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by Chairman of the Board, John Kearns

Busy Months Ahead
Summer was incredibly busy across the
province. With tourism surging, there is a
continued appreciation for all that our province
can offer, and a growing focus on the tourism
industry to keep up the level of excellence we
strive to provide. From the changing landscape
of BC politics, to the return of devastating
forest fires, and the labour shortage felt most
acutely by the hospitality industry, this summer
has highlighted the keys areas of focus for our
association and our industry partners.

Airbnb Tax Remittance and What it
Means for MRDT
In a series of announcements in February, the
BC government took action on a number of
initiatives that the BCHA has been advancing
for the past several years. Of particular
concern for our membership was the Airbnb
Tax Remittance announcement and the
subsequent effects on the Municipal Regional
District Tax. With the new government working
to finalize its budget, the BCHA got involved
with our industry partners, including the
Tourism Industry Association of BC, to foster
the government’s understanding of the history
and significance of these funds and their
current allocation arrangements.
On February 7th, the Minister of Finance
announced plans to amend legislation and
regulation to require Airbnb, as well as all
other short-term rental platforms, to remit
provincial sales taxes. On that day Airbnb
stated it would collect and remit the 8%
Hotel Room Tax and MRDT, if in place, on
behalf of their hosts once the changes were
implemented. These measures were created
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Labour Shortage Solution
by the government as a means to address
the affordable housing concerns across
the province. The announcement was well
received and was felt to be a move forward with
the government on a topic of great concern
for the BCHA and many other organizations.
The initial agreement for tax remittance was
somewhat light on details about the use of
these new tax dollars and how they would be
best channeled to address affordable housing
directly.
On February 21st, Bill 2 was introduced in
the legislature to amend the Provincial Sales
Tax Act to include “online accommodation
platforms”. As well, it was determined that
at some stage the Tax Regulation 78(1)b
would need to be amended or rescinded
to complete the statutory framework: the
implication being that once these two elements
are implemented, all online accommodation
operators (i.e. one room or more) would be
required to collect and remit the applicable
provincial sales taxes on their room sales.
These proposed adjustments were positive in
their focus on fair taxation, but failed to address
a key concern raised by an announcement the
day before. On February 20th, the government
announced an amendment to broaden the
usage of MRDT funds for such purposes as
affordable housing initiatives. Further updates
were released in a bulletin on July 9th, which
we included in our August newsletter. We will
continue to update our membership through
our newsletter and communications channels
as the details develop.

As we all know, finding associates in our busiest
months can be almost impossible. There are
an incredible number of job opportunities
available and the unemployment rate remains
low. The hospitality industry has struggled
with this reality for years and the BCHA is
working with our industry partners to find longterm solutions. This year we had Chemistry
Consulting investigate Ireland as a source for
workers, and, the workers who came over
have been excellent so far. This year, we are
continuing work with Chemistry to expand the
number of participating hotels and our search
Chemistry is looking at options in Mexico as
well. See Christine Willow’s article Recruiting
Seasonal Workers from International Colleges
on page 15.

BC Hospitality Summit 2019
I am also excited to formally announce the 2019
BC Hospitality Summit location and dates.
We look forward to seeing you in Kelowna
from April 8-9, 2019. We will update the event
website as details are finalized and will send
out a save the date remider with registration
details later in the fall. Also keep an eye on
your emails for the nominations opening for
the BCHA Housekeeping Awards as well
as the BC Hospitality Industry Awards. For
more information as it becomes available visit
www.BCHospitalitySummit.com
As the Chair of the BC Hotel Association,
I am committed to meeting and speaking
with as many members as possible. Please
feel free to reach out to me directly at
chair@bchotelassociation.com.

Courtesy of Echo Valley Ranch
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How is your Property Feeding
the Hunger for Gastro Tourism?
by Joanne Sasvari
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no one had heard of gastro tourism. Now it is one of the biggest trends in
travel, and a bountiful opportunity for hotels, resorts, and other properties
to attract new guests, increase loyalty with existing ones, and create
relationships within their community and beyond.
Hungry yet?

93% of travellers worldwide could now
be considered food travellers.
On the Menu
Courtesy of Wickaninnish Inn

In 1996, the best a hungry visitor to Tofino could hope to find at the end
of treacherous Highway 4 was a comforting bowl of chowder. Then
Charles McDiarmid fulfilled his family’s long-held dream of opening a
world-class resort hotel on Chesterman Beach, and tasked chef Rodney
Butters to create a menu that tasted of the surrounding forest and ocean.
The Wickaninnish Inn quickly became a magnet for gourmet travellers
craving buttery spot prawns, succulent sockeye salmon, and tender
Dungeness crab.
The rest is delicious history: Today, the Vancouver Island village is
considered one of the foodiest communities in North America and the
“Wick” continues to be a must-visit culinary destination unto itself.
When McDiarmid first flung open his inn’s carved yellow cedar doors,
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The World Food Tourism Association defines gastro tourism as: “The
pursuit and enjoyment of unique and memorable food and drink
experiences, both far and near.” It includes everything from eating juicy
heirloom peaches in an Okanagan orchard to sampling smoky-sweet
single malt on a remote Scottish isle to indulging in an hours-long, multicourse, Michelin-starred meal in Paris.
It comprises festivals, food tours, cooking classes, chef collaboration
dinners, wine tastings, even the types of amenities a hotel offers, such
as the bottles of local Douglas Fir-infused gin stocked in the guest rooms
at The Douglas at Parq Vancouver.
It can mean a trip across the world for the truffle festival in Alba, Italy,
or across town for Chinese barbecue pork in a suburban mall.
It embraces people of all backgrounds and ages. “We are all ‘travellers’
of a sort and we are all ‘eaters,’ ” says the WFTA. “Therefore, we can
also all be regarded as ‘food travellers.’ ” Indeed, that is one of the

reasons the old-school label “culinary tourism” has fallen out of favour—it
implies something elitist, exclusive, and expensive. Food tourism, on the
other hand, embraces food trucks, farmers’ markets, diners, and street
vendors just as happily as it does a luxurious feast at Noma or Pujol.

