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by Chairman of the Board, John Kearns

Looking at Labour Heading into
BC’s Busiest Season
As one of the main economic drivers in
BC, the hospitality and tourism industry is
feeling the greatest impact of the labour
shortage, a sentiment we’ve heard repeated
in communities across the province. BC is
one of Canada’s top destinations, and part
of BC’s tourism experience is the quality of
our accommodations and hospitality frontline
engagement. The BC Hotel Association
(BCHA) has been working hard to develop
recruitment projects to serve our members’
labour needs as we head into another busy
summer season. Working with our industry
partners, go2HR, Chemistry Consulting,
and Culinary Recruitment International, the
BCHA has identified innovative sources
and channels to secure labour for a variety
of roles. As with everything in our industry,
communities need to pull together to determine
a workable approach and develop strategies
for creating viable solutions to the labour
shortages. It bears repeating that we are all
in this together, with labour issues impacting
all levels of business. As we forge ahead with
these varied labour initiatives, the association
recognizes that some recruitment projects will
work for some and not others, and ultimately it
is important that all opportunities for bringing
in effective, reliable labour are explored. The
labour shortage is not going to be resolved
in a season, and we are working to develop
strategies that can provide a steady source of
staff, as required, throughout the year.

4 InnFocus

Connecting with Government
We started the new year off with a significant
push for government outreach. James Chase
and I met with a number of federal and
provincial ministers throughout February
and into March. Discussions focused on key
concerns surrounding the labour shortage,
and the labour implications from the lack of
affordable housing. We continue to work on
illuminating the fact that the short-term rental
issue is directly linked to the continuing and
growing labour shortages we are seeing
prov inc e -w id e. In ma ny c ommunitie s,
businesses are consistently able to attract
labour, however, the monthly rental housing is
unaffordable, unacceptable, or non-existent.
Workers without housing cannot remain in the
communities that need them.
Another key point of discussion with
government, starting with the Minister of
Municipal Affairs and Housing, Selina Robinson,
last November, has been the allocation of
MRDT funds for affordable housing initiatives.
We are requesting that criteria be established
for local government applications that restrict
funds only for active construction projects to
ensure that no inefficient uses of these funds
are implemented.

BCHA’s Strategic Plan
Our President and CEO, James Chase,
mentioned in the last issue that the BCHA
was moving forward with a new strategic
plan, developed in consultation with the BCHA
board of directors. This plan has laid the

foundation for a more effective and impactful
organizational structure for our members.
The beginning stages of implementation were
completed at the start of the New Year as the
BCHA welcomed two new staff members to
the team: Terry Duzenberry, Manager Member
Engagement and Agata Kosinski, Manager
Government Relations. These two positions
complete the new organizational structure
alongside James Chase, President and CEO,
and Stacey Sellars, Director Communications.
You can find the staff bios on page 30. The
BCHA team have hit the ground running since
the start of 2019, and they are excited to share
the results of their efforts over the year.

BC Hospitality Summit
The 2019 BC Hospitality Summit is just around
the corner. This year we look forward to
welcoming delegates to the Delta by Marriot
Grand Okanagan Resort in Kelowna on April
8th and 9th. We’ve made some adjustments to
the programming this year, based on delegate
feedback and are excited to present the
Tuesday evening Gala Awards Dinner. The Gala
Dinner will include the presentation of the BC
Hospitality Industry Awards, including Hotelier
of the Year, which has been previously awarded
to Michelle Le Sage of Oak Bay Beach Resort
as well as Ingrid Jarrett of Watermark Beach
Resort and The Royal Kelowna. You can learn
more about our annual Summit on page 13.
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.

Boomers
Gen
From
to

Multi-generational Travel
is on the Rise. Is your
Property Ready?

by Joanne Sasvari

Over the past half-century, the kind of guest who’s been coming
to stay at Tofino’s Pacific Sands Beach Resort has changed.
Well, sort of.
InnFocus
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Courtesy of Delta Hotels Ocean Pointe Resort

“A number of our clientele have been coming for years and years, ever
since the resort opened in the 1970s,” says Sabrina Donovan, the resort’s
operations manager. “They’ve raised their children here, and now their
children are bringing their children. So we have a lot of programs that
cater to families at the resort.”
Multi-generational family travel has become a massive trend in the
leisure market everywhere, not just this property on the beaches of Cox
Bay. So how can your property best accommodate it?

