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BC HOTEL ASSOCIATION REPORT

by Chair, John Kearns

Forging Ahead into Spring
with a Fresh Vision
In 2017, the BC Hotel Association (BCHA)
celebrated its 100th Anniversary, a proud
milestone marking a century of service to the
accommodation industry in the province. I
began my tenure as BCHA Chair at the end
of this historic year, and have taken time to
reflect on how far we’ve come. I am excited to
forge ahead. I have the good fortune to have
support and guidance from the past chair,
David MacKenzie, and our excellent board of
directors as we work to tackle the issues that
are important to our membership. Taking on
the role of Chair allows me to continue the
work of my predecessors, and build on the
organization that we have developed over
the last century. Over the past six months,
the board of directors has been working to
realign and organize the vision of the BCHA
as we recognize the need for a revitalization
and fresh engagement with our mandate and
membership.

those in government who can make an impact
for our industry. With another exciting and
challenging summer season on the horizon,
we continue to hear anecdotal stories of the
labour shortage throughout the province. We
will continue to emphasize the urgency of the
labour shortage as well as the need to access
affordable housing across the province. While
we’ve begun to see the recognition that there
is a significant issue and some movement in
this regard, we have not slowed the pace of
our work, and will continue to advocate to
municipal and provincial governments at every
opportunity.
Heading into spring, I greatly look forward to
welcoming the industry to the BC Hospitality
Summit, being held in Whistler. Starting on April
22 with an opening reception and running until
the afternoon of the 24th, we have adjusted
the format of this year’s event to provide
better networking, celebrating, and learning
opportunities. In addition, this year we are
launching the inaugural BC Hotel Association

See our look back at www.BCHA100.com
Looking at the year ahead, I see plenty
of opportunity for growth as we work to
develop renewed connections with our
communities and those that serve them.
A key point of focus in my tenure will be to
work on elevating the association’s profile.
I have been busy arranging meetings with
provincial Ministers and local government
repre se ntative s, developing ad voc acy
connections, and building relationships with
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Housekeeping Awards for 2018. These awards
provide the opportunity for hoteliers to recognize
the incredible work of their housekeeping staff.
The Housekeeping Awards will be presented
at the Hospitality Industry Gala dinner on
Monday, April 23, alongside the Hospitality
Industry Awards, which award Hotelier of the
Year, Publican of the Year, and Liquor Retailer
of the Year for 2017.

We have an excellent lineup of sessions and
speakers for this year’s conference, including
David Sax’s highly-anticipated presentation
on the Revenge of Analog. Sax has written
extensively on a growing and returning
appreciation of the tactile joys of analog,
and will outline the shift away from the digital
realm as “analog products, experiences, and
processes are making a comeback.” With
hotels looking for innovative ways to engage
with consumers, we know this talk will ignite
some great discussion as we head into the
breakout sessions.
As in previous years, we know that this
conference is an important opportunity for our
association to engage our membership. We
received fantastic feedback in the surveys for
last year’s event and have taken your points
into consideration as we built our schedule
for the 2018 BC Hospitality Summit. From the
educational seminars, sought-after keynotes,
vetted vendor marketplace, to the now two
receptions, the Gala Awards Dinner, and the
Housekeeping Awards, we have been working
hard to make sure this is an event not to miss.
With the venue in Whistler, the site of the 2010
Olympics, there is no shortage of activities
and sights to see outside of the conference
schedule.
As the Chair of the BCHA, 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.

Reduce Guest

Acquisition
Costs
A New Era Calls for a New
Model to Reduce Costs
by Ken Barna

The digital revolution has completely changed both the
economy and personal lifestyles as we know them, and the
hotel industry is no stranger to these dramatic shifts over the
last decade. Nearly half of all bookings for US hotels took place
online, based on data through 2017. Of that, 23% of room nights
were booked through hotel brand.com websites with OTA bookings
making up about 14% and GDS bookings hovering at 10% of the hotel
booking pie.
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to keep up in the digital arms race citing rising search advertising and
technology costs. The next five years will see the rise of voice-activated
assistants, artificial intelligence, and virtual and augmented reality, all of
which will impact hotel booking as well as the guest stay experience.

Hotels in the US are currently spending
15-25% of guest-paid revenue to
acquire their customers.
Costs to Acquire Guests
Competition from Tech Giants
At the onset, the digital marketplace was anticipated to be the great
equalizer between large, small, and independent hotels. However, as
it has evolved, the rise of participating intermediaries added costs,
complexity, and competition to the traditional analog market. Hotels are
not only competing against local hotels for consumer bookings, they
now contend with the OTAs and tech giants like Google, Facebook and
TripAdvisor, which are all competing for the online attention and screen
time of hotel bookers. As the tech giants aggregate rates and availability
via metasearch platforms, individual hotels and brands alike find it difficult
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As hotels and intermediaries continue to play in the same sandbox for
hotel guests, it needs to be with ample transparency to the true costs
involved and understanding the demand in each channel. Hotels in the
US are currently spending 15-25% of guest-paid revenue to acquire
their customers, between commissions, transaction/channel fees, and
loyalty costs, in addition to sales and marketing spend. After these
costs are accounted for, the percentage that remains is the hotel’s
revenue capture.
With the growth in third party commissions and other acquisition
costs, hotel operators will need to adapt their toolset to keep a careful
eye on costs. In fact, many of these costs have not previously been
managed in a systematic way, due in part to some specific costs that

do not even appear on a hotel’s P&L. For bookings where the revenue
is collected by third parties, such as those booked through wholesalers
as well as opaque and merchant model OTAs, this means that only the
portion paid to the hotel by the third party is recorded on the hotel’s
P&L, but the P&L does not account for the full rate paid to the third party.
Since the commissions are taken out of the rates paid by the guest, or
guest-paid revenue, these mark-up commissions represent a meaningful
cost to the hotels, and they should be accounted for and monitored.