Everyone at the Table
In 2016, the WFTA released its Food Travel Monitor, the world’s largest
food and beverage tourism research project. It noted that a whopping
93% of travellers worldwide could now be considered food travellers,
which the association defines as “travellers who had participated in a
food or beverage experience other than dining out, at some time in the
past 12 months.”
In addition, 83% of respondents said food and drink experiences help
create a lasting impression of a destination. A similar number said they
spend more on food and drink when they travel than when they are at
home. More than two-thirds purchase food to bring home, either to
enjoy themselves or give as gifts. More than half take pictures of their
food. Nearly half participate in at least five different culinary activities.
Of those who are most serious about food, 52% of GenX and
Millennials identify as culinary travellers compared to 42% of Baby
Boomers. And the numbers of those seeking “gourmet” experiences
are on the rise, from 8.1% in 2010 to 18% in 2016.
Here in BC, Destination BC does not track gastro tourism, but reports
that restaurant receipts across the province totalled over $11 billion in
2017, an average monthly increase of 7.7% over 2016, based on figures
from Statistics Canada. Those are big numbers—and big opportunities
for hoteliers.

Taste of the Land
No matter the destination, its climate, geography, history, and cultural
traditions come together on the plate (or in the glass). That’s why
Destination Canada’s Signature Experiences include adventures such
as the “culinary tour through Canada’s desert” with Covert Farms and
the Watermark Beach Resort or the “Pacific foraging for fresh seafood
eco-tour” at Brentwood Bay Resort and Spa.
Increasingly, travellers want to taste things that grow in the place
they’re visiting and not necessarily the fancy things that come in by truck.
This offers hoteliers the opportunity to create beneficial partnerships
with local producers, the way The Fairmont Empress has done with
Victoria Distillers, which created the bespoke blue-hued Empress 1908
gin. Besides, supporting local producers encourages them to return
the favour by promoting your property. That in turn creates a strong,
sustainable tourism community.
Gastro tourism appeals to travellers seeking authentic experiences
through local flavours. It connects visitors to farmers, fishers, producers
and even foragers. Properties like Echo Valley Ranch near Clinton—
already famous for its Thai-meets-cowboy cuisine—and Quaaout
Lodge in Chase have recently hired chef-foragers to lavish their dishes
with fragrant wild herbs and sweet mountain strawberries. And what
could taste more authentic than ingredients that grow wild on the land?

A Community of Eaters
At its essence, gastro tourism is about people coming together around
a table, and some of the best advocates for a property can be those
who work in the kitchen and bar.
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Courtesy of The Fairmont Empress

Gastro Bites
Here are five easy ways to add gastro tourism
to your property’s menu:
1. Partner with a local food festival such
as DineOut Vancouver, the Okanagan Wine
Festival, or the BC Seafood Festival.
2. Add local products—such as chocolates,
crackers, spirits, wine or craft beer—to your
in-room amenities.
When Boulevard Kitchen + Oyster Bar’s
executive chef Alex Chen won the Canadian
Culinary Championship in 2018 and followed
that up by being named Vancouver magazine’s
Chef of the Year, he made the Sutton Place
Hotel, where his restaurant is located, an
essential stop on any foodie trail. Similarly,
when bar tender Robyn Gray garnered
international acclaim for his Inception cocktail
(a Negroni inside an ice sphere suspended
in a white Negroni), international travellers
journeyed to Vancouver’s Rosewood Hotel
Georgia just to try it.
It’s impossible to compute the full economic
impact of gastro tourism, but the WFTA
estimates that visitors spend about a quarter
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of their budget on food and drink, with
confirmed food lovers spending even more.
They also see other benefits: more visitor
arrivals; more sales in everything from room
bookings to car rentals; more tax revenue;
more community pride; and more media
coverage. Indeed, a 2015 report from the
Ontario Culinary Tourism Alliance and Skift
found that culinary tourists shared millions
of food-and-drink-related photos on social
media. “This increases travel consumers’
awareness of different cuisines and cultures,”
the report said, “and it fuels their desire to
experience them.”
Gastro tourism, then, is an endless buffet
of opportunity. Isn’t it time your property took
a seat at the table?

3. Serve local craft beer, wine, spirits, and
regional foodstuffs in your restaurant or bar,
and be sure to credit the sources.
4. Encourage your cooks to compete in events
like Canada’s Great Kitchen Party (formerly
Gold Medal Plates) or the Ocean Wise Chowder
Chowdown, and your bartenders to participate
in the myriad of competitions held throughout
the year.
5. Create an Instagram-worthy ambience that
makes it easy for guests to snap food photos
to post on social media.
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Financial
Leadership

Sharing the Financial
Statements in Your Hotel

10
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by David Lund

In your hotel, you either share the financials with your leaders, the
department managers or you don’t. If you already share the financial
statements, you know the power it unleashes with your team and the
result it helps to create. If you don’t share, you’re wondering what the
management team will think about the money and how much goes to
you and the owner. You naively think no one needs to know about the
finances in your hotel. You think it’s none of their business. You’re also
pretty sure the team will judge you and your results. You’re probably
thinking the money is top secret and, on a need-to-know basis. Or maybe
you just tell yourself that, so you have a good excuse not to reveal the
results of your efforts. If you already share your numbers, you know it’s
not such a big deal, and it’s the way to go. Let’s explore the relationship
we have with the money and how we can get the financials out of the
closet and reap the benefits.

