestic and international travellers, searching for that
beautiful British Columbia we are all so proud of, we have been isolated,
working to ensure our businesses survive, and focused on looking
after our families, our employees, our communities, and our health and
wellness. There isn’t a community in the province that has been spared.
During this ever-changing time, we have worked hard on your behalf,
educating, communicating, and advocating with all levels of government
and in collaboration with other associations, which share our advocacy
issues. We have shared information and communication updates with
you more than ever before, as recovery announcements, funding
opportunities, protocols, and best practices are shared, to keep you
apprised of the situation day-by-day. We hope you have found this
helpful. I extend to you my heartfelt appreciation for your kind words and
accolades, for your incredible acts of generosity, kindness and support
for each other, your communities, and for fellow hoteliers. All our efforts
together has shown our relentless pursuit of the access to the relief we
need to survive, and we have been successful on many fronts. That said,
we are not finished yet. We have much work to do, and will continue to
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ensure that you, as the backbone of the economy, have the opportunity
to remain a vital and vibrant part of your local community.
While the industry has experienced insurmountable turmoil, I have
been inspired by the strength of community coming together. We
have heard many encouraging stories about actions you have taken
to support the needs of your employees, your communities, and your
friends and neighbours. From front desk and housekeeping positions
putting themselves in vulnerable positions to support the needs of
at-risk populations, to properties providing their space for frontline
workers or those in need of isolation–even giving their food and goods
to employees who have been laid off-this is beyond heartening. The
efforts of our associate members also need to be recognized. We’ve
seen best practices and protocols for cleaning compiled into guides,
heavy discounting and pro bono services offered to help save properties
money, and updated webinars and guidance on how to navigate
government support.
At the time of writing this, the BCHA team is working tirelessly to
continue our response and advocacy efforts in securing liquidity and
a stimulus package for the accommodation sector, build our recovery
strategy and guide for all properties, and prepare a resiliency plan.
Daily, we are working with industry partners as we collectively pursue
the rebuilding of our industry. This includes advocating with all levels of
government, sharing stories of industry and humanizing the impact, and
communicating the tremendous value that the hotel and accommodation
sectors bring to the BC economy.
The next couple of months will be critical in developing a recovery
plan as we look to rebuild demand and ensure our industry is financially
solvent. A collaborative effort is necessary to ensure we all grow the
business of tourism in a sustainable and profitable way. Innovation and
strategic approaches to rebuilding the business of hospitality will be a
vital component to ensure we continue to thrive.

Courtesy of Pluvio

BC Hotels
Show

Leadership
& Heart

in Challenging
Times
by Joanne Sasvari

Since mid-March, when BC locked down at home, the outlook has
been bleak for the province’s hotels, motels, resorts, and inns. But
even in this season of record low occupancy, there has been some
good news, and that news comes in the form of kindness, generosity,
and reinvention.
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Across BC, properties have opened their doors to first responders and
self-isolating guests. They’ve helped their communities by providing
takeout and delivery. They’ve given shelter to the homeless. They’ve
offered virtual entertainment and helped raise money for those in need.
In short, they’ve demonstrated the true meaning of hospitality.
“It’s great to be able to offer something,” says Darren Simpson, general
manager of Vancouver’s Burrard Hotel. “I wish we could do more.”

Answering a Need
Located as it is across the street from St. Paul’s Hospital, the stylish,
mid-century modern Burrard Hotel has often been a home-away-fromhome for guests visiting patients. But in mid-March, Providence Health
Care, the agency that manages hospital staffing, reached out to Simpson
and asked if their staff could use the property, too, as a place to rest
and recharge.

The Burrard Hotel began offering what
it calls “Relax Rooms” that hospital
employees can use for an hour or two.
And so, the property The Burrard Hotel began offering what it calls
“Relax Rooms” that hospital employees can use for an hour or two
during or after their shift. Many of them live farther away, Simpson
says, “so it’s nice to be able to change and shower, or to rest for half
an hour before getting into their car.” The hotel is also offering overnight
stays at “a nominal rate,” but the Relax Rooms have proven especially
popular. Even better, the hotel has partnered with Toptable Group and
the Vancouver Canucks, who are providing free grab-and-go bagged
lunches for frontline workers using the property.
“The feedback we’ve been getting has been very positive,” Simpson
says. “The notes we’re getting, thanking us, and the conversations they’re
having with the front desk staff, they’re feeling extremely grateful, but
they’re also sharing part of their day with them. Our team feels quite
proud to be part of this.”
The Burrard isn’t the only property offering rooms to frontline workers.
The brand-new Element Vancouver Metrotown in Burnaby, operated by
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Marriott’s Westin division, has opened all 169 of its rooms to Fraser Health
Authority hospital workers for free, with the developer, Bosa Properties,
covering costs.
Meanwhile, other hotels are sheltering those who would otherwise be
living in high-risk urban tent cities. In late April, the provincial government
announced that it would relocate more than 1,000 homeless people

into vacant hotel rooms by May 9. The hotels
have not been named, but include eight in
Vancouver, five in Victoria, and several others
across the province.
As Simpson says, “We’re here to support
the real heroes of this.”

Helping the Hotels
Hotels may be helping others, but they also
need some help, and that’s where suppliers
like Ecolab are stepping up.
Ecolab, an American global provider of
water, hygiene and energy technologies,
announced two relief measures to assist
hotels: one is to waive rental fees for 90
days for equipment such as dish machines
and glass washers; the other is to suspend
monthly billing for hotel clients with pools and
spa services until pools can reopen.

Supporting the Community
Home to some of Canada’s most awardwinning bartenders and a lively lounge scene,
Vancouver’s Fairmont Pacific Rim has pivoted
to home delivery of food and cocktail kits, a
weekly online cocktail party with live music,
and a fundraising initiative to support local
musicians with a Go Fund Me campaign.