Your Optimal Business Mix
Since there are many sources of business for a hotel, and transaction
costs and fees vary widely for each, a hotel would benefit to understand
both the demand drivers available in their market along with the
corresponding costs in order to determine the hotel’s optimal business
mix. Historically, hotels have indexed against the average of a set of
locally competitive hotels, but in today’s business climate of highpowered technology giants, being average isn’t going to cut it. The
best performing hotels will determine their optimal business mix, align
resources to achieve it, and monitor and manage performance on a
daily basis against those targets.

The Competitive Market
While the digital marketplace calls for a new way of evaluating revenue
with a focus on profit contribution, it also calls for a more complete way
of evaluating a hotel’s performance against its competitors. Revenue

managers may focus on price and inventory decisions, but improving
profit contribution may require the use of other revenue levers like digital
marketing or sales. Examining the competitive market is now possible
by channel, rate category, even down to individual travel agent. This
analysis enables a hotel to find opportunities by customer segment and
day of week along with other salient factors, such as cost by channel,
length of stay, lead time, and loyalty contribution. In a world of high
costs and limited resources, understanding the demand that exists in
a market by channel and rate category, along with the costs associated
with acquiring that demand, can help a hotel align its spending more
accurately against the demand it is most likely to acquire. Improving profit
contribution requires a shift from traditional revenue management to a
new discipline needed to operate in the digital marketplace—“revenue
strategy.” This means taking a holistic view of all revenue levers and
answering some key questions: how much should be spent in total for
booking as well as sales and marketing? How much business is realistic
to target in each channel and rate category?
The digital market has evolved to a new normal where all customer
acquisition costs, booking costs, along with sales and marketing,
expenses are viewed as one pool of funds and, tethered to the actual
market demand of a given hotel, must be right-sized and managed.
The time has come for hotels to strive for their optimal business mix to
achieve the best a hotel can attain by targeting net revenue and seeking
the highest level of profit contribution possible.
Ken Barna is Marketing Director at Kalibri Labs and can be reached at
ken@kalibrilabs.com.
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Addressing
the Seasonal
Labour
Challenge
by Christine Willow
In the past two years, BC has continued to
see a decline in the unemployment rate and
an increase in tourism. The outcome of this is
that many employers are facing challenges in
finding not only the appropriate candidates
for their vacant positions, but in some cases,
particularly during peak season, finding any
candidates.
The BC Hotel Association (BCHA), with the
endorsement of go2HR, made the decision to
establish an international student recruitment
program in order to help support its members
to find the staff they need as well as to provide
a meaningful international work experience

opportunity for tourism/hospitality/culinary
students.
The Government of Canada has visa
programs that allow international students to
come to Canada for various work experience
opportunities.
Research was conducted in the fall of
2017 to ascertain the interest and viability to
establish a program to recruit tourism and
hospitality students from Ireland to fill seasonal
and permanent positions for hotels throughout
BC. The aim of the program is to offer a great
opportunity for students looking to obtain
some international work experience in the

industry as part of their education and career
ladder, and to assist employers with some of
their seasonal hiring needs.
Chemistry Consulting Group will work with
employers and manage the program on behalf
of the BCHA. Chemistry provides specialized
tourism and hospitality focused labour market,
consulting and immigration services. The team
at Chemistry has professional designations
and experience in both the hospitality industry
and in international recruitment. The team
includes a Regulated Canadian Immigration
Consultant (RCIC) who will assist with
all government visa requirements, along
with consultants who have many years of
experience in the hospitality industry.
With this combination of exper tise,
Chemistry is well suited to represent the
BCHA and to make an assessment on the
appropriate candidates for this recruiting
program.
Representatives from Chemistry will travel
to Ireland in the early part of 2018 in order to
establish a connection with colleges that either
have a tourism, hospitality management, or
culinary program. Chemistry will represent
the individual employers featuring the
employers’ job postings, describing the type
of establishment, location of the business,
and any other unique features that would
pique the applicants’ interest. Upon returning
to Canada, participating employers will be
provided with resumes and a brief overview of
the candidates to allow them to make the final
determination to hire a student from Ireland.
Students who participate in the program
will be paid the going wage for the position
they fill, and will be a full member of the
employer’s team.
For information on participating in this recruitment
program, please contact Chr ist ine Willow at
C.Willow@ChemistryConsulting.ca.
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Repurpose

Underutilized Space
by Carrie Russell

Increase the Value of Your Hotel Asset
Hotels are income-producing assets and are valued based on their income
potential, so a hotel owner is best served when all areas of the building are
being used to their maximum potential.
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What do you do when you have underutilized space in your building?
Put it to work! Here is a list of ten ways to do just that:

1. Lease it out.
Even if your hotel doesn’t have street-front space in a downtown core,
there are still many options for leasing out space to retail tenants. A
retail revenue stream can drop directly to your bottom line, boosting the
value of the property with what is typically a low-risk income generator.
Consider options that will enhance the experience of your guests, such
as car rental agencies, tour companies, unique shops, and office supply
or courier companies. A commercial leasing agent is often helpful with
this process.