Introduce a new process to generate
a different result.
Why Don’t You Share?
If you’re in the camp that says we don’t share, I ask you to think about
what holds you back from sharing. Is there really a policy in your company
that states the sharing of financial information is prohibited? I’m pretty

sure those are few and far between. The way it usually goes down is
something like this. That’s just what we do. We have always done it this
way. The last guy or gal didn’t either.
I am willing to bet that most of you reading this could make the
decision to share the financials with your department managers if you
had a plan as to what would be accomplished if you did share. It’s an
exciting prospect to change the way you manage and introduce a new
process to generate a different result.
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the money in our business is negative. It holds us down and keeps us
from really wrapping our arms around our business and getting the
results we know are possible. “What will people think of me?” “Surely,
they will think I’m incompetent.” These are some of the fears we have.
I often hear it’s the owner who does not want the financials distributed
or there’s a policy not to share and the reason is we want the managers
and department leaders to look after the guests and their colleagues.
No matter what the excuse or reason, I always say the same thing in
response to my inquiry about sharing the results: “Do you think you
could achieve a better financial result if your leaders and managers
knew what was happening financially?” Inevitably I get a deer in the
headlights response of “Yes, but...”

“Financial leadership skills are incredibly
valuable assets for your managers to develop.”
Keeping Score
Financial statements serve two purposes in your business. First, they
are the vehicle we use to keep score. How your business is prospering
or not is revealed by the numbers in your statements. A quick look by
someone who knows how to read the statement will reveal your truth. I
know many hoteliers don’t share because they are embarrassed by the
lack of prosperity they are experiencing and the very thought of sharing
this with their managers is too much to take. In our culture, money has
immense power. If we subscribe to this notion, the power we`re giving

12 InnFocus

Improving Results
The second purpose for financial statements is to help you create plans
and actions to improve the results moving forward. Really that’s the
BIGGEST and HIGHEST purpose. Tell me how I’m doing, and What
can I do to improve the results! Your financials point the way to
possible improvements. If we don’t know what’s wrong with our patient,
then prescribing a cure is beyond anyone’s ability. A close review of
your financial statements will reveal exactly what is wrong with your

business. When looking at ways to improve our business we naturally
want the maximum buy-in from our managers and leaders to help pull
it off. Ask yourself how you could get your managers to really own the
action going forward. The biggest part of the answer is to share the
financial results with your leaders and involve them in the formulation
of the profit improvement plans. This really is not a new thought or a
leading-edge, new-age strategy. This concept of getting your managers
to buy into the ideas for improvement by involving them in creating the
ideas by sharing the financials is as old as the hills. Here is the kicker. If
you won’t share or believe you can’t share the financials, the buy-in and
accountability you desire will NEVER HAPPEN. That’s right. No matter
what else you do, if the managers and leaders of your hotel don’t have
financial statement information they will not step up. Why not? It’s simple,
you cannot expect people to create a result if they that is better than
the current result if they don’t know what that result is or what the new
one should look like. They are in the dark without any way of navigating
and they have no destination to navigate to.

Making a Difference
Your leaders want to make a difference in what they do in their lives,
at work, and at home. All of us have a basic human need to make
a difference. Your managers want to have a greater impact on your
business results. They also want to know the score. They want their seat
at the captain’s table. They want to be on the inside track. They also
want you to treat them like adults. For you to share the financial results
and ask for their participation is an incredibly powerful gesture. It also
needs to be presented properly, with just the right amount of humility

and vulnerability. Yes, vulnerability. When you share your results, you’re
opening up a part of you that they know is sensitive and personal.
Money has such incredible power in our society and by showing your
financial results you create equity with your leaders. Manage this process
carefully and you can turn your financial world around.

Mentoring Managers
Educate your leaders on the financials. Show them how it works and what
it all means and watch them get excited. Financial leadership skills are
incredibly valuable assets for your managers to develop. With these skills,
they are highly marketable in our industry. These skills cannot be picked up
at school, or from a textbook. The only place you can learn how to manage
the P&L is on the job. The only person in your business that has the capacity
and capability to create these financial leadership skills with your managers
is you. Do you remember what it was like when you were younger, and
someone took you under his or her wing, guided and mentored you? This is
the same opportunity you have to create that priceless relationship with your
management team. Do this for your leaders and they will move mountains
for you and your business. And don’t worry about your managers taking
these new skills and running to the competition. By the very fact that you
have trusted them and created greater prosperity for your managers means
their commitment to you is at its highest level.
Serve your leaders by sharing the financials. Serve your manager by
training them on how the financials work. Serve your team by asking them
to participate financially and ultimately to create their own forecasts and
budgets. Serve by creating financial leadership in your business and watch
your profits soar. Serve your team and watch their engagement grow.
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Expedia Gets Ready for Amazon and Google
by Joyce Hayne
Consumers surf the web and shop with confidence using Google and
Amazon, so as these mega brands start to enter the hotel booking space,
how will entrenched brands like Expedia’s Hotel.com and Travelocity
compete?
Cyril Ranque, president of Expedia Lodging Partner Services,
commented in an interview with Skift that Google and Amazon are
“phenomenal companies with technology budgets that are even way
higher than ours and although we spent $1.5 billion in the last 12 months
on technology, they can probably outspend us quite significantly.”
“So, it’s not a question of money,” he continued. “For me it’s a question
of focus and DNA and if you take Google, for instance, their DNA is
the DNA of a technology company and it’s not the DNA of a company
that manages customer problems like we do. We have thousands and
thousands of call center agents really taking care of our customers.
“We have 4,500 in my organization, in lodging partnerships that work
with hotel partners and vacation rental property managers every day,”
Ranque added. “It’s people-intensive work to be a travel agency and
Google is not set up to be a travel agency now. That’s why I don’t believe
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that they’re going to become a travel agency… I believe them when they
say they have no intention to do this.”
To prepare for this potential competition, Expedia is revamping its own
technology to maintain its position as a full-service travel agency that
solves customers’ problems so they have a seamless travel experience.
Karen Tocher, area manager, Western Canada, Expedia Group, explains,
“The travel landscape continues to change at a rapid pace. However,
the overall global travel market is $1.4 trillion in size, so there is plenty
of demand and room for competition in this space.”
According to Tocher, Expedia has more than 5,500 employees working
solely on technology. Driven by their test-and-learn culture, the company
made more than 22,000 lodging platform enhancements in 2017. This
innovation continues as Expedia explores emerging technologies like
voice activated assistants.
Technology is evolving at an increasingly rapid pace, and the hospitality
industry needs to incorporate these emerging technologies into their
businesses to stay competitive, improve operations, and enhance their
guests’ experiences.