“Fairmont Pacific Rim introduced the
Sounds of The Lobby Lounge as a platform
to connect and engage with our guests,
bring a piece of our hotel to their home, and
support our local music community who have
been deeply impacted,” says Jens Moesker,
Regional Vice President & General Manager.
“The Lobby Lounge cocktails and live music
are beloved, and dearly missed by our guests,
and through a weekly broadcast on Facebook,
the public can interact with our bartenders
through cocktail how-to videos and enjoy
live music by artists who traditionally play the
stage at The Lobby Lounge.”
Other hotels–from tiny Pluvio Restaurant +
Rooms in Ucluelet to the sprawling Eldorado
Re sor t in Ke low na – have tur ne d the ir
restaurants into takeout joints. Still others,
like the Prestige Treasure Cove Hotel in Prince
George and Oak Bay Beach Hotel in Victoria,
are helping fill gaps in the food-supply chain
by offering temporary grocery delivery.
As events escalated in March, Oak Bay
Beach Hotel General Manager Madone Pelan
realized that the property couldn’t offer rooms
to frontline workers or self-isolating guests
because it was too high a risk to people living
in the private residential units, as well as the

high number of seniors who live nearby. She
also realized that many of those seniors were
confined to their home without easy access
to food.
“We just saw our community, who are so
vulnerable, looking for essential things,” Pelan
says. “It’s what drove our idea to do home
delivery.”
In 48 hours, Oak Bay Beach Hotel revised
its online gift shop to offer 130 grocery items
through free, contactless next-day delivery.
The initiative isn’t making the hotel any
money–“We didn’t want to position it as a
sell; it’s a service,” says Pelan, who calls it
“leadership from the heart”–but it’s had other
benefits. It has boosted morale, provided a
much-needed service to its community, and
allowed the hotel to retain staff who would
otherwise have been laid off.
“It paid for itself,” Pelan says. “It’s doing
exactly what we hoped it would do.”
Now Pelan is looking at the recovery, and
their next reinvention.
“It’s quiet. You’d think you’d have all this time
to plan and plot for the grand re-opening,”
she says. “But it’s not going to be a grand
re-opening. It’s going to be slow and gradual,
and I have 18 different variations about how
it could go.”
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Zero-based
Budgeting
by David Lund

To manage profits more efficiently in the hospitality industry, there are
only two main cost types that need a system and a strategy to properly
control them. The two culprits are payroll and expenses. In this article,
the focus will be on expenses, namely a process for establishing and
managing your expenses on an ongoing basis, in real-time, using a
zero base.
With the recent tsunami we have all experienced, hotels need to take
a different approach to business. We can look back and see 10 solid
years of really good business, but the next few years are going to be
a very different ball game. With this in mind, you need a plan that will
give you more control over your expenses. Let me introduce you to the
star of the show, zero.
Zero-based expenses are nothing new. Here is the definition from
Wikipedia:
•
Zero-based budgeting originated in the 1970s. Many businesses
will budget and plan out things to maintain financials. In the past,
businesses would only look at specific things and would assume
that everything is already in place and does not need to be
double-checked. However, in zero-based budgeting, everything
that is to be budgeted needs to be approved. Since zero-based
budgeting requires approval for budgeting, this means that
budgets are started from a zero-base, with a fresh decision on
everything being made every year.
In hotels, we find the zero base very hard to establish but, in my
experience, it’s just the opposite. It’s actually easy to find and define
the detail, but it competes with the other business constituents, the
guests and the colleagues. Both of its competitors have voices and they
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can speak, so, unfortunately, the expenses in many instances take a
perpetual back seat. What this means is that hotels operate without a
concrete plan when it comes to managing their expenses.
Oddly enough this is alright for most hotel managers, but owners have
a very different view. Managers are interested in keeping things fluid and
smooth. This means department managers can operate with a certain
amount of flexibility and their spending reflects this. After all, when the
top line is coming in, the volume can hide a multitude of sins. At least
that’s the case until the customers slow down or, like now, the phone
stops ringing and we need to re-set then we need help. When the hotel
chooses to make the effort to control their expenses, the system they
need to use is the tried and true zero base.

Establishing the Zero Base by Department
In order to establish a zero base, you need to do some homework–
nothing too complicated, but it requires focus and some discipline. When
this is required, all too often the task of getting the detail is left to a junior
staff member. This is a mistake. Teaching them the system, once it’s
established, is a good idea, but getting this process working and right
requires an individual who can organize and allocate resources within
their department, and that means they need to be seasoned.
Start by creating a list for each General Ledger account in complete
detail. The best way to do this is to run the line-by-line from each account
for the prior 12 months. Once you know the vendors, you then pull the
corresponding invoices and record the items purchased, the quantities,
and the unit price. This is not rocket science, but there is no other way.
You need to do the work.

Once this is done, you have your detail and now it’s time to plan.
What are the parameters of your expense budget or historical cost for
this expense line? From your research and your knowledge of how your
department operates, what do you need to include in your forecast?
Make your plan and include all the items, the price, and the quantity.
Taking into account the forecasted occupancy or cover counts for rooms
or F&B, and for non-operating departments, it’s total revenue you want
to measure your expenses against.
From the forecast of each line, you now have the departmental total
expense forecast for the month in front of you. Submit the totals for
each line to the finance leaders and they will consolidate
your data with all the other departments. When this is
done, it’s inevitably too many dollars of expense and
this is the pivot point and the most important part of
the exercise so far.
You may be asked to reduce your department’s
expenses by a dollar value–say a $5,000 reduction is
requested. Now you have a list to look at and you get to
decide what you can live without next month. Remove
these items from your forecast detail and retain a copy
of what was axed.

science, it’s just being organized and having a list. With that list, you’re
going to know what you need, what to order, and if need be, what to
trim. Without it, you’re sunk.
David Lund is The Hotel Financial Coach, a hospitality financial leadership
pioneer. He has held positions as Regional Controller, Corporate Director,
and Hotel Manager with an international brand for over 30 years. David
is a CHAE through HFTP and a Certified Professional Coach. He can
be reached at david@hotelfinancialcoach.com.