A leased out restaurant can be great for
both generating income and providing an
enjoyable experience for your guests.
2. Add a restaurant.
Food and beverage outlets do not have the reputation for being
profitable, low-risk operations that add value, but they can be a viable
revenue stream under the right conditions, in addition to being an
amenity that assists in the sale of guestrooms. If you have the right
space, a restaurant, especially a leased-out restaurant, can be great
for both generating income and providing an enjoyable experience for
your guests. Look at branded restaurant options that agree with the
identity of your hotel.

3. Consider a spa.
If your hotel is in a market that has a reasonable amount of leisure
or meeting demand, a spa can differentiate the property from the
competition and, if done well, attract a local following. Both leased and
managed structures are potential options to be considered.

4. Convert it to a meeting room.
Group and meeting business is often a key part of a hotel’s segmentation
strategy. This demand generates guestroom revenue in the shoulder
months and boosts the use of food and beverage venues and other
ancillary facilities. Do the research to determine the type of space that
meeting planners in your market are looking for and how you may be
able to use your excess space to get a leg up on the competition.
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secure space to store skis or hockey bags or as complex as a waterpark
or a jungle gym. Be conscious of using the space for something that really
adds value for the guest and to the asset. Will guests pay a higher rate
at your property because of this offering? Does that higher rate justify
any additional costs that may be incurred in maintaining the space?

Consider the potential of the serviced
office model.
6. Add a club floor and a lounge.
Executive lounges and club floors command premium rates in the
upper-upscale and luxury market segments. If space is available, it
often makes sense to designate a premium floor of guestrooms with
access to a lounge that offers complimentary breakfast and evening
cocktails and snacks.

5. Enhance the guest experience.

7. Get into the office business.

This option is only limited by your imagination, but it is prudent to begin
with the specific clientele to which your hotel caters. The road warrior
looking to stay sharp on his or her game might find special value in a golf
simulator, whereas a family on holidays might appreciate a games room
to get kids having fun away from their screens. The right differentiating
factor for your hotel could be as simple as an easily accessible and

Hotels often have locations and services that office tenants desire, and
there are many examples of hotels successfully creating flexible offices
on both a short- and long-term basis. If you have the space, consider
the potential of the serviced office model that could play off current office
leasing trends and the service strengths of the hotel to command a
premium lease rate. Companies like WeWork are enjoying good success
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with a model that offers office space that can be rented on a short-term or
monthly basis and includes services such as Internet, printing, phones, a
front desk, etc. Given many hotels are already offering this service for their
guests, an office environment could just be an extension of this model.

8. Park it here.
If you have an abundance of parking at your hotel, there may be an
opportunity to partner with a car rental agency, a community car-sharing
program, or an electric-vehicle charging company. Depending on the
location, it may also make sense to offer a park and fly program, which
involves shuttling sun-seekers to and from the airport while keeping their
vehicle safe and accommodating them before and after their vacations.

9. Dual brand it.
Of all the suggestions listed, this option for adapting space within a hotel
is by far the most complex, but it is also potentially the most lucrative,
which is why we are now seeing it take place in several locations in
Canada. If your hotel has additional space and development potential,
you can turn it into two distinct properties, each with its own brand.
A transient-focussed hotel and an extended-stay, all-suite hotel are
commonly paired in this scenario.

10. Give back to the community.
In some instances, there just isn’t a strong business case to be made for
any adaptive re-use strategy, but there may be a community program

that would benefit from having a home. This may be a church group, a
charitable organization, or a school. When seeking out these groups,
be sure that the use is compatible with your hotel and brand standards
and that it will not clash with guest expectations.

Partner with a car rental agency, a
community car-sharing program, or an
electric-vehicle charging company.
When considering options for repurposing underutilized space, each
hotel must be looked at on an individual basis. Since any plan that
is executed will require money, the best practice is to undertake a
feasibility study prior to embarking on a project as part of building a
solid business case. With proper planning and due diligence, however,
a project to maximize the use of space within a hotel can have tangible
benefits for an asset that can be seen in both the bottom line and the
market value.
Carrie Russell is a partner and the Managing Director at HVS Canada
(www.hvs.com), a hotel consulting and appraisal firm with associates in Vancouver,
Calgary, Toronto, and Montreal. At HVS, Carrie is involved with asset management,
contract negotiation, due diligence, feasibility studies, and appraisals for hotels
and resorts across Canada. crussell@hvs.com
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Prince
George

The Story Behind
the Boom
by Mark Glenning

Prince George’s hotel industry is undergoing a surge,
but what’s contributing to it?
The largest city in northern BC, Prince George has a
crucial role in the province’s economy as a service
and supply hub for the region. Situated at the
meeting point of the Fraser and Nechako rivers, it’s
surrounded by beautiful natural features that bring
many tourists in, but is this the sole reason why
its hotel industry is currently undergoing a surge?