Who They Are
Multi-generational travel, or leisure travel that involves at least three
generations of the same family, was named 2018’s top travel trend for
all families by the US-based luxury travel network Virtuoso. In the UK, a
survey by GroupAccommodation.com found that 83% of respondents
had been on at least one multi-generational trip and 75% planned to
do so again. As far back as 2012, MMGY Global, which releases an
annual “Portrait of American Travelers” study, found that 40% of all
active leisure travellers had taken at least one multigenerational trip
over the previous year.
And those numbers have only continued to grow, especially as more
and more millennials have children. According to the research firm
Resonance Consultancy, more than half of millennials already have kids
under 18, and 44% prefer to travel with their offspring. Many of them like
to bring their folks along too. After all, Baby Boomer grandparents are
not only more active and living longer than ever before, they also travel
significantly more than the average leisure traveller, and often have the
means to foot the bill or cover some of the costs.
Kimberly Hughes doesn’t need to see stats to know how important this
trend is. She just has to look around her property. “There are definitely
6 InnFocus

more and more multi-generation and ‘skipped a generation’ guests, so
you see grandparents taking grandkids,” says the general manager of
the Delta Hotels Ocean Pointe Resort in Victoria. “Seventy is the new 50.
People are embracing travel, relishing the opportunity to make memories
with their kids and grandkids.”

People are embracing travel, relishing the
opportunity to make memories with their
kids and grandkids.
Where They’re Going
Travel is increasingly seen as an opportunity for families to spend time
together. More families are living farther apart than at any other time in
history. Add that to the relatively low cost of airfare, the ease of online
travel planning, and the trend to sharing experiences rather than material
things, and you can see why travelling together is so appealing for
extended families.
So where is everyone going? According to Virtuoso, beach resort stays
were the top family travel trend of 2018, followed by active or adventure
trips and celebration travelling. Resonance Consultancy also found that
most millennials with children prefer to visit beach resorts, followed
closely by major metropolitan cities. Meanwhile, according to Virtuoso,
the three-to-23-year-olds of Generation Z are seeking authentic, unique
experiences.
Smart properties make it easy for their guests to enjoy the unique

experiences in their destination. Pacific Sands, for instance, has
rainforest scavenger hunts and surf school for young travellers, while
older ones might prefer to relax on the beach. “A lot of seniors come
for the storm watching, from Parksville or Victoria,” Donovan explains.
At the Delta Ocean Pointe, meanwhile, Hughes says, “One of the
things our families like is we have a complimentary shuttle, which is great
for older people, and young people too.” That shuttle can whisk them
to local attractions like the bug zoo, Butchart Gardens or Beacon Hill
Park to watch the daily running of the goats. “We also provide blankets
and picnic baskets so they can go out and enjoy Victoria,” she adds.
“There’s so much to do in this city.”

There are complimentary yoga classes,
s’mores roasts and movie nights that
everyone can enjoy.
What They’re Looking For
But it’s not just what the destination has to offer that matters. What the
property offers is also important.
The Delta Ocean Pointe offers a wide range of guest rooms—with
connecting doors—as well as a club floor with cozy gathering spots.

Courtesy of Pacific Sands Beach Resort

It also provides plenty of lively spaces where families can have fun
without worrying about disrupting other guests, including the lobby,
mezzanine, conference area, and a restaurant with communal tables
that are ideal for big groups. “We just want people to feel comfortable
and be themselves,” Hughes says.
They also provide such family-friendly amenities as a ping-pong table
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What You Can Do

Courtesy of Pacific Sands Beach Resort

on the patio, saltwater swimming pool, squash
and tennis courts, arts-and-crafts supplies,
story nights and even “really good strollers”
for the littlest guests.
Meanwhile, last year Pacific Sands opened
an additional 43 guest rooms, many of them
suites, all with kitchens and living rooms
where families can gather. “A family of four
could rent a two-bedroom suite, while the
grandparents could rent a beach suite nearby,”
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Donovan says. Guests of all generations
also like to hang out at the firepit, surf shack
and, of course, the beach, plus there are
complimentary yoga classes, s’mores roasts
and movie nights that everyone can enjoy.
The amenities on site are definitely the most
important thing a property can offer, Donovan
notes. “You’re seeing families of multiple
generations travelling together and they want
to be on site and spending time together.”