Ordering Supplies
Now you have the detail to support the forecasted
expenses and it’s time to start ordering your supplies.
This is another critical junction because you want to
ensure your spending is keeping with the revenue
projections. In most hotels, you book a significant
portion of your revenues in the room’s area “in the
month–for the month.” You need to order in one or
two-week installments allowing the ability to reduce or
even increase quantities needed based on the pickup.
This is what you do the zero-based work for–the ability
to flex your spending based on revenues, allowing your
department to manage its flow through.
If the forecast was for 75% occupancy and a rate
of $150 and the projection on the 15th of the month is
70% and $145, you need to adjust your ordering and
expenses to compensate for the drop in revenues. If
you don’t have your detailed list, you’re sunk and you
have no way of knowing what to trim.

How the System Works
As an example of how zero-based expense planning
works, look at the example of a household grocery
shopping outing. If I send you to the store with $200
and ask you to buy some groceries, you will spend the
$200 and come home with lots of interesting things.
On the other hand, if I send you to the store with the
same cash and a shopping list, you will come home
with what’s on the list. Now the pivot. I only have $180
this week, so I send you to the store with the same list
and I ask you to decide what we can live without this
week. Now we have a chance to get what we really
need for groceries given our revised forecast.
Your hotel departmental expenses control and
your zero-based system are the same. It’s not rocket
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by Ingrid Jarrett

BCHA Government Relations Update
Each quarter we update you on the BC Hotel Association’s (BCHA)
government relations and advocacy efforts, which have historically been
short-term rentals and labour shortages to name two. However, as of
the end of February, the world has changed. Overnight, the industry’s
priorities shifted and we needed to work quickly to understand the
impact and urgent support required by our sector, and to clearly
communicate to governments, so they understood what was required
to protect the very vitality of our industry.
Understanding the impact of COVID-19 was urgent, we had to ensure
we were at the table federally, provincially, and regionally to protect the
very solvency of our industry in BC. We surveyed our members and
the entire industry, collaborated with our industry partners, met weekly
with governments and the provinces across Canada as well as the Hotel
Association of Canada (HAC).
Your responses and communications to our surveys allowed our small
but mighty team to clearly define the impact, and what you needed
the most. This ensured that governments understood the fragility and
liquidity needs of our industry as a result of COVID-19. The second
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week of March, we witnessed 80% of leisure bookings disappear in the
province, with the corporate and group/conference bookings cancelling
the following week. A state of emergency was declared, and with much
consultation and advocacy, hotels were declared an essential service,
which allowed hoteliers to determine if they would stay open or close.
Hotels were conducting temporary layoffs followed by mass layoffs, with
some hotels closing their doors immediately.
The BCHA moved quickly to understand the industry’s top needs–it
was vital to regularly continue the collection of data to quantify the
impact specific to our sector. With the data becoming obsolete overnight
as the crisis evolved, we needed to consolidate and develop a fluid
government relations strategy to help address the urgent needs of our
sector. We collaborated with likeminded sectors including TIABC, ABLE
BC, Restaurants Canada, the BC Chamber of Commerce, the Greater
Vancouver Board of Trade, BC Business Council, BCDMOA and the
Regional Secretariat, to ensure our industries were provided the relief
measures needed to stay solvent.
Every day we have continued to be in communication with all levels of
government, our key partners and industry stakeholders to drive change

and advocate for immediate relief. Since COVID-19 hit, your BCHA
team has been working non-stop on your behalf to communicate the
daily impact to industry, and to demand action for the accommodation
sector, which includes:
1. Liquidity
a. Fiscal Relief
b. Tax Relief
c. Non-interest Business Loans
d. Rent Relief
e. Utility Relief
2. Employment
a. EI-Waive Waiting Period
b. EI for Business Owners
c. 75% Wage Payment
d. Extend 13-Week Temporary Layoff Limit
3. Recovery
a. Recovery Fund
b. Fiscal Relief
c. Work Share Program
d. Access to Labour
To support the needs of hoteliers across the province, the BCHA
joined six committees and workforces (the Canadian Hotel and Lodging
Association board with the provinces across Canada, Executive
Leadership Council of Canada, on the board representing BC for the
Hotel Association of Canada, Metro Vancouver Response and Recovery
Task Force, BC Regional Secretariat, BC Business Council), sent letters
to Ministers provincially and federally to ensure the needs of our industry
in BC were understood and acted upon, and activated a provincial media
campaign to communicate our message broadly and with impact, which
has resulted in +60 pieces of coverage and +90M media impressions at
the time of writing. These efforts have resulted in the following program
implementations and relief efforts thus far:
• Individuals
- Waived EI wait time
- CERB
- Rent freeze
- Waive MSP wait period
- Provincial rental support
- Seasonal workers support
- Student employment flexibility
• Businesses
- Interest free loans (CEBA)
- GST/PST relief
- 75% wage subsidy (CEWS)
- BC Hydro relief
- Mortgage deferral
- CDB & EDC cash flow support (BCAP)
- Work sharing program
- Commercial rent assistance (CECRA)

The BCHA will continue to pursue financial aid, which includes loan
forgiveness, not just additional debt. Now more than ever, it is important
for us to persist in securing a recovery stimulus package for industry. The
timeline for recovery is unknown, what we do know, is it is increasingly
important to ensure long-term sustainability of our industry, which means
relief is needed, not deferring of debt.
Currently, as we look to recovery, we are working in partnership with
industry and sector partners to educate and communicate the develop
best practices and protocols for operational excellence to reopen
businesses when the time is right. The path forward is unknown, we
do know that our industry is resilient and ready to respond as soon as
the government directs businesses to reopen and therefore be on the
path to recovery. BCHA has developed education programming, and
will continue to provide cost savings, efficiencies, and opportunities to
operate in the new norm in different ways.
We would like to thank all of the hoteliers who so generously supported
their employees, their communities, first responders, essential services,
the most vulnerable, returning Canadians, seasonal workers, and other
accommodation needs during this pandemic. Your generosity and
commitment to provide safety and shelter has been heartwarming.
Thank you so very much.
We encourage industry to continue to send us your stories, your
needs, to vocalize the impact, and to reach out to our team at any time.
We are here to support you.
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Prince
George
by Joanne Sasvari