It’s true that tourism here has a lot to offer. There
are over a dozen campgrounds within an hour’s
drive of the city, you can drop a line and fish at one
of more than 1,600 lakes, and there is a wealth of
trails to hike that will reward you with stunning views.
According to Destination BC, Prince George’s hotel
occupancy rate in July 2017 was 81.8%, up 9.2 points
from 2016, and August was 84.9%, up 14.2 points.

A Healthy Off Season
Shirley Tiller has noticed this spike in numbers. She’s the
general manager of the Prestige Treasure Cove Hotel on
Highway 97S, and it’s fair to say that she’s an industry veteran;
Shirley started her career working on the front desk, and
gradually rose through the ranks, with positions in housekeeping,
a role as meeting space coordinator, and becoming operations
manager before taking the top job.
Although in its current low season, Shirley reports that the hotel
is doing well, “It’s been very strong. We’ve had a lot of guests
coming here for leisure, but we’ve found that we’ve had just as many
corporate guests.”
She adds, “We’re very busy on the weekends with guests that like
to attend the casino attached to the hotel, and check out what Prince
George has to offer.”

Photo courtesy of Tourism Prince George
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This includes the CN Centre, which is the largest arena in the city. It’s a
stage for some of the biggest names in showbiz including Elton John and
Cirque du Soleil, and in 2017, 240,000 people came through its doors.
Tiller notes that there has been an increase in the number of business
guests, and attributes this to more businesses setting up in the city. In
fact, the Prestige Treasure Cove has just renovated its boardroom, and
plans to add more meeting space in 2018.

Photo courtesy of Prestige Treasure Cove

A Business Nexus
Manager of Economic Development, Melissa Barcellos, is a native of
Prince George and therefore is naturally invested in its economic growth.
She’s seen a lot of development during her two-and-a-half years on the
job, and says, “A lot of the hotel visitors are here for conferences and
events, as Prince George is a hub for business in Northern BC. We also
have a lot of conferences and large trade shows, such as the recent
Natural Resources Forum, which saw over 900 delegates.”
She describes it as the largest conference that the city has had, and
that the signs point to it being just the beginning. The downtown area will
soon have a new Marriott hotel, and there has been significant interest
in constructing other hotels too. Barcellos thinks that this will serve to
make Prince George more competitive in bidding for more conferences,
which means more hotels guests.

Beyond Conferences
Photo courtesy of Tourism Prince George

Although there has been a decline in the mining, oil and gas industries,
other sectors have seen a boom. Prince George’s leading employers
are in the healthcare and education sectors, but small businesses are
the current driving force behind its economy, according to Barcellos.
She reports, “There is a lot of residential construction, but there are also
large industrial contracts. Engineering and professional services are also
growing, and a lot of major banks are located here as well.”
In fact, the city just went through a referendum to approve several
construction projects, such as a new fire hall and a four-phase, multifamily residential development of 151 condo units.

Not Forgetting Tourism…
Although business is thriving, praise is also due to tourism. The State
of the North Report, published in January 2018 by the Northern
Development Initiative Trust, not only shows that there has been growth
in healthcare and forestry, but that the tourism and fishing sectors are
also growing. The signs are that tourism will keep increasing as the
weak Canadian dollar continues to bring in American tourists and more
Canadians vacation in-country.
Shirley Tiller says, “I think that the region owes a lot to the regional and
provincial Destination Marketing Organizations. They’ve been working
together for years to come up with the right message, and I feel that a
lot of the work they do really contributes to our economy.”
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by Mark Glenning

Bringing Hi Tech Communications
to the Hospitality Industry
Sunco Communication and Installation Ltd. has been a trusted telecom partner
of Western Canada’s hospitality industry for almost two decades. From modest
beginnings as a home-based business, the family-run company is now at the
forefront of cutting edge technology and supports the communication needs of over
1,600 clients across Canada, the United States and the world.
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A D V E R T I S I N G F E AT U R E

A History of Helping Hospitality Companies Succeed
Sunco understands that better communication systems mean efficiency
increases across the board, and the company is committed to providing
hotels the full spectrum of technical solutions that save money as well
as increase the quality of the guest experience.
Sunco CEO and founder Mike Schoenberger gives an example,
saying, “One of the newest guest room technologies from our partner
Bittel looks like a cell phone charging station. As soon as a guest walks
in, his or her phone will connect to it automatically and all streaming
content will show up on the TV.”
It’s a simple system, and it’s a vast improvement with regards to
privacy, security, and convenience for guests.

What about Productivity
and Profitability?
Mitel is the premier supplier of
communications for the global
hotel industry, and Sunco is
not only the largest, privatelyowned Mitel Platinum Partner
in Western Canada, but also a
Mitel Certified Service Partner.
Sunco is uniquely
positioned to assist in making
day-to-day hotel operations
run as smoothly as possible by
offering solutions like Mitel Connected Guest. Designed specifically for
the hospitality industry, it’s Mitel’s premium platform to provide group
messaging facilities, wakeup call management, multiple language
mailboxes, and allows management to track room and maid status,
mini-bar billing, and a host of other features. Operations can easily
become more streamlined, which improves productivity.
It also allows you to communicate with guests instantaneously via
their cell phones. You can send welcome messages to them, details of
exclusive offers, and information on meetings.