Recruiting Seasonal Workers
from International Colleges
Lessons Learned and Next Steps
Christine Willow, Partner, Chemistry Consulting Group

Last year, in response to continuing labour shortages in BC’s tourism
and hospitality sector, the BC Hotel Association (BCHA) established an
international student recruitment program to assist its members address
seasonal and other recruitment challenges.
Recruiting globally is not a new tactic for the tourism and hospitality
sector, nor is it unique to BC. In many jurisdictions the sector is facing the
same recruitment predicament as BC—low unemployment, high demand
for hard-to-find staff, an aging and retiring workforce, and competition for
workers from many other industries. Many BC hoteliers have indicated that
recruiting talent is currently the biggest challenge they face.
Following a successful recruitment trip to colleges in Ireland in the spring
of 2018, several BC hotels have since welcomed Irish tourism and hospitality
students who are eager to work in the province and fulfill the international
work experience required to complete their degree. Hoteliers who have been
participating in the program have indicated that having the Irish students has
been fabulous as they have wonderful personalities as well as the needed
visitor service skills.
One of the lessons learned during this initial recruitment trip is that many
countries are interested in the same pool of students to fill seasonal positions
and they post available jobs months in advance to provide students with
adequate time to choose where they would like to obtain their international
work experience. In particular, representatives of businesses from a range
of US states visit the colleges in December and January to find the talent
they need for the summer.
While recruiting locally may only take four to eight weeks, recruiting
internationally takes an average of six to nine months. For this reason, the
BCHA has decided to prepare now to respond to next year’s seasonal
recruitment challenges. As a first step, the BCHA recognizes that it’s important
to understand the challenges that accommodators face when recruiting.
For example, what strategies and tools have been used to ensure every
opportunity is pursued to recruit British Columbian/Canadian workers?
For accommodators who have recruited staff internationally, what were the
outcomes?
With this question in mind, the BCHA has contracted with Chemistry
Consulting Group to conduct a recruitment survey of its members early this
fall. The outcome of this survey will help identify current avenues used to
recruit domestically, the resources available to support these recruitment
activities, as well as gaps in needed recruitment resources. This information
will then be used as the basis for building a solid global recruitment strategy
that is focused on recruiting international tourism and hospitality students to
fill peak season staffing gaps.

Additionally, the BCHA will explore other potential countries from which to
recruit seasonal student workers. Beyond helping to secure high quality talent
to work in BC’s hotel sector, it is anticipated that the sector, and its current
employees, will benefit from the diverse perspectives, knowledge, skills,
and business practices that international students bring to BC workplaces.
The current global talent environment demands a broader approach to
recruiting, including looking for workers locally as well as provincially, nationally
and internationally, to ensure operators have the staff they need to effectively
serve guests and operate their businesses. It is important to recognize that
the cost to recruit internationally is small compared to the cost of not being
able to provide the services that visitors expect.
We look forward to having all BCHA members participate in the survey to
ensure that your voice is heard and your needs are considered.
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Houseboatst
&Hospitality
How the Friendly,
Laidback Shuswap
is Becoming
a Tourism
Powerhouse
by Joanne Sasvari

First, there’s that location, halfway between
Calgar y and Vancouver, surrounded by
mountains, grasslands, and wine country.
Then there’s the natural beauty of shimmering
lakes and lush forests. Most of all, though,
there are the people.
“Real. Genuine. Down to earth. That’s
the Shuswap region in a nutshell,” says
Jesse Ziercke, general manager of the
Quaaout Lodge & Spa and Talking
Rock Golf Resort on Little Shuswap
Lake.
Is it any wonder, then, that the
Shuswap is quietly becoming BC’s
next hot tourism destination?

The region comprises a handful of small communities around
Shuswap Lake at the north end of the Okanagan Valley. It is
named for the Indigenous Shuswap peoples, members of the
Salish Secwepemc nation, who fished, hunted, and gathered food
here for thousands of years before Europeans arrived in search of
vast new frontiers (not to mention timber, fur, and gold). Then, in 1885,
the Last Spike of the Canadian Pacific Railway was hammered in at
nearby Craigellachie, connecting the Shuswap to the rest of Canada
and introducing its new gold rush: tourism.
Still, this is not a glitzy destination, but a friendly, laidback one that
attracts families, outdoors enthusiasts, and those seeking serious
relaxation.
It’s also one that’s seeing its share of change. Robyn Cyr of Shuswap Tourism
and Shuswap Economic Development notes that, according to the Ministry of
Transportation, Highway 1 has seen a 30% increase in traffic through the Shuswap
since 2012. In summer, some 15,000 cars travel through the area per day.

Courtesy of Prestige Harbourfront Resort Salmon Arm
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“A lot of people use us as a midway point between Vancouver and
Calgary when they do their tours of the Rockies,” says Sebastian
Hofstetter, general manager of the Prestige Harbourfront Resort in
Salmon Arm, the region’s urban centre. The lake is the main attraction—in
fact, Boating BC just named Shuswap Lake the province’s best boating
destination—but visitors also come for hiking, biking, horseback riding
and paddling, for the growing number of wineries, and for a vibrant
cultural scene that includes the annual Roots and Blues festival in August.
Some of those visitors never leave. In 2017, Hofstetter says, the city
saw 9% growth, making it one of the fastest growing communities in BC.
And it’s not just retirees moving here. “We have lots of youth coming in
and starting businesses,” Hofstetter adds. “Salmon Arm is definitely an
up-and-coming community.”
He’s also seen an uptick in convention travel, ensuring “a healthy
mix” of business and leisure guests at his full-service, 121-guestroom
hotel, spa and convention centre. “Corporate business is definitely
increasing,” Hofstetter says. “It seems like everything is increasing. The
North Okanagan has a lot to offer.”
That said, this has long been a family destination. Visitors of all
generations are drawn to the Shuswap’s cabins, campgrounds and
houseboats, which are especially popular in Sicamous, famously known
as the Houseboat Capital of Canada.
“A lot of times we are the preferred location for people who come
for the houseboating or to visit family,” says Brandon Wynn, general
manager of the 65-guestroom Best Western Sicamous Inn. “Sicamous
is very, very small,” he adds. “There’s only about 3,100 people. It’s an
interesting atmosphere for anyone coming from a bigger centre. It’s
such a friendly place.”
Summer is the busy season here, bustling with houseboaters, tour
buses, farmers markets, and family travel. “There’s definitely a lot to do
in the area,” Wynn describes. “There are wineries, golf, and all sorts of
family-friendly activities like the Enchanted Forest nearby.” Meanwhile,
in winter, the Shuswap is a magnet for snowmobilers, snowshoers, and
cross-country skiers. And any time is the right time to enjoy the region’s
vibrant cultural life.