The Leisure Group Travel organization advises
those who are hoping to accommodate multigenerational travellers take the time to learn
their customers’ needs, interests, and abilities.
They also advise working with family travel
specialists and creating itineraries that offer
opportunities for all ages.
“I think it’s really important to talk to your
customers and find out in advance what they
are looking for,” says Hughes. That way the
concierge team can book activities and make
reservations, so guests aren’t disappointed
to find the one thing they really wanted to
do isn’t available. “I really think it’s about
understanding what your customers are after
and reaching out to them before they come.”
Donovan adds, “Some properties don’t
have something for everyone and that’s where
we have an advantage. It’s not about homing in
on one specific market,” she says. “It’s about
offering something for everyone.”

Family Travel to Increase by 25% by 2022
by GlobalData
The outbound family travel market will grow at a Compound Annual
Growth Rate (CAGR) of 4.6% from 300 million trips in 2017 to 376 million
in 2022*, according to GlobalData, a leading data and analytics company.
The company’s latest report, Key Trends in Family Travel highlights that
family travel accounts for 30.8% of outbound tourism and will retain its hold
through the forecast period, largely driven by the booming Chinese market.
Sara Grady, Head of Travel & Tourism for GlobalData comments: “As
disposable income grows and emerging markets open their borders, we
will see trends like multi-generational travel drive trips forward, particularly
from hugely valuable source markets like China, and this represents a
massive opportunity for the industry if it is able to tap into the specific
needs of this complex cohort.”
The family travel market is characterized by increasingly sophisticated

and disparate traveller demands with the industry now needing to cater
to the wants and needs of many different age groups, and consumers
who are more than ever, used to having tailored products and services
available to them. From the provision of more transformational activities to
the seamless availability of technology, all elements must be considered
with greater focus.
Grady concludes, “Family travel is moving beyond the traditional sun
and beach getaway to offer families some much needed time to reconnect
with each other and create lasting memories, increasingly in unique
destinations, or on niche holidays, from cultural trips to activity-filled
adventures. It has never been so essential to offer travellers something
beyond the norm to stand out from the crowd and that caters to their
specific demands, irrespective of where they are from.”
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Weed
at
Work

What Does Cannabis
Legalization Mean for You?

by go2HR

In October 2018, the use and possession of recreational cannabis became
legal in Canada.
This new reality, along with the existing issues surrounding medical cannabis
use, has raised a lot of questions for employers.

10
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Here’s what you need to know as an employer,
a hotel operator, and a liquor licensee:

Employees and Recreational Cannabis
Recreational cannabis may be legal, but
it does not mean that employees can be
impaired at work. A key first step is to update
your existing drug and alcohol policy to include
rules and expectations around recreational
cannabis use.
When drafting the policy, note that:
• Employe r s may prohibit the use of
recreational cannabis at work, just as they
may prohibit alcohol or smoking.
• It’s important to stipulate which behaviours
are prohibited—possession, distribution,
smoking, other forms of consumption, or
impairment—and what the consequences will
be.
• Employers may ban the smoking or vaping
of anything, including cannabis, on their
property, but it’s best to specify that cannabis
smoking is prohibited.
• Employers are not obliged to permit
cannabis use at company social events, even
if alcohol is served.

• Some employers in safety sensitive areas
may set a limit on cannabis use for a certain
number of hours before work, but there’s no
consensus yet on how long that should be.

Employees and Medical Cannabis Use
With medical cannabis, employers have a duty
to accommodate disabled employees with a
medical cannabis prescription, just as they
would accommodate any staff member using
a prescribed medication. These measures

may include moving the employee out of
a safety-sensitive position, providing more
frequent breaks, implementing alternative
scheduling; or altering the employee’s duties,
etc. As with other accommodated employees,
an employer may wish to request medical
information from the employee’s doctor or
seek the assistance of an independent medical
examiner where there are questions about the
employee’s fitness for duty, and what will be
appropriate accommodation.
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Monitoring cannabis use is challenging. Unlike alcohol, where a given
number of standard drinks will lead to a predictable level of impairment,
there is no standard with cannabis. It’s also hard to know how much
cannabis someone has had since it’s consumed off-premises. It’s
especially important to monitor customers who may be using alcohol
and cannabis together, as co-use can lead to greater impairment than
either substance alone.
BC’s mandatory certification for liquor licensees, Serving It Right, has
been updated to train licensees and staff on the safe service of alcohol
in relation to legalized recreational cannabis. While Serving It Right

With medical cannabis, employers have a
duty to accommodate disabled employees
with a medical cannabis prescription.
already speaks to drug consumption, legalization requires licensees
to pay more attention on the co-use of alcohol and cannabis. Owners
and managers may at any time require staff to update their certification.
Employers also have a duty to accommodate employees with an
addiction issue. An option may be for the employee to take a temporary
leave of absence to seek treatment for the addiction.