What Does 2018 Have in Store for Sunco?
Sunco recently joined the BC Hotel Association, and the company
relishes the prospect of bringing innovative new services and products
to the industry. It recently purchased Alberta-based PhoneInn Inc.
in order to be the exclusive Canadian distributor for Phonesuite—a
budget-friendly, reliable phone system that puts cutting edge
communication tools within every property’s reach. It’s a natural
addition to the Sunco family.

Session Initiation Protocol (SIP) trunking is an exciting new growth
area for the hospitality industry, and Sunco launched SIP for Business
in mid-2017 to meet the growing need for “virtual” phone lines that
operate over the Internet or a private network. SIP trunking can literally
transform the functionality of a hotel property’s communication system
while significantly reducing costs. With SIP for Business, long distance
calls across North America (except Yukon, NWT and Nunavut) are also
included, so you don’t have to worry about expensive call accounting
systems. Sunco is offering special introductory pricing for SIP for
Business this spring!

Monthly Costs Made Easier
Mike is passionate about making it easier for property owners to
access new technology, so Sunco offers a package that incorporates
all monthly communication costs, including hardware lease costs and
phone lines, into one budget-friendly monthly payment. Included in
this package is Sunco’s Hospitality Managed Service, which includes
extended warranties, priority service and even a yearly review of your
telecom contracts to ensure you are getting the services you need at
the best possible prices.
He adds, “Our Managed Service offering takes the guesswork out of
administering your property’s communication system. It can save you
tremendous time and money. It’s simply a set monthly cost per room
multiplied by the hotel’s number of rooms.”

Join the Family
If there’s one thing Mike and
his team love to do just as
much as lend their technical
expertise to the more than 650
hotel properties they support
across Canada, it’s making
real connections. He says, “We
have great relationships with
our vendors and partners, and
while we’re based in Edmonton,
the power of the technology
we have at hand along with
our commitment to customer Owners (left to right) Sean Schoenberger,
Ma, Jackie Schoenberger &
service means that we’re able Jason
Mike Schoenberger.
to provide first-class support to
our many customers in BC.” He
adds, “Whether you’re a Schoenberger or not, you’re part of the family
and we treat our customers this way.” www.sunco.ca 1-888-782-9357

A D V E R T I S I N G F E AT U R E
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Buckle
It’s a Up!

Bumpy Ride Ahead
Five Top Trends for
Business Travel in 2018

by Joanne Sasvari

You’d think, with all the concerns about budgets, natural disasters, and
terrorism, coupled with improved video conferencing, that fewer people
would be travelling for business these days. Not so, according to a report by
the Global Business Travel Association (GBTA), which predicts that business
travel spending will actually increase by 6.1% in 2018.
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That’s the good news for hoteliers. The bad news? Just
about everything else. Here are the top anticipated trends
for business travel in the year ahead.

1. The Sharing Economy is Here to Stay
When Airbnb launched in 2008, it seemed like a cute idea
for leisure travellers. Now it’s increasingly becoming a go-to
for business travellers too, especially for millennials—a cohort
that now comprises the most frequent business travellers,
according to the corporate travel platform Skift—and anyone
who wants to save money and/or tack a vacation to the end
of their work trips. Already, the GBTA reports that 15% of
Airbnb’s bookings are dedicated to business purposes, and
the company’s goal is to reach 30%.
This growth projection is likely to be hugely disruptive to
traditional hotels, which are often more expensive than shortterm rentals.
Meanwhile, business travellers also rely heavily upon
convenient and economical ride-sharing services like Uber and
Lyft. FreshBooks, for instance, reports that by late 2017, small
business owners chose Uber over taxis by a factor of three to one. But
not in BC. Although the previous provincial government promised to
have ridesharing in place by the 2017 holiday season, the new NDP
government has hired an industry expert to review the issue and create a
“made-in-BC” solution that will not even be announced until early 2018.

2. Expect to Pay More, and Get Less for it
Accommodation, airfare, food, labour: the cost of everything is going
up. Even if base prices don’t rise, things that used to be free now come
with a cost.
Following the trend started by no-frills airlines, some properties are
now charging more for “extras” like WiFi, luggage storage, parking,
room safes, refundable rooms or departures, reports Amex Global
Business Travel. And after Hilton and Marriott announced new 48-hour
cancellation policies, American Express expects more properties to
follow suit.

Hotels are also increasingly pushing guests to book directly through
their websites rather than aggregators like Expedia or TripAdvisor,
offering them a loyalty discount in return. In general, though, the value of
rewards programs is waning as hotels and airlines make it increasingly
difficult to reap those rewards. Even credit card loyalty programs are
becoming less attainable.

Business travel spending will actually
increase by 6.1% in 2018.
Another thing to consider is a range of changes coming to airline
travel that will offer less choice, fewer perks, and higher costs. Among
them: consolidation of airlines, the end of in-flight entertainment, and
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the introduction of New Distribution Capability,
the International Air Transport Association’s
new standard that will see airlines imposing
surcharges on flights made using non-direct
channels.