Courtesy of Best Western Sicamous Inn

At Quaaout Lodge & Spa, that means Indigenous culture. The lodge,
with its 70 guestrooms, spa, conference centre, and 1,800 feet of white
sand beachfront, is owned by the Little Shuswap Lake band. Nearly a
third of its staff are Aboriginal, and local elders offer workshops in drum
making or flint knapping. Last year, they even made a dugout canoe. “A
big component of our resort is the cultural side of things and supporting
the local elders,” says Ziercke. He notes that in winter guests can join
elders around the fire for storytelling and s’mores, and the lodge’s new
chef, Chris Whittaker, formerly of Vancouver’s Listel Hotel, is an avid
hunter, fisher, and forager who is learning Indigenous culinary traditions.
Still, the main reason guests come to the lodge is for the natural
beauty. “The most alluring part of the lodge is the location. It’s gorgeous.
Beautiful mountains, forest, lake, and the golf course is as little impact
as possible,” Ziercke says. “One of the major things is relaxation.”
That, and the warm, welcoming hospitality. As Ziercke says, “We
genuinely like taking care of people here in the Shuswap.”

Thompson Okanagan by the Numbers

Courtesy of Quaaout Lodge & Spa

While Destination BC hasn’t separated Shuswap from the rest of the
Thompson Okanagan, the organization has gathered the following
general information (based on numbers from 2014).
The Thompson Okanagan region is one of BC’s six major tourism
regions. It covers 94,000 square kilometres and comprises a wide
variety of landscapes, ranging from arid desert and grasslands to
valleys, lakes, mountains and alpine meadows.
It’s home to 12% of BC’s population (but growing), with a slightly older
demographic.
Tourism is big business here. In 2014, the Thompson Okanagan the
region represented 20% of the province’s overnight visitation and 15%
of related spending.
That added up to 3,721,000 overnight stays and more than $1.4 billion
in related spending. (The provincial total was $9.2 billion.)
Domestic visitors accounted for 85% of visitation and international
ones for 15%.
On average, visitors to the Thompson Okanagan stayed 3.6 nights and
spent $105 per night.
Most visitation occurs during summer months; the most popular
activities include spending time at beaches and parks, hiking, boating,
wildlife viewing, and visiting museums, art galleries and historic sites.
InnFocus 17
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F loor
Coverings
What Are Your Options?

by Mark Glenning

In the hospitality industry, maintaining your premises is a big part of
making sure the guest experience is always the best it can be. Keeping it
in a good aesthetic condition goes a long way to promoting a comfortable
and pleasant atmosphere, and it’s one area where the investment into your
business can really pay off. Much of this burden falls on your flooring; not only
does it play a large part in creating an attractive place for guests, it also has
more requirements for durability, ease of cleaning, and safety.
18
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These aspects can be easily overlooked, as an important thing that
motivates our decision when installing flooring is its visual appeal. It’s
a vital part of gaining a competitive advantage; worn out flooring can
create a negative impression with visitors, so it’s easy enough to lead
with something that looks attractive. However, the costs associated
with flooring can soon begin to add up if several important elements are
not factored in at the start. What flooring would best suit your needs?

Tile
There are a lot of options available when it comes to tiles. They wear well,
have a great look, and will perform well in the long term; they can look
good for 20 years. In fact, their look will date before they need replacing
due to wear and tear. The market is starting to see more large-scale
format tiles available, and although they’re trending in art galleries and
malls, there is a drawback in the form of wastage during shipping. For
example, if you purchase 1,000 sq. ft. of 12”x24” tile, you may find that
one or two have cracked during shipping. That would mean only 2 sq.
ft. of tiling that’s unusable. With 48” x 48” tiles, however, the two that
crack while being handled amount to 32 sq. ft. Larger tiles may look
great, but they come with a hidden cost because you have to order
more. You may also need to hire a specialized tile installer, which ups
the cost even more. It’s worth noting that tiles have to be slip resistant,
especially in a wet environment such as a kitchen, or where there’s snow.
Preparing your floor is very important with tiles. In addition to creating

an even surface, preparing the floor prevents tiles from wearing out,
chipping, breaking loose or having grout break free.

Luxury Vinyl Plank
Luxury vinyl plank, or LVP, consists of individual pieces of vinyl that look
and feel very similar to the real thing. Years ago, it was only available
in a form that required it to be glued directly to plywood or a concrete
sub-floor. There would be no cushioning, and so it would feel hard
and cold. Because it was so thin, any imperfections in the sub-floor
would be carried through, so a lot of preparation was needed to get a
professional result.

Larger tiles may look great, but they
come with a hidden cost.
Thankfully, the technology has advanced. Today, LVP is a great
faux-wood product. Each vinyl strip has a substrate underneath, which
is usually made from cork or plastic, meaning that its soundproofing
qualities are much enhanced. The latest generation of LVP is more
durable and scratch resistant, and antimicrobial too, meaning that it
can be used in a lot of areas where tiles used to be the only option.
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agree that it looks good, and comes in at an
attractive price point, typically $4 per yard
cheaper than Axminster.
There is also printed carpet, but the industry
has seen a large decline in its use. This is partly
to do with technology; carpet designers have
gotten savvier with the available computer
software, and have been able to create more
interesting patterns with Axminster.