City on the Edge of Nature
It was a close call. But even with a heavy-hitter endorsement from
the rock band KISS, Mr. PG narrowly lost to the Coombs Rooftop
Goats in a Twitter competition for the title of BC’s greatest
roadside attraction.
No matter. The residents of this northern city know they have
something special even without the recognition.
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“What attracted me to Prince George is that you
have this vibrant city on the edge of nature,” says
Tracey McBride, CEO of Tourism Prince George. “I
love the fact that you are surrounded by nature, with
the forests and the confluence of two rivers.”
She firmly believes that when tourism rebounds, Prince
George will be ideally situated to attract visitors seeking
nature, wellness, and “those bigger adventures.” After all,
she says, “We are the base camp of the north. We are that
gateway to the Yukon, Alaska, and Northern Alberta. When
we’re ready for recovery, our brand is really strong.”
Prince George is a city of nearly 90,000 people, located
at the confluence of the Fraser and Nechako Rivers, and the
crossroads of Highways 16 and 97. Long home to the Lheidli
T’enneh First Nation, its modern history dates to 1807 and the
establishment of the Fort George fur-trading post. For most of the
20th century, the city’s main industry was forestry. In recent years it
has become a major service centre, a regional hub for transportation,
trade, government, healthcare, and education, notably the University
of Northern British Columbia.
Prince George also has a vibrant art scene with an orchestra, art
gallery, and performance theatre as well as The Exploration Place
Museum and Science Centre. And then there’s the casino at the Prestige
Treasure Cove Hotel, which made headlines in 2019 when it offered a prize
package on the CBS TV game show The Price is Right.
“I was blown away by a community of this size to have all that culture,”
McBride says, adding, “A lot of people will visit, and then they come back
to stay.”

All those attractions are increasing the need for visitor accommodation.
That’s why McBride is excited to see two brand new properties opening
this summer, Hyatt Place downtown and Best Western Plus on Highway
16.
“It’s very exciting,” says Catherine Burke, manager of the Best Western
Plus. “I can see us with people coming in from out west to do some
shopping, families, and sports teams. We are definitely anticipating a
real mix of people.”
The property has 118 guest rooms, most of them the standard two
queen or one king, but with options for bigger groups, including a VIP
suite with a full kitchen. “And we have two lofts, which are really fun,”
Burke adds. “There are definitely some options there for a girls’ night
out or grandparents with kids.” The hotel also has a meeting space,
restaurant, outdoor patio, and swimming pool.
Since Burke moved here two years ago from Vancouver, she has come
to appreciate the city’s golf courses, hiking trails, and lakes. “I love it, I
really do,” she says. “Prince George is a big city, but it’s a small city. It
has everything you need and nothing you don’t.”
Along with the new builds, there are, of course, older properties like
the Camelot Court Motel, which opened 60 years ago during the heyday
of the motor hotel. All 68 of its units–which range from single rooms to
one-bedroom family suites with full kitchens–have outside entrances
where guests can just drive up. It also has a saltwater swimming pool
and, says manager Dawnalea Sloan, “We have a wonderful restaurant
that’s been leased to the same people for over 50 years.”
The motel draws its guests from all over the province. “Prince George
is the centre of BC. We have a lot of communities surrounding us,” Sloan
says. “We have a lot of people who come in for medical treatments,
especially if they are pregnant, because we’re just a few blocks from the
hospital. Then there are people just shopping for the weekend.” Some
of them just drop by to visit the motel’s famous residents: “I have three
bulldogs and they live with me on the property,” Sloan says. “People
come in just to see them.”

Located at the corner of 15th Avenue and Highway 97, Camelot Court
is as much a part of the community as Mr. PG himself. The 27-foot-tall
fibreglass and metal town mascot just celebrated his 60th birthday on
May 8, although his party was cancelled due to COVID-19, and held
online instead.
And why not? After all, as McBride says, “It’s unique, it’s fun, it’s part
of our history.”
Before travelling, remember to check the latest information on safe
travelling practices from the provincial government and Destination BC
during COVID-19.
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Courtesy of Accent Inns

Leading the
Charge in

Guest
Safety

What Hotels are Doing to Rebuild
Guest Confidence and Staff Morale.
by Joanne Sasvari

In the wake of COVID-19, what hotels have traditionally offered as “service”–a
welcome glass of wine, a daily room refresh, a nightly mint on the pillow–is giving
way to “care,” for the health and comfort of both staff and guests.
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After all, says Mandy Farmer, the CEO of Accent Inns, “There is no point
in opening if [employees] are not going to feel comfortable coming to
work. And how are customers going to feel coming onto the property?”
Her properties, which include the Hotel Zed boutique hotels, have
stayed open throughout the pandemic and are already operating under
“the new normal.” That means Plexiglass separating guests and clerks
at the front desk, curbside check-in, touchless checkout, and new
technology that allows guests to use their phones to unlock their rooms
so they never have to interact with another person if they don’t want to.
When they check in, guests receive a letter outlining what to expect:
what amenities are closed (hot tubs, gyms, pools, the breakfast room),
the service they’ll receive (grab-and-go breakfasts, fresh towels left
outside the door), and the extraordinary measures being taken to keep
things clean.