3. We’re in a State of “Permanxiety”
Hurricanes, earthquakes, terror attacks,
pandemics, kidnappings, unstable
governments, new visa and immigration
regulations—the litany of global disasters
almost makes you want to stay at home.
Fortunately, though, travellers and hoteliers
alike have found new ways to deal with safety
and security on the road. GPS trackers,
employee check-in systems, and apps that
report on emergency procedures are already
in place (although with limited effectiveness,
as seen during the recent tsunami warnings
on Vancouver Island).
Now biometrics, travel robots, and more
sophisticated tracking are in the works. For
instance, in 2017, British Airways began
tests of biometric boarding at Heathrow and
Los Angeles airports—if successful, it could
potentially make passports obsolete.
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Of course, that also gives rise to concerns
about privacy and an even bigger security
issue: cyber security.
According to Forbes, 2018 is expected to be
an unprecedented year for data breaches, and
travellers are especially vulnerable. Criminals
can easily steal laptops and other devices
from hotels, airports, and restaurants, but
worse, they can gain access to credit card
numbers, personal details, and confidential
business information. Amex points out that
hotels are especially vulnerable to hackers
stealing guests’ credit and debit card details.

hotels, those officers will be able to use data
from multiple sources to create better profiles
of their guests, putting it to use through, yes,
personalization.
Along with the ever-thinner devices, longerlife batteries and improved 5G connectivity
that are expected this year, a veritable
alphabet soup of new technologies—AI, VR,
AR, ML—is in the wings.
Some hotels are already using artificial
intelligence to improve guests’ experiences
with, say, robot concierges. Qantas Airways
is using self-service tech to cut check-in times

Some properties are now charging more for “extras” like
WiFi, luggage storage, parking, room safes, refundable
rooms or departures.
4. Technology is Everything
Already guests can use their phones to choose
a room, check in, and unlock their door. Soon
guests’ phones will replace in-room controls,
allowing them to lower the heat, change the TV
channel, open the blinds, and turn off the lights.
It’s called “personalization,” which is a cozy
way of saying technology is set to take over
everything.
Consider this: The technology analysts
Gartner note that 90% of the world’s data
was created in the last two years, and predict
that most big companies will employ a chief
data officer by the end of 2019. In the case of

by 90% and Hipmunk has introduced an app
you can talk to like a person. In fact, Egencia,
the business arm of Expedia, reports that
41% of business travellers it surveyed believe
that advanced AI will improve booking
experiences.
Meanwhile, other experts expect virtual
reality, augmented reality, and machine
learning to transform the travel and events
world in a myriad of ways. For instance, VR
can improve online video-conferencing to the
point where it eliminates the need for workers
to travel for face-to-face meetings.

That’s not all. Even how we pay for things is
changing. Until recently blockchain technology
and its crypto-currency cousin bitcoin were
the nerdy tender of shady black markets.
However, American Express and Visa recently
started allowing cross-border, blockchainenabled, business-to-business transactions,
while MasterCard has filed a blockchainbased patent.
In case you’re wondering, the future is now.

5. Work and Vacation are Inseparable
“Bleisure”—the blending of business and
leisure travel—began as trend a few years ago.
In 2018, it will become the norm.
Booking.com reports that 49% of business
travellers are already extending their corporate
stays to enjoy the destination, while a 2016
Chase Marriott Rewards study found that
80% of millennials would add personal time
to their business trips, and Forbes reports
that 57% of companies have policies in place
allowing employees to combine business and
vacation travel.
True, these travellers will often choose a
home-sharing option for the “leisure” part of
their trip, seeking a more authentically local
stay, but the trend still presents opportunities
for traditional hotels, too. After all, once
travellers are in your property, you need only
capture their attention and give them a reason
to stay.
Heck, there’s probably already an app for
that. And if there isn’t, expect one soon.
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Recruiting

Management Staff
by Kevin Woolliams

Where did everyone go? Who are the next generation of supervisors and
managers for our businesses and how can you find them? Are they hiding?
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Hospitality is an industry that has traditionally built its own leaders
internally; do not underestimate the power of succession planning and
developing homegrown talent; the Fall 2017 issue of InnFocus had many
great suggestions for building your own talent in the article Promoting
from Within.
If you find yourself in a situation of needing a manager or supervisor
right now and your internal options are depleted, you are thrust into
the role of recruiter. Several approaches (many of which intersect) are
available to you.

Not everyone in the job market is an
active job seeker.
Network, Network, Network
This is a time to reach out to your network. The sentence: “I am looking
for a supervisor/manager/leader and want to know if you can think of
someone” is powerful. Check in with your old boss, former employees,
suppliers, and anyone else in the industry who would have interactions
with the type of person you are looking for. Liquor representatives, for
example, might know which F&B Managers are looking for a change, or
a number two at a competitor who is ready for a promotion.
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Consider offering a small reward for staff
members who refer your next leader (or any
other employee). The reward does not have to be
big. Common rewards in referral programs are
modest ($50 to $100) gift cards, a day off with
pay, or branded items like vests and sweatshirts.

Do It Yourself – Low Cost, High Tech

The key to networking: not everyone in
the job market is an active job seeker. Some
people don’t even know they are interested
in a career change! Don’t limit your search to
a narrow version of an ideal candidate. Open
your mind to some of the following types
of candidates when looking for your next
supervisor or manager:
• Someone returning from parental leave and
looking for a different challenge;
• An individual looking to return to roots such
as a front desk manager with a background
in rooms or an assistant general manager
looking to return to the focus of his original
function; or
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• Strong people managers from other
industries, like retail, who are willing and
able to be trained in hospitality systems and
processes (what is the balance of skilled
people management vs. industry knowledge
you really need?)