Hardwood

Carpet
Carpets have seen a lot of innovation in recent
years. The undisputed king for public areas like
lobbies and restaurants is Axminster, which

effectively than other materials such as nylon.
These qualities mean that Axminster comes
with a premium price. In this respect, it has
competition from computer yarn placement
(CYP). As the name suggests, software is used

The latest generation of LVP is more durable and
scratch resistant, and antimicrobial too.
is a blend consisting of 80% wool and 20%
nylon. Features such as a tight yarn twist mean
that it has superior pile retention, making it
durable for areas that receive high foot traffic.
Axminster is notable for its depth of colour,
as wool is able to absorb dye much more
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to model the carpet, meaning that there are
many design possibilities including large scale
repeat patterns. It’s tough and durable, and
has a high resistance to colour loss. There’s
a caveat in that the design process is limited
to just six colours, but industry professionals

Without a doubt, hardwood is the real deal
when it comes to a luxurious floor, but it needs
special attentiveness to stay looking good.
Doris Hager is the founder and principal in
charge of Hager Design International Inc.,
which is located in Vancouver. She has vast
experience in interior design for international
hospitality clients, and has a word of caution
about hardwood floors, saying, “We did a
beautiful hardwood floor in an historic hotel
and in the first week they dragged some
equipment across it and damaged it. Usually,
it’s reserved for high-end projects, and a
special kind of ownership is required because
it requires a lot of maintenance.”
Janine Anderson, senior interior designer
for the company, agrees. “There has to be a
natural finish and it needs to be maintained
every six months. In hotels, we steer people
away from hardwood 95% of the time.”
However, hardwood is a good option in
certain areas; bars, for example. Both agree
that it’s a traditional floor covering in a bar,
especially if a British pub-style ambiance is
the goal, but as Hager says, “We can’t put
hardwood right up to a bar because if there’s
a flood, it can be damaged.”

Be Aware of Traffic Patterns
With so many projects under their belts,
Hager and Anderson have gained a unique
insight into the potential pitfalls faced when
deciding on a floor covering. What seems like
an obvious choice may prove to be costly in
the long run because you haven’t considered
some of the hidden dangers.
Hager points to traffic patterns as being a
crucial factor. “Wherever the most wear is,
does that product hold up?” she asks.
“We installed a granite stone powdered
floor for a client, but before the venue opened,
the finish had already worn off because of
the construction guys. They would turn at
one point to use the escalator, and that spot
was completely worn down so it had to be
refinished. Even though we used granite and
the finish was fine for everyday normal wear,
gritty boots wore it down. “
“Are people coming from a wet environment?
Is there a big turning point where 500 people a
day will turn on that spot? Will there be traffic
coming out of a kitchen? All of these things
need to be taken into consideration.”

Courtesy of Grant Forzley

Watch Noise Levels
Acoustics are also something that can cause
problems for the unwary. Imagine the scene:
you’re sitting in a hotel restaurant, and there are
hard surfaces all around including a hardwood
floor. It looks good, and everything can be
wiped down and cleaned, so maintenance is
a breeze. If there are only a few people in the
restaurant, you could probably hear the hum
of an HVAC system or maybe the light fixtures.
All of a sudden, it’s 6:30 pm on a Friday night
and the restaurant is full. Everyone is making
noise, and the sound levels increase. Pretty
soon, you have to shout to be heard. Once the

restaurant is full, the increased noise level can
make for an uncomfortable guest experience.
Choosing the right flooring can make a huge
difference to this situation. Naturally, carpet
has great sound baffling qualities, but it may
be impractical for a busy restaurant that may
see spills and a lot of foot traffic. Hardwood
is more durable, but can be prohibitively
expensive. However, luxury vinyl plank may
be the solution. Anderson explains, “It’s a vinyl
strip with a substrate underneath it, usually
made of cork and vinyl plastic. It has great
soundproofing qualities.”
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Hospitality
Technology
Trends in 2018

by Kurt Pyrch

When looking at how the use of technology has changed over the last ten
years, you should ask: “What hasn’t changed?” To some extent, the answer will
be subjective because of how pervasive our use of technology has become.

22
22 InnFocus
InnFocus

The hospitality business is just like any other, whereby everything it
does has to ultimately be focused on the bottom line. In simple terms,
the bottom line is improved by increasing revenue, cutting costs, or
a combination of the two. And the industry’s use of technology is a
growing part of how those goals are met.

Go Green and Save Money
Green or clean technology is kind to the environment and the bottom
line. Do you want to save on cleaning costs, laundry (energy) and
chemicals? Try using UV sterilization wands. After providing these
wands to all of their hotels in North America, Best Western experienced
a large increase in customer satisfaction with room cleanliness, which
of course translates to more return guests.

Smart Keys
Hotels around the globe are converting to smart key technology.
These keys not only reduce hard and soft costs, they improve guest
engagement. Engagement used to start with a phone call to make a
reservation or when a guest arrived at your property. Now engagement
begins with the website that recognizes the guest’s profile and
remembers the guest’s preferences. The reservation information will
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In hotels, guests can virtually experience
amenities and can visualize themselves in
higher-class rooms.

Artificial Intelligence (AI)
AI will inevitably become a growing influence
in the hospitality industry. According to
GlobalData, AI can be classified into three
categories: Machine Learning, ChatBots or
Travelbots, and Robots. Due to the intense data
management required, the first two are still in
their infancy, but relay robots are already being
used to deliver amenities and food to guests as
well as in luggage storage facilities.

Wireless Connectivity
We have already begun the next industrial
revolution called the Internet of Things (IOT). It
is the wireless connections between devices,
objects, vehicles, buildings, heating, lighting,
and more. This is creating new levels of guest
now be on the guest’s phone that becomes
their room key. And when that happens, the
guest now has an increased affinity with the
property. A room key is impersonal. A guest’s
phone has become one of their most personal
belongings. The hotel is now a degree closer
to the guest.