Testing for Cannabis Use at Work
How do you know if someone is impaired at work? Drug testing is a
difficult issue, because there is no consensus on how to test for cannabis
impairment, and because drug testing remains a contentious issue in
Canadian employment law. Testing may be appropriate in a safetysensitive workplace, but it will be difficult to justify in other environments.

Coverage for Cannabis?
There’s also the question of whether medical cannabis will be covered
under employee drug plans. Some insurers are currently providing
coverage, but without more research it will be difficult to treat cannabis
like other pharmaceuticals.

Cannabis and Smoking Rules
What if guests want to light up? The use of cannabis may be legal, but
smoking remains highly regulated. The BC Cannabis Licensing and
Control Act prohibits cannabis smoking in a workplace or entrance to
a workplace, as well as indoor public places and outdoor decks and
seating areas.
If you wish to prohibit cannabis smoking in areas where it would
otherwise be permitted, you should update your guest policies to
specifically say so. You may ask guests (and employees) not to bring
cannabis on site at all, but this will be difficult to enforce.

Cannabis and Liquor Service
Legal cannabis brings a new level of responsibility for liquor licensees.
Although they won’t be selling cannabis, and can’t allow it to be used
where alcohol is served, licensees will need to be aware if patrons
are using cannabis, either before they arrive or while they are on the
premises.
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Cannabis and House Policies
As a liquor licensee you should also re-evaluate your house policies to
take into account the greater risk posed by recreational cannabis use.
Points to cover include:
• training staff to recognize the signs of cannabis use and impairment;
• watching for patrons using cannabis outside the premises or in
bathrooms and stairwells;
• monitoring and refusing further service to patrons who appear
impaired even if they have had little to drink;
• watching for patrons who are not using alcohol, but appear to be
intoxicated from cannabis, and taking reasonable steps to ensure they
do not leave the premises and operate a motor vehicle;
• knowing the signs of edibles overuse—if someone is sweating, cold,
anxious, and has difficulty standing and walking, they may have overused
edible cannabis products;
• having a system for communicating observations among staff
members;
• documenting repeat offenders in the incident log, and having
emergency numbers, including poison control, available; and
• ensuring that protocols, policies, and training are in place to deal with
impaired patrons.
Legal cannabis is new, and the accompanying regulatory environment
is still being worked out. With time, however, many issues and uncertainties
surrounding the use of cannabis will be settled, providing employers
and hospitality providers with a clearer path to follow. go2HR
continues to create and curate articles on cannabis in the workplace.
Visit go2HR.ca/cannabis.
go2HR is BC’s tourism human resource association, responsible for
coordinating the BC Tourism HR Strategy. go2HR provides tourism
employers with resources in the area of recruitment and retention, as
well as training and certification programs to develop relevant skills for
prospective and current tourism and hospitality employees. For more
information, visit www.go2HR.ca.

The 2019 BC Hospitality Summit kicks off in Kelowna, April 8th and 9th
at the Delta Hotels by Marriott Grand Okanagan Resort. The BC Hotel
Association and ABLE BC look forward to welcoming delegates to the
4th annual Summit. This year’s theme is Adapting to Change: Strategies
for Success. The programming includes eight industry-leading seminars
as well as three stand-out keynotes: Amber Mac (see sidebar), Chris
Malone, co-author of the award-winning book The HUMAN Brand, and
Marsha Walden, President and CEO of Destination BC.
Summit 2019 will provide delegates with the strategies and knowledge
they need to compete and succeed in the rapidly changing hospitality

industry and business world. Delegates will have the opportunity to
connect with over 40 industry suppliers, attend a variety of educational
seminars addressing key industry issues and trends, and celebrate the
best of BC’s hospitality industry at the BC Hospitality Industry Awards
Gala Dinner on Tuesday night. We are excited to announce the Hotelier
of the Year for 2018 as well as celebrate the BCHA Housekeeping Award
recipients with our industry colleagues.
Don’t miss out on your chance to join over 250 of BC’s top hoteliers,
publicans, and liquor retailers at our biggest Summit yet! For full program
details and to register today, visit www.BCHospitalitySummit.com.