Do It Yourself – Internal Referrals
Your own employees are a great source of
referrals. They are already well informed about
the culture and what it takes to be successful
in your business. Current employees have the
intrinsic motivation to have their next boss be
the right person. Who would refer a jerk to be
their boss?

Options abound for expanding the reach of
your network in a low-cost way.
LinkedIn: It’s a bit like Facebook, but for
business. There is a cost to advertise on
LinkedIn, but there are no restrictions on posting
a hiring need. Let your expanded LinkedIn
network work on your search with you.
Indeed: Indeed creates its job board by
consolidating job postings from multiple
websites; this approach has made it the number
one job posting website in Canada. They
accept direct postings for free with the option to
“sponsor” your posting for a very modest cost.
The opportunity to use the number one job
board in the country should not be passed up.
Craigslist: Often thought of as a place to
give away your old couch, it can provide
surprisingly positive results for your recruiting
needs, even for senior level positions. Unlike
adver tising your couch, career ads on
Craigslist have a modest cost (cost varies by
region). Kijiji offers a similar service with similar
pricing—different regions lean towards Kijiji
and others prefer Craigslist.
go2HR: They rightly claim to be “the leading
free job board for tourism jobs in BC” and
for good reason: the price is right (free), it’s
industry specific, it’s kept up-to-date and—a
special rarity—it has a local person who will
help you via phone or email.

Getting Outside Help – Professional Recruiters
There are occasions when it is best to call the professionals. Professional
recruiters have several advantages over do-it-yourself options, which
appeal to many businesses. The primary appeal for most people is that
recruiters focus on recruitment, so that you can focus on managing
your business. Being professionals, they often are just simply better
at finding the right candidate in a timely manner. A great recruiter will
already have a network of contacts allowing them to dig much deeper
into available talent—often in the “hidden job market”. They also have
their own marketing approach. Recruiters are almost always the best
way to have a confidential search conducted.

The opportunity to use the number
one job board in the country should
not be passed up.
The two ways recruiters are typically compensated is a retained
search or contingency-based search. Contingency-based searches are
most common with low to mid-level positions. The recruiter is paid a
percentage of the recruit’s first year salary after the new employee has
started in their role. With a retained search firm, fees—usually based
on estimated first year earnings of an ideal candidate—are payable
throughout the recruiting process. Retained searches are typically for
higher level positions, but should not automatically be ruled out for
mid-level positions.
Regardless of the approach you take to your next manager
recruitment, remember that your search becomes an extension of your
hotel’s brand. Talent in our industry notices the little things; candidates
who are not a match for a current recruit may be perfect for your next
recruit, and may be part of your expanding network to help you find
the right candidate.
Kevin Woolliams is the founder and Managing Director of HR West Consulting. As
a Human Resources and Labour Relations Consultant, he works with hospitality
clients throughout BC with both HR West Consulting (hrwest.ca) and Hospitality
Industrial Relations (hirbc.com).

Pro Tip:
Questions to Ask Recruiters
• Is there a guarantee on the new hire? How long is the
guarantee?
• Will you agree to not recruit employees from my
business in the future if we use your services?
• What extras do you bill for? Who pays for advertising?
Is there an administration fee?
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100 YEARS OF BCHA

Photos courtesy of Colleen Isherwood

BCHA Celebrates 100th Anniversary
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Next Issue: Summer 2018

Retaining Staff – Look at strategies that can be employed to engage employees.
Trend to Modular Hotels and Mini-Pods – Hotels and hotel rooms are getting
smaller but how is the market reacting to these smaller units?
Selecting a Brand – How do you compete with the growing range of brands in the

marketplace?
Improving your Digital Reputation – What are the best practices to leverage

TripAdvisor and other social media?

Book your ad by April 27
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NAMES IN THE NEWS

by Marina Lecian

New BCHA Members

Awards

The BC Hotel Association welcomes new members:
Eagle Pass Lodge, Revelstoke
Elizabeth Lake Lodge, Cranbrook
Gallagher Lake Lodge, Oliver
Glacier House Resort, Revelstoke
JW Marriot Parq Vancouver
National Payments Ltd., Calgary
Selkirk Inn, Golden
The DOUGLAS, Vancouver
The Josie Boutique Hotel, Rossland

Watermark Beach Resort’s General Manager and
VP of Business Development, Ingrid Jarrett, has been
named one of Canada’s most powerful women by the
Women’s Executive Network (WXN) at their annual
‘Top 100 Awards’. As a recipient of the prestigious RBC
Champions award category, Jarrett received recognition for making a
distinct and describable difference to the advancement of women in
the Canadian workplace.
Deb Elless, a Senior Reservations Agent at The Fairmont Hotel
Vancouver for 22 years, was awarded Tourism Employee of the Year at
the 2017 Canadian Tourism Awards presented by the Travel Industry
Association of Canada (TIAC) in Gatineau, Quebec on November 28.
TIAC was also proud to award Sun Peaks Grand Hotel & Conference
Centre the Air Canada Business of the Year Award for their success,
leadership, and innovation in Canada’s tourism industry.
The World Ski Awards named Pan Pacific Whistler Mountainside
Canada’s Best Ski Hotel for the fifth consecutive year. It honours the
luxury lodge-style property for its outstanding amenities, personalized
service, and ideal proximity to world-renowned Whistler and Blackcomb
mountains.
The Westin Bear Mountain Golf Resort & Spa in Victoria was named
Canada’s Best Golf Hotel at the recent World Golf Awards.
Thompson Okanagan Tourism Association (TOTA) earned and
celebrated its International Biosphere Certification for creating a
sustainable tourism plan. TOTA is the first region in all of Canada and the
US to receive this accreditation and one of only 20 certified destinations
in the world.
Victoria’s Magnolia Hotel & Spa was awarded Booking.com’s 2017
Guest Review Award.