We’re going to protect each other
through thick and thin.”
Just as important for making guests feel comfortable is making staff
feel appreciated, too. Communication has been key for that. From the
beginning, they welcomed everyone into a “daily huddle” via Zoom. “The
tone was set. We were allowed to talk about anything and everything,”
says Farmer, who made a point of letting her team see how vulnerable
she herself felt. “We’re reaching out to each and every one and never lost
our morale. We’re going to protect each other through thick and thin.”

They’ve found other ways to lift each other up, too, from providing
grocery gift cards to temporarily laid-off staff to organizing “party
parades” of Hotel Zed’s vintage vehicles to drive by the home of someone
celebrating a birthday.
“It allows us to feel like we’re doing something good,” Farmer says.
Here are some other measures designed to rebuild confidence, among
both staff and guests, across the hotel industry.
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Flexible Booking
Travel is more unpredictable than ever, and as a result, some brands are
taking a more flexible approach to bookings and cancellations. Many
brands–including Hilton Hotels, Hyatt and Marriott Hotels–are waiving
change fees and providing full refunds on any reservations scheduled for
before June 30 (and in some cases, extending that to new reservations,
too), as well as lifting expiration dates on some loyalty program features.

Preventing “Presenteeism”
Where in the past a staffer might choose to show up and tough out a
case of the sniffles, that is no longer acceptable. Coast Hotels is one
chain that has advised its “ambassadors” to stay home if they are feeling
unwell, and, if they start to show any signs of COVID-19 while they are
at work, to immediately don a mask, go home, and contact a doctor.
Meanwhile, if guests are found to be exhibiting symptoms, they will be
immediately asked to self-isolate and see a doctor; any staff they’ve been
in contact with will be sent home for their own protection.

Foodservice is Changing
Buffets will likely see heightened best practices, such as more separation
between guests and employees, plexi glass barriers, and serving staff at
buffets. Many properties are also exploring options like using partitions
in dining rooms, hiring more servers, and enforcing social distancing
in lines–or doing away with the dining room altogether, and delivering
pre-ordered meals to guests’ rooms.
Also gone, at least for now: bowls of apples in the lobby, plates of
fresh-baked cookies at the front desk, wine-and-cheese welcome
receptions, and a nightly chocolate left on the bedside table.

In Public Spaces
In the past, cleaning was done behind the scenes; now it is front and
centre.
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Consider this: Hilton Hotels has formed a partnership with the
Mayo Clinic and the makers of Lysol to launch a program called Hilton
CleanStay with Lysol, which will be mandatory in all its 6,000-plus
properties. Meanwhile Marriott Hotels recently created a cleanliness
council, which includes infectious disease specialists and an expert
from the cleaning product maker EcoLab, and is reportedly planning
to use ultraviolet light technology, electrostatic sprayers, and hospitalgrade disinfectant to sanitize surfaces in guest rooms and public areas.
Regardless of the brand, guests will see more hand sanitizers, more signs
about social distancing, and more staff wearing masks. Fewer people will
be allowed in tight quarters like elevators. Partitions and plastic shields will
separate guests and clerks at front desks. Handshakes and hugs will be
replaced by no-touch gestures like placing hand over heart. Fewer people
will be in the lobby, and more of them will be wielding spray bottles as they
disinfect high-touch areas like doors, railings, and elevator buttons.

In the Guest Room
Even before the pandemic hit, major hotel brands were introducing
smart features allowing guests to check in and out virtually. The Marriott
Bonvoy or Hilton Honors apps, for instance, let guests know when
their room is ready, allow access to the room from the app, and then
enable them to order room service once they’re in the room. Expect
more properties to adopt these practices so guests and employees can
interact as little as possible.
Another way of reducing that interaction is to have rooms cleaned
less frequently–perhaps not at all during a guest’s stay–but much more
deeply, then leave the room vacant for 2-3 hours between check in and
check out so the virus has time to die.
Guests can also expect to find fewer materials upon which the virus
is believed to linger, such as plastic menus and paper brochures. The
exception, of course, will be all those letters outlining the many, many
steps being taken to protect both guests and staff during this alarming
new normal.

Back
to
Work!
Six Key Considerations as your Employees Return
by go2HR
With the announcement of a phased withdrawal of COVID-19 related
restrictions in the province, businesses are gearing up to restart, or
ramp up, their operations. While hotels have to consider many different
elements, two crucial areas revolve around their employees–how to get
their people back to work and how to keep them safe once they are
back. Here are six key, employee-related considerations as you work
towards reopening or ramping up:

the job tasks that involve employees working closely with other staff or
members of the public, where people tend to congregate, what tools,
equipment, and surfaces people come into contact with, and whether
physical materials, such as invoices, credit cards, and room keys are
exchanged. You should continue to assess the workplace regularly after
operations resume or ramp up, to ensure that any new risks are identified
quickly and appropriately managed.

1. Create a startup (ramp up) plan.

4. Draft or modify existing policies.

As per provincial guidelines issued on May 6, startup will be in phases.
Deciding how much of your business will reopen and when, will be the
ideal starting point for a plan. Based on this, you can decide on the
employees you need to recall-both roles and numbers. You will need
to factor in time for orientation and training that will be needed when
deciding on a recall date. Involve your managers and supervisors in
developing this plan as they may be more familiar with some roles and
responsibilities.

2. Reach out to your employees well before the actual
start date.

Give adequate notice for employees you’re recalling. Some may not
want to come back, or may have fears about returning, and others may
have to make child care arrangements. Contacting employees as early
as you can gives you an opportunity to address these issues and time
to look for new employees if needed. You must also communicate any
return to work protocol at this time, including health questionnaires or
other screening that you intend to put in place at the workplace. It is also
very important to decide on the basis of the recall, especially if you’re not
recalling all employees. Is it going to be by seniority, individual roles, or
other factors? Human rights, privacy and other applicable employment
legislation should be considered while making these decisions.