Keynote Speaker
Don’t miss the opening keynote by Amber Mac on Relentless Adaptation.
Amber Mac is a writer, podcaster, entrepreneur, and digital maverick whose
understanding of disruptive technologies helps companies anticipate lightning-quick
changes as they come—from Artificial Intelligence, to social media, to Amazon-era
retail. An insatiable media adopter, Mac has been called “Canada’s top social-media
expert on how to build a brand” by Canadian Business. She is the author of the national
bestseller Power Friending and Outsmarting Your Kids Online and has delivered keynotes
at more than 300 events around the world, including an event last spring where she
interviewed Prime Minister Justin Trudeau and Shopify CEO, Toby Lutke about the
future of digital. In 2018, DMZ named Amber one of 30 inspirational women making
a difference in tech.

Housekeeping Awards
Last year 46 properties received the inaugural BC Hotel Association Housekeeping
Award. The full list can be found on the BC Hospitality Summit website. This award is
given to housekeeping teams who exceed the standard of excellence for hotel cleanliness
in the province. We look forward to celebrating the incredible housekeeping staff recipients
at the 2019 Awards Gala Dinner, April 8th in Kelowna.
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Marriott
Missing the Mark in Crisis
by Michael Maslansky

Last December, Marriott made waves by announcing that up to 500
million customers had lost their data in what would be one of the largest
cyber-security breaches in history. Recently, they gave an update that
aimed to clarify what had happened. While both statements were heavy
on facts and details, they do little to address their guests’ feelings.
Marriott’s initial response to the breach reflected a mistake that many
companies in crisis make. Marriott’s management listed, in clinical detail,
all that they knew and didn’t know, and announced a dedicated phone
line and website for those affected by the breach, a micro-site where
Starwood customers can find information about the incident, and a
year’s worth of web-monitoring services.
In other words, they treated the breach like a crisis of facts, rather than
a crisis of feelings. What they didn’t address was what they did wrong.
They didn’t take into account their guests’ emotions. In a crisis like this,
there’s fear, broken trust, and skepticism.
In Marriott’s latest response, they provided an update on the number
of accounts affected and the specific types of data that were lost.
While this information is useful, it’s not enough. What could have been
a second chance to speak directly to customers’ concerns ended up
as more of the same.
Until Marriott properly deals with those emotions, it won’t win back
customer and investor trust.

Better Responses
Here’s a look at what Marriott’s management did, as well as what could
have been done:
Marriott’s First Response: 1. They distanced themselves from
the issue by using the third person and focusing on Starwood.
“Marriott has taken measures to investigate and address a data security
incident involving the Starwood guest reservation database.” “The
company recently discovered that an unauthorized party had copied
and encrypted information, and took steps towards removing it.”
Recommended Response: They should validate our concerns and
acknowledge their shortfall: “When you use our website, your data
should be secure. But on November 19, we discovered the Starwood
guest reservation database had been breached by attacks going back
to 2014. You trusted us with your information, and we let you down.”
Marriott: 2. They buried the details that mattered. “The information
also includes payment card numbers and payment card expiration
dates, but the payment card numbers were encrypted using Advanced
Encryption Standard encryption (AES-128).” “Marriott learned during the
14 InnFocus

investigation that there had been unauthorized access to the Starwood
network since 2014.”
Recommended: They should cite shared goals: “We know your first
priority is to know how this attack may have affected you. [XYZ] data
was taken—including encrypted credit card statements. We don’t yet
know how the attack happened and whether the encryption keys were
also taken. We’ve launched a full investigation to find out, but in the
meantime we’re doing everything we can to make this right...”
Marriott 3. They did describe steps they took, but stopped short
of reassuring us. “We have established a dedicated website and call
center to answer questions you may have about this incident.” “Marriott is
providing guests the opportunity to enroll in WebWatcher free of charge
for one year.” (Describes additional actions)
Recommended: They should use the actions they took to reassure us:
“We’ve established a dedicated website and call center, so you can get
answers to any and all questions you have about the incident.”
“We’re paying for any member who wants to enroll in the cyber security

service WebWatcher to help keep their
information safe.”
“And we’re going to be completely transparent
about the results of our investigation, so you
know everything we do about what happened
and how we’re going to keep it from happening
again.”
Marriott: 4. They restated their goal. “Today,
Marriott is reaffirming our commitment to our
guests around the world.”
Recommended: They should let us know they
get the severity and tell us what’s next: “The
fact that this happened is unacceptable. And
we’re ready to do whatever we can to make
sure it doesn’t happen again. We’ll continue
to keep you informed about what happened
and what it means for you as we learn more.”
Marriott’s Second Response: 1. They
showed that they are working on it. “We
want to provide our customers and partners
with updates based on our ongoing work to