Virtual Reality (VR)
Already in use by travel and tourism companies
VR is being used for content marketing and to

24 InnFocus

enhance customers’ experiences. Airlines are
using VR technology to help customers see

Phones will link automatically to the Internet
service within the hotel.
what the cabins are like. This engages their
customers and helps them upsell to larger,
more comfortable seats in a preferred class.

expectations when they travel away from home.
At some properties, after guests have
seamlessly checked in, their phones will link

automatically to the Internet service within the
hotel. The property will know that they are
now in-house and will turn on the lights and
adjust the temperature in their rooms before
they even get to them, making their rooms
more welcoming than before. This results in
energy savings for the hotel, carbon saving for
the planet, and increased guest satisfaction.
When the guest leaves, the room will reset
resulting in even more cost efficiencies.

luxury hotel in downtown Vancouver could be
notified that they can receive a preferred price
at Nordstrom. It is all about increasing customer
engagement and satisfaction through the use
of connectivity and technology. It may seem
to be an intangible thing, but it will be every
bit as important as the pillow your guest rests
their head on.

There’s an increasing willingness to move to cloudbased PMS and POS systems.
Guests will also be able to control the
room temperature with their phones and
interact directly with the television and other
devices in their room. They can also use
their phone like an electronic wallet in hotel
outlets just by waving it by a terminal. Drink
and snack machines can be paid the same
way. As phones start tracking guests’ history,
guests will be able to track the value of loyalty
programs and they will become even more
engaged with your hotel.

Alexa in Hotels
Amazon has launched Alexa for Hospitality,
which provides hoteliers with an Amazon Echo
to act as a voice-activated virtual concierge in
each room. The platform offers integrations
with back-office systems, housekeeping,
the concierge, and front desk making them
accessible through voice interaction.
Marriott International started rolling out
the program at select properties in Marriott
Hotels, Westin Hotels & Resorts, St. Regis
Hotels & Resorts, Aloft Hotels and Autograph
Collection Hotels this summer. Notably, each
brand will get Alexas that are customized to
the flag’s target demographic—for example,
Alexa devices in wellness-focused Westin
hotels will have meditation playlists and
recommendations for jogging paths.

Special Offers
With growing acceptance of connectivity, it
won’t be long before hotels are able to know
where guests are, even when they aren’t
in the hotel. Watch for preferred customer
programs to be developed with local stores
and merchants. For example, a guest at a

Increasing Bandwidth
Wi-Fi service has become a race to provide
unlimited bandwidth in every imaginable
scenario. Connectivity and technology in
meeting rooms has gone from something to
help make a sale, to becoming a service that
will cost you a sale if it isn’t there or up to a high
enough standard.

Behind the Scenes
And then there are things that guests may never
see such as how hotel operations improve
their efficiencies and efficacies through cloudbased services and systems. As the delivery of
Internet services continue to improve, there’s an
increasing willingness to move to cloud-based
property management and point-of-sale (POS)
systems and the many benefits they can bring
with them.
Technology and all of its varied uses
will continue to grow in the future. Some
things will fall away or become redundant.
Other new things emerge almost daily.
Keeping up with the changes that improve
customer engagement and satisfaction is
more important than ever before because we
are more connected than ever before.

Kurt Pyrch has over 35 years of experience
in the hospitality industry. A former BCHA
president, Kurt is an expert in the operations
of hotels, restaurants and liquor sales. He is
now a management consultant specializing
in operational excellence, communications,
team building, and distressed property
situations.
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There’s Always Room in Our Hearts:
BCHF Charity Supports Local Hotel Workers
The BC Hospitality Foundation (BCHF) is dedicated to supporting
hospitality industry workers across our province, and hotel workers
make up a large percentage of our beneficiaries. Since 2007, we have
given a total of nearly $200,000 to 46 beneficiaries who were facing
financial crisis due to extraordinary medical circumstances. This
included a hotel restaurant manager who was diagnosed with deep
vein thrombosis; a housekeeper who developed cancer, but was able to
return to work after treatment; and a hotel restaurant server who injured
her back when helping her young son back into his wheelchair. As these
examples indicate, our beneficiaries are people like your co-workers.
Our beneficiaries are people like you.
While we’re happy we’ve been able to help a number of hotel workers
in need, we’re also grateful for the support we receive from the hotel
sector in BC. The Hotel Association of Vancouver’s Hotels to Help raffle,
for example, raised over $55,000 for the BCHF last year. (This year’s
raffle takes place Oct. 9-21, by the way!)
The industry also generously supports our scholarship program.
(Shout out to the Hotel Association of Greater Victoria, the Pacific
Gateway Hotel, and the BC Hotel Association for sponsoring annual
scholarships.) Hotel sector workers themselves also provide an
important source of donations for us: we recently started a payroll
deduction program in which employees can donate as little as $2 a
month and receive tax receipts for cumulative annual contributions over
$25. We challenge everyone reading this to join The Fairmont Chateau
Whistler, the Pan Pacific Hotel Vancouver, and Whistler’s Crystal Lodge &
Suites by starting a payroll deduction program at your company. Details
on how to set up a program can be discussed directly with Dana Harris
at dana@danalee.biz or 604-986-3262.
We also gladly accept donations online at www.canadahelps.org, and
we’re happy to work together with businesses to organize fundraisers
such as burger nights. (Thank you, Delta Vancouver Suites, for donating
the proceeds from your staff jeans day!) We take pride in organizing
events that both staff and customers enjoy while raising funds for our
community. And we’re always looking for new fundraising suggestions,
so feel free to get in touch with us at lucy@bchospitalityfoundation.com
if you have a novel idea.
We’re also always looking for people in need. Although the majority
of our beneficiaries have come from larger population centres (including
17 people from Vancouver and 9 from Victoria), we want to serve the
whole province, and in the past, we’ve also assisted folks in Invermere,
Penticton, Tofino, and elsewhere. Please let us know if there’s someone
at your workplace who might need our support by contacting us at
info@bchospitalityfoundation.com.
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by Marina Lecian

New BCHA Members
The BC Hotel Association welcomes these new members and associate
members:
Copper Valley Resort, Logan Lake
NAI Commercial, Vancouver
Pomeroy Inn & Suites, Chetwynd
Powder Mountain Lodge, Fernie
Tyne Hospitality Services Ltd, West Vancouver
Westridge Inn & Resort, Osoyoos

New Properties
Coast Hotels newest destination, the Coast Oliver Hotel, is located in
the heart of the famed Okanagan Wine Country.