3. Develop a plan to reduce the risk of exposure.

All businesses must think about the risks in their workplace and take
steps to control them, including conducting a risk assessment and
creating safe work procedures. With reference to COVID-19, employers
must assess the workplace carefully in order to identify places where
the risk of COVID-19 transmission may be introduced. There are
many routine situations where staff members will have contact with
customers, coworkers, and the physical environment itself (surfaces,
doors, equipment etc.). Although this has always been the case,
these encounters could now give rise to contact with COVID-19, if not
adequately controlled.
When assessing the risks in your workplace, it is important to involve
workers, supervisors, and joint health and safety committee members
in the process, as they will be knowledgeable about the work being
performed. Some employees may have concerns about returning to
work and, by involving them in the process, you will have the opportunity
to demonstrate how you are addressing their worries.
The virus that causes COVID-19 spreads in several ways, including
through droplets when a person coughs or sneezes, or from touching a
contaminated surface before touching the face. Therefore, think about

You particularly need to review policies related to absence from work,
sick leave, reporting procedures, and bullying and harassment. It
is important to review your existing policies and make adjustments,
where necessary, to reflect any changes that apply to managing the
potential impact of COVID-19. Clearly communicate the details of your
policies to your employees and make sure they understand their sick
leave entitlement and your expectations, particularly when it comes to
recognizing and reporting potential coronavirus symptoms. Be sensitive
when dealing with employees who may have COVID-19 symptoms,
reiterate your bullying and harassment policy, and make it clear that
such behaviour will not be tolerated in the workplace.

5. Take the time to onboard your staff.

Your staff members will require reorientation training after being away from
the workplace and new, seasonal employees will require onboarding.
This is a great opportunity to remind your team about your health and
safety related policies and procedures as well as their responsibilities to
follow the workplace rules and report hazards. You may be introducing
some controls for the first time, including enhanced cleaning and
personal hygiene protocols as well as procedures for physical distancing
and requirements around wearing personal protective equipment.
Therefore, take the time to reinforce the importance of health and safety
in your workplace and to communicate any new procedures specific to
the management of COVID-19 transmission so that all employees are
aware of what is expected of them.

6. Be sensitive.

Everybody handles stress differently. Your workers may be affected by
the anxiety and uncertainty created by the COVID-19 outbreak. They
may be dealing with personal issues brought on by the pandemic and
it may take time for them to adjust to going back to work. Appreciate
them for their commitment to your workplace, whether this be in the
form of a flexible work arrangement, for instance, if they are dealing with
childcare or other commitments, or by offering incentives or bonuses.
It is important to remember that mental health is just as important as
physical health, and to take measures to support mental well-being.
Share resources and information with your team and be aware of possible
signs that may indicate they are not coping or need help.
By developing an appropriate plan to ensure you are minimizing the risk
of COVID-19 within your business, you will be well positioned to operate
safely. go2HR offers a range of HR and health and safety resources
related to COVID-19. For more information on restarting operations,
visit www.go2hr.ca.
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Tourism
Recovery
After COVID-19

by Twenty31

Hotel performance in BC noted its eighth consecutive year of RevPAR
growth, reaching $139 in 2019. For the last three years occupancy has
plateaued at just over 70%, while average annual room rate growth has
averaged 5.3% since 2012. Even though the BC lodging industry has reached
peak performance levels, and RevPAR and profitability are at all-time highs,
growth has begun to slow and operating performance appears to be shifting into
a lower gear. From 2014 through 2018, RevPAR growth in the province exceeded
10% annually, while 2019 has noted a much more moderate growth rate of 2.6%.
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A Glimmer of Hope
The COVID-19 pandemic poses an existential threat to the business of
global and national tourism. Tourism has proven, however, to be among
the most resilient industries. With two major global challenges facing
tourism in less than 20 years, SARS in 2003, and the global economic
crash of 2007-2008, tourism recovered, coming back at a record pace.
Recovery, though probable based on history, may be slower, uneven,
and uncertain. And it likely will vary significantly by destination and region
based on their reliance on traditional channel partners themselves facing
major disruption. So, what can Destination Management Organizations
(DMOs) and hotels do now to determine their own path to recovery in
the midst of overwhelming negative news?

Photo by Reuben Krabbe courtesy of Destination BC

Tourism has proven to be among
the most resilient industries.
Back to the Future?
The travel and tourism industry has long relied on a carefully curated
number of channels to support its performance goals. From wooing
airlines and cruise ships with incentives to bring ever more volumes of
passengers, to engaging tour operators and travel agents to package the
destinations for sale to those same customers, to investors to build hotels
and resorts, and to small- and medium-sized businesses to provide the
accommodations, activities, products and experiences–the business
of tourism destination development and management is a complex
and dynamic eco-system. For most destinations, from Canada to the
United Arab Emirates, Australia to Kenya, the focus has been on demand
development–reliant on the theory that if the destination could develop
a strong brand and competitive market position, the destination would