New Names
Stardust Motor Inn in Penticton is now known as the Sahara Courtyard
Inn.

New General Managers
Andrew Brownrigg, Best Western Plus Chateau Granville Hotel & Suites
& Conference Centre
Jens Moesker, The Fairmont Pacific Rim, Vancouver
Judi Pharand, Ramada Langley/Surrey
Kurt Pyrch, Kwa’lilas Hotel, Port Hardy
Marlane Christensen, The Historic Lund Hotel

Appointments
The Thompson Okanagan Tourism Association (TOTA) elected Frank
Antoine to be chair of their board. Antoine is the Cultural Coordinator
of Quaaout Lodge in Chase and has served as a director on the board.
Tourism Kelowna has elected Thom Killingsworth as the new chair
of the board. Thom brings over 30 years of tourism and hospitality
experience to his role as Chair at an important time of growth for both
Tourism Kelowna and the Central Okanagan tourism industry. Thom has
been a member of the Tourism Kelowna board since December 2013,
most recently serving as Vice-Chair.
Peter Armstrong, founder and Chief Executive Officer of Armstrong
Group, the owner and operator of Rocky Mountaineer, will be inducted
into the Business Laureates of British Columbia Hall of Fame. He joins
a prestigious group of more than 60 business leaders who have been
inducted into the Hall.
Jens Moesker has been appointed Regional Vice
President, Pacific Northwest and General Manager of The
Fairmont Pacific Rim in Vancouver. Jens joins Fairmont
Hotels from his most recent position as Area Manager
and General Manager of the Shangri-La Hotel Toronto
where he oversaw the North American properties.
go2HR welcomes Dorothy Easton to Lead Analysis of
Employment-Related Policy and Impacts on BC Tourism
Labour Market. Dorothy brings extensive policy analysis
experience to the role, including five years in a similar
position with the Industry Training Authority. Dorothy
previously worked with the federal government on the Operational
Aboriginal Policy Team of the Canadian Environmental Assessment
Agency.
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The 2017 Canadian Tourism Awards
The Air Canada Business of the Year Award - Sun Peaks Grand Hotel
& Conference Centre, Sun Peaks
The Metro Toronto Convention Centre Event of the Year Award - Half
Corked Marathon: Oliver Osoyoos Winery Association, Oliver
The Tourism HR Canada Employee of the Year Award - Debra Elless:
The Fairmont Hotel Vancouver, Vancouver
The Diversey & Restaurants Canada Culinary Tourism Experience Award
- The Flight Across the Top of Canada: Edible Canada, Vancouver

WHAT’S NEW?

by Marina Lecian

Complementing their TELUS Optik® TV service, TELUS has recently
launched Channel on Demand, which allows guests to add their
own favourite channels. Exclusive to TELUS Optik TV® for Business,
Channel on Demand allows them to rent channels not included in the
free-to-guest lineup. Rental options include 2, 7, or 28-day packages.
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BCHA MEMBER BENEFITS

by Louise Thompson

This year the BCHA has added some great,
new partners to our Member Value Programs.
These programs have been carefully selected
by Jason Cheskes, president of Above The
Line Solutions for the BC Hotel Association’s
members.
Many companies have been chosen in
response to feedback from both our board
and our wider hotel membership. Each
company offers our hotels the best pricing
in the industry with truly unbeatable savings.
These preferred vendors are well-respected
within the tourism industry, and we strongly
encourage you explore what they offer BCHA
members. Hotels are thrilled to discover that
by switching suppliers they are able to receive
substantial savings as well as a better product/
service than before.
BCHA’s Member Value Program Partners
offer unbeatable prices on a wide selection of
bread & baked goods, the latest electronics
for every area of your property, a vast array
of cleaning products, credit card processing,
quality office supplies delivered on time and
professional pest control.
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Premier Programs
HIP - Hospitality Insurance Program
TotalGUARD
Foodbuy Canada
National Payments
Staples

Absolute Energy
Wood Wyant
Brite-Lite
Abell Pest Control
Canada Bread
Key Card Ads

FF&E/Textiles/Guestroom Supplies
Sherwin-Williams
Eden Textile
RHB Enterprises Inc.
Serta
Guest Supply Canada
LG Electronics Canada Inc.
Best Buy Canada Ltd.

Financial/Insurance/Staffing
HIP – Hospitality Insurance Program
TotalGUARD
VI Banking
Green Key Global
National Payments
Check in Canada
Ceridian
Park’N Fly

Hotel Operations
Foodbuy
Staples
Ecolab
Printhink Solutions
Van Houtte Coffee Services

See details about these programs at
www.bchotelassociation.com.