Events
The Western Canadian Lodging Conference will be held November
19-20, 2018 at JW Marriott Parq Hotel Vancouver.
Save the date for the BC Hospitality Summit, which will be held April
8-9, 2019 in Kelowna.
On July 5, 2018, Coast Hotels hosted the 16th Annual Coast Hotels
Shuhachi Naito Golf Classic at Tsawwassen Spring Golf Club in Delta
and raised over $75,000 for the ALS Society of BC, Vancouver Holocaust
Education Centre, and SUCCESS.

Appointments
go2HR is pleased to welcome four tourism industry professionals to
its board of directors:

Craig Blize, VP of Operations, Earls Restaurants
Jeff Guignard, Executive Director, Alliance of Beverage Licensees
(ABLE BC)
Sarah McCullough, Director, Community & Government Relations,
Whistler Blackcomb
Jacqueline Simpson, Director, Global Marketing Channels, Destination
British Columbia
The BC Hospitality Foundation (BCHF) is
pleased to announce that James Iranzad
and Laura Starr have joined their Board of
Directors. Laura is a veteran of the restaurant
industry, most notably as part of a womenled team of sommeliers at Vancouver’s
celebrated Chambar. She is currently a
freelance writer and the wine editor at Vita
Daily. Her experience in the nonprofit sector
includes Big Sisters, adult literacy programs, and Vancouver’s Aprons
for Gloves fundraiser. James has been active in the culinary community
for almost two decades. He got his first taste of restaurant ownership
with Kitsilano’s Abigail’s Party, Hell’s Kitchen, and The Flying Tiger.
He subsequently joined forces with bartender Joshua Pape to open
Wildebeest, the Pizzeria Bufala, Lucky Taco, and their most recent
venture, Bells & Whistles. For the past five years he has acted as an
advisor to the BCHF.

New General Managers
Adam Laker, The Fairmont Hotel Vancouver
Gaeton Bottier, Executive Hotel Le Soleil

Anniversaries

Adam Laker

Prestige Hotels & Resorts are celebrating 25 years as BC’s finest
family-owned collection of hotels, inns and resorts.
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by Louise Thompson

BCHA Partner Tip from National
Payments: Chargebacks Cost
Thousands of Dollars every Year
The average Canadian hotel can expect to
receive 8-12 chargebacks per year, at an
average value of $300 each. That value goes
up to $600 if it’s a fraudulent chargeback!
New Chargeback Process
For the first time in decades, credit card
associations recognize that they need to
improve the chargeback process as it had
become onerous and time consuming for all.
In April, Visa™ introduced its new worldwide
system to upgrade and improve the efficiencies
in handling the chargeback process—the Visa
Claims Resolution (VCR) process. To align
with Visa, MasterCard will follow with its own
chargeback process changes this October.
Both should simplify resolving chargebacks.
Although it is still early since the new Visa
VCR process came into effect, there has been
an overall positive reduction in the number
of Visa chargebacks compared to the same
period last year.
Fraudulent Charges
For those chargebacks that did materialize
since the new VCR process took effect,
it is interesting to note that over half were
chargebacks determined as fraud.
Merchants who unknowingly processed
fraudulent Visa cards in a “card not present”
environment (keyed in) and/or failed to use
EMV Chip & Pin authentication upon guest
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check-in, were subject to the immediate
automated liability allocation and losses due
to fraud transactions.
With the increasing use of 3rd party booking
entities (Expedia, Booking.com, Hotwire, etc.)
for hotels, we are seeing a significant number
of credit card charges being processed on
MasterCard virtual-style cards, which are
designed to be used only once and have a
link to the hotel booking.
It is critical that the hotel ensures that the
charge processed is identical to the correct
authorized amount, or the issuer will claim that
the “terms of the contract for this transaction
were violated”, and a chargeback will be
generated at the hotel’s expense.
Almost half of MasterCard chargebacks
were due to claiming “incorrect billing” for 3rd
party used cards.
Chargebacks due to “No Cardholder
Authorization” are also very common.
Approximately a third of chargebacks were
due to not being authorized by the card holder.
These types of chargebacks can be linked to
“No-Shows”.
Recommendations to Reduce Chargebacks
Utilize EMV Chip & Pin technology at the front
desk to protect your property from claims of
‘Fraud and Card Not Present’ situations.
All guests checking into the hotel should
authorize their cards for the full amount of the
stay using their pin number, to protect the hotel
from chargebacks due to fraud. Hotels need
to secure a new EMV Chip & Pin authorization
by the guest for the value of the length of stay.

Exercise great care when processing
virtual card numbers. The transaction amount
must be identical (down to the penny) for
the authorization and transaction to go
through and to avoid a rejection on the card
processor’s side.
Ensure that you are in sync with your 3rd
party entity and that the final amount to
be charged includes applicable taxes and
destination marketing fees that may be unique
to your respective marketplace.
T h e key to ref u ting N o Ca rd ho ld e r
Authorization claims is to be able to prove
that the cardholder clearly agreed to the terms
and conditions of the reservation.
The “missing link” is being able to provide
proof—a direct link from when the reservation
was made by securing basic customer
information—including home address, phone
number, and email (preferable).
In summary, there is a significant opportunity
for you to reduce your hotel’s exposure to
losses due to chargebacks. Ask yourself, how
many rooms would your hotel have to sell just
to make up for one fraudulent chargeback
write-off?
National Payments specializes in credit card
processing for hotels across Canada and is an
innovative leader in chargeback best practices
and prevention. We can help your property
migrate to EMV Chip & Pin.
For more information, BCHA hotel members
ca n cont ac t Michael S tr ong, Chief
Operating Officer at National Payments at
(403) 663-8886. www.nationalpayments.ca