create high volumes of consumer demand enabled by the marketing
machines of corporate partner channels to build the infrastructure
supply. And perhaps because destinations have had success with
this model–after all, 2019 ended after 10 years of record breaking
international tourism growth–early evidence from North Asia suggests
that destinations will turn to their traditional advertising agencies, armed
with millions of dollars in government stimulus, to develop slick and
compelling ad campaigns to bring back tourism demand. But can we
look backward to 2019’s strategies and tactics to guide us in 2021? If we
base those expensive, glossy ad campaigns on a strategy of 2019, will
that messaging fall flat? Will it be an inefficient use of our much-needed
recovery dollars?
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Evidence-Based Strategy Imperative
to Support Advertising & PR to Drive
Recovery
What if these tourism fundamentals are no
longer there? What if the business of tourism
has so profoundly shifted? What if consumer
perceptions and behaviours have evolved?
What if the transportation networks, tour
operators and packages are no longer viable
to return travellers to our destinations; or if
their business models themselves are so
changed that only some destinations see the
return of these traditional channels? If Thomas
Cook, one of the world’s largest integrated
tour operators could go bankrupt in 2019,
a year in which tourism saw record growth,
how will so many other operators manage
business operations and cash flow under a
high volume, low-yield model as the global
economy faces negative growth? The same
might be said for the myriad destinations
almost exclusively reliant on low-cost air
carriers and charter operators responsible
for attracting high volumes of visitors to far
flung destinations for low, low prices. So far,
low-cost carriers and charter operators have
had to enact drastic measures to stay afloat.
Mainstream, legacy airlines are also enacting
similar measures to trim costs and maintain
solvency. Furthermore, if these tour operator
and airline channels emerge from a postCOVID-19 economic crash, which destinations
will they return to and which will they drop as
each will be developing their own strategies
and paths to recovery via their most profitable
options?
And next, the cruise industry, perhaps
the most vilified of networks in the tourism
ind u str y – eve n p r i o r to th e C OV ID -19
pandemic–may not see a rapid return until
they can convince a skittish travelling public
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of their safety, and, inform destinations that
they are seriously implementing health and
environmental policies. Rebuilding trust will be
key. For each of these channels and others,
the success of the global tourism model has
traditionally relied on an endless number of
high volume and lower yield travellers. But can
we continue to rely on this model in recovery?
We are asking these questions because
we fundamentally think that destinations
cannot look to 2019 to guide them to 2021
and beyond. Destinations will be anxious to
demonstrate leadership to their industry and
investors; to allocate their stimulus funds to
develop slick tourism recovery campaigns
to inspire consumers and to bring back their
destinations as quickly as possible. We could
not agree more about the importance of these
priorities, but we also believe strongly that

we need to take the time, now, during the
COVID-19 pandemic, to determine our own
destinations’ vulnerabilities and strengths,
where we are overly reliant on too few
channels, customer types, airline partners or
tour operators, or where we are sufficiently
diversified. And additionally, we need to look
at how we use research and data to make and
implement strategy to support ad campaigns
and event tactics. And importantly, we need
to determine the profile of those most intrepid
travellers who might be the first to return
to travel and support high-yield and more
sustainable recovery.
Twenty31 is an innovation-based management
strategy and research consultancy working
with senior leaders of travel and tourism
organizations to define and build sustainable,
competitive advantage. Visit www.twenty31.org

by Pamela Gray

New BCHA Members

The BC Hotel Association welcomes new
members and associate members:
Access Cash - Richmond
Acsenda School of Management - Vancouver
ALICE – New York
Best Buy Canada - Burnaby
Black Bear Resort Ltd – Port McNeil
Coho Reservations - Vancouver
Comfort Inn & Suites Terrace - Terrace
Culinary Recruitment - Pemberton
Cyberdon Global Connection - Bolton
Elizabeth Lake Lodge - Cranbrook
FlagShip Courier Solution – Pointe-Claire
Global Payments Canada GP - Toronto
GreenStep Solutions Inc. - Kelowna
Hampton Inn and Suites
by Hilton Kelowna Airport - Kelowna
Humpback Inn Ltd. - Port McNeil
Hyatt Place Kelowna - Kelowna
Integral Hospitality Inc - Vancouver
LG Electronics – North York
Nanaimo Hospitality Association - Nanaimo
Naramata Inn - Naramata
Oyo Hotels Canada - Vancouver
Providence Place – Port Hardy
Quad Distribution 2698285 Ont Inc Mississauga
Samsung Canada - Mississauga
Silver Star Club Resort Vance Creek - Vernon
Sonapay Inc - Halifax
St Mary Lake Resort - Salt Spring Island
STR - Hendersonville
Tourism Kelowna - Kelowna
WorldMark Vancouver - The Canadian –
Vancouver

Awards
Congratulations to St. Eugene Resort &
Casino for winning the International Indigenous
Tourism Conference award for Remarkable
Indoor Cultural Experiences. This award
is given for exceptional delivery of cultural
knowledge and guest experience.
Congratulations to all the Vancouver hotels
that received the Forbes Travel Guide 2020
5-Star Award!
Fairmont Pacific Rim
Rosewood Hotel Georgia
Shangri-La Hotel
The Spa by Ivanka Trump
Trump International Hotel & Tower
For a complete list of winners visit:
forbestravelguide.com/award-winners

Indigenous Tourism Award
St. Eugene Golf Resort & Casino
Employees First Award
White Spot Limited
Customer Service Award
Gerald Lafortune, Wicked Wine Tours
Innovation Award
Tourism Kamloops
Remarkable Experience Award
Retallack
Destination Marketing Organization (DMO)
Professional Excellence Award
Tourism Richmond
Accessible Tourism Award
Ogopogo Tours

Appointments

BC Tourism Awards
TIABC Lifetime Achievement Award
Rick Antonson, former president & CEO,
Tourism Vancouver

by Pamela Gray

Krista Bax has been
appointed as CEO of
go2HR–BC’s tourism
human resource
association. Ba x is
poised to lead go2HR
on an exciting new
path forward after the
organization underwent
significant changes last
year. She has more than 20 years of experience
in various strategic leadership roles. Prior
to joining go2HR, she was the Senior Vice
President, Western Canada at Context, a
strategic engagement and communications
firm.
Royce Chwin is
the new President
and CEO of Tourism
Vancouver. Chwin’s
impressive experience
in senior roles at both
federal and provincial
tourism organizations
combined with his Courtesy of coastphoto.com
keen business acumen
from leading teams in
the private sector made him the top choice for
the job. Chwin has been CEO of Travel Alberta
since 2014 and will start his new role with
Tourism Vancouver on July 13.

RHB- RHB Enterprises has sourced products from their Ontario-based
seating manufacturer and has found some wooden chairs that they are
willing to clear out. These are still raw and can be stained and upholstered
according to your specifications. There are over ten styles to choose from
- priced as low as $135 COM. www.rhbenterprisesinc.ca
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Save Money with
Energy Saving
Opportunities
by Dylan Tomlin

Hotels are notoriously high energy consumers, with the bills to prove it.
Many also have aging equipment and old technology, and while most
hotel managers want to save energy, they are so busy ensuring guest
satisfaction that focusing on energy efficiency never hits the top of their
priority list. Limited capital budgets and lack of expertise create additional
barriers to taking full advantage of energy saving opportunities.
However, with utility rates and carbon taxes on the rise, it’s important
that someone is supporting hotels in managing these costs, and with
COVID-19 putting significant pressure on operating budgets, this has
become even more important. That is why the BC Hotel Association
(BCHA) is excited to be entering two new partnerships, with FortisBC
and GreenStep Solutions.
With funding from FortisBC to hire an Energy Analyst, all BCHA
members are now eligible to receive an in-depth energy analysis to
identify cost saving projects. Additionally, through their new partnership
with GreenStep’s EcoFund program, hotels can generate a fund to
pay for these projects, while also receiving expert guidance to support
project prioritization and implementation. With many hotels temporarily
closed or with low occupancy, now is a perfect time to take advantage
of this unique opportunity.
I’ve Had an Energy Audit Done Before, so How is this Different?
This service will complement most other types of energy and
sustainability assessments that hotels may have undertaken in the past,
providing a much more in-depth analysis of energy consumption and
costs, with the primary goal of identifying tens of thousands of dollars
in annual cost savings and utility rebates.
Each assessment will include an analysis of energy costs and
consumption, a technology and equipment inventory and room controls
survey, benchmarking against similar properties across Canada, and a
list of energy saving opportunities with rebates and incentives, as well as
low/no cost ways to reduce energy while experiencing low occupancy
as a result of COVID-19. All of this information will be compiled into a
business case report and presented to hotel management along with
funding options. The business case report will include a detailed analysis
of energy costs, identification of high energy wasting equipment, and a
list of recommended projects and rebates to support them.
For hotels that choose to move forward and participate in the
GreenStep EcoFund program, which helps hotels create a fund to
invest in projects that save money while reducing their carbon footprint,
additional support will be provided. Hotels will receive implementation
support to obtain quotes for top identified projects, a prioritization of
projects based on age of equipment, payback, ROI and cost savings,
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and help with contractor selection and rebate applications for projects
pursued. Annually these hotels will also receive an energy, carbon,
and cost reduction report, creation of an annual project spotlight to
communicate reductions in environmental impacts and carbon footprint,
guidance to work towards achieving Energy Star Certification, and help
setting a science-based carbon reduction goal.
Who is the BCHA Energy Analyst
Dylan Tomlin is a Certified Energy Manager with 16 years of experience
successfully delivering energy conservation programs on behalf of
FortisBC, BC Hydro, Energy Efficiency Alberta, and the Independent
Electricity System Operator in Ontario. Dylan has continuously
demonstrated that he is a trusted advisor who is skilled at assessing,
identifying, and prioritizing capital projects that reduce energy
consumption and maximize incentives. With excellent relationship
building skills, a high level of attention to detail, and a wealth of
experience identifying energy saving opportunities, Dylan will be an
excellent resource to help BCHA members identify ways to save on
their utility costs.
Hotels that are interested in exploring this opportunity should email
gogreen@bcha.com.

by Terry Duzenberry

The BC Hotel Association’s Mission – Shaping the Future of Hospitality.
We advocate, communicate, and educate.
Over the past several months, a great deal of our time and energy
has been spent advocating for the industry and communicating not
only the work we are doing on your behalf, but best practices for our
ever-changing world with COVID-19.
When you look at our mandate to educate coupled with our
commitment to elevate the industry and provide support to recover
from the impact of COVID-19, we started to look at what our initial
education offering for the hotel industry could be. Moving quickly to
accommodate the needs of our community, we have made adjustments
to accommodate not only where we are now, but the priorities of the
hotel industry moving forward. Since many hotel employees have
been laid-off, and those who remain working in hotels may have time
available to try and pursue continuing education, we believe that there
is a unique opportunity for an education program that focuses on key
themes and skills that are topical and valuable for the industry, to be
provided in various formats from courses and webinars to longer form
diploma programs. This new program will also play a key role in the
Hotel industry’s recovery strategy and ensure that we all move forward
together, stronger and more focused.

Thank You
As we write this, we’re in the middle of the COVID-19 storm: top
media stories include major event cancellations, travel restrictions, and
government recommendations about social distancing. The hospitality
sector is obviously taking a huge hit, every company from airlines to
hotels to pubs and restaurants, and we don’t expect things to recover
overnight.
We have, however, faced big challenges before, and know our
community will weather this storm too. The BCHF was founded on
the idea that we pull together when things get tough, and I’m sure we’ll
continue to do so. We want to thank everyone for their past support
of our organization. Our charity receives no government funding, so
all the good work we’ve been able to do has been the result of support
from the individuals and businesses in our community. We hope you’ll
continue to support our work, when you can.
We hope that by the time this article is published, the worst of the
COVID-19 crisis will have passed and we can all start the road to
recovery. We wish yourselves and your families all the best for the
coming months.
Please take a moment to sign up for our newsletters at www.
bchospitalityfoundation.com for updates on events and opportunities.
Thank you again for your support!

The initial courses, now available through our website, have special
negotiated rates for our membership and feature topics such as:
• Coaching and Development
• Health and Safety
• Human Resources
• Operational Excellence
- Financial Leadership
- Front Line Training
- Revenue Management
- Sales Strategies
- Marketing
As we roll out phase one of the BCHA’s education program, we will
be seeking your feedback to help shape the future offering of iterations
of the program. We are very excited to be working with our Education
Partners and thank them for their support as well as the discounted rates
they have offered to our membership and look forward to many new
opportunities and education streams in the months to come.
If you have questions about how to make the most of your BCHA
membership or our education programs, reach out to me any time at
membership@bcha.com.
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