address this incident as we try to understand
as much as we possibly can about what
happened.”
Recommended: They should have shown
that they know what their customers care
about: “We know that in a situation like this,
you have a right to know whether your data
has been affected. We’ll continue to provide
our customers and partners with updates,
based on our ongoing work, to make sure you
get all of the information you need as soon
as possible.”
Marriott: 2. They tried to make us feel
better with facts. “Marriott now believes that
the number of potentially involved guests is
lower than the 500 million the company had
originally estimated. Marriott has identified
approximately 383 million records as the
upper limit for the total number of guest
records that were involved in the incident.”
Recommended: Don’t celebrate a reduction
in what is still a real problem: Going from 500

million records lost to 383 million records
lost doesn’t feel different enough to calm
any concerns—and it still makes it one of the
largest data breaches in history.
In crisis, the message that a company
conveys in the hours following the initial
reveal is critical to how consumers perceive
the company and the situation. Follow up
statements offer the chance to either change
course or reinforce the perceptions that have
already taken hold. When a company gets it
right, the consumer feels like the company
has the situation under control. The impact
to share price will then be short-lived and
the crisis will be forgotten in the next news
cycle. When a company continues to get the
message wrong, the customer only grows
more skeptical. Trust slips further away.
And the impact on the stock price can be
long lived.
Michael Maslansky is CEO of maslansky +
partners.
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Sun
Peaks
The Secret is Out
by Joanne Sasvari

A charming alpine village. More than 4,000 acres of
skiable terrain, the second biggest ski area in Canada.
A dozen ski lifts to whisk you up three mountains.
Friendly people and all the amenities you could
desire. All this, just 45 minutes northeast of
Kamloops.
Is it any wonder that Sun Peaks Resort is booming
these days?

As Reiner Brecht, general manager of Bear Country
Property Management, says: “We are not a secret
playground any more.”
Sun Peaks opened as Tod Mountain back in 1961,
when the Burfield chairlift first started carrying skiers
up the hill. In 1992, the resort was purchased and a year
later renamed by Japan’s Nippon Cable company, which
began the transformation of a hippy hill into a world-class
destination.
It is all part of the plan. Literally.
“If you take the master plan from 25 years ago when our
ownership bought the place and superimposed it on what you
see now, it’s exactly the same,” says Vivek Sharma, general
manager of Sun Peaks Grand Hotel & Conference Centre from
2014 to 2019. Even when business slowed down during the Great
Recession of 2008, the owners stayed committed to their original
plan, and the community is now reaping the benefits.
That doesn’t mean there haven’t been changes, though. The
Grand originally opened in 2002 as a Delta-managed property, but
has been independent since 2014. That allows them to be nimble and
flexible when decisions—such as the recent multi-million-dollar room
renovation—have to be made. “We are the flagship property [in Sun
Peaks], so if the property does well, the destination does well,” Sharma
explains. “If we do well, we can drive rates. Everybody benefits.”
There’s been plenty of new construction. “But,” says James Bingham,
general manager of the 84-guestroom strata property Coast Sundance Lodge
at Sun Peaks, “we’re still struggling as far as staff accommodation goes. And

Bear Country Property Management
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that affects our ability to recruit as well.” On the other hand, he adds,
“The community continues to grow with year-round citizens.”
“It’s really tremendous what’s happened up here in 20 years,” says
Brecht, who has lived in Sun Peaks since 1996. Bear Country is the
oldest property management company in the area, and seven years
ago added its first hotel, Hearthstone Lodge, to its lineup of townhouses
and condos. “There was virtually nothing up here when it was Tod
Mountain. Now we have a mayor and town council. We have a school
and a medical centre.”
A lot of young families have moved to Sun Peaks “to slow down the
pace of their life,” Sharma notes. Even so, he says, “Our community
really embraces the visitor economy.”
And those visitors are coming from near and far. “We have a good
market coming from Australia and most of them even purchase season’s
passes,” Bingham says. “We have guests coming for three weeks or a
month. You really get to know those folks because some of them have
been coming for 10 years or more. There are hugs upon departure.”
Sun Peaks is also seeing more and more group travel. For groups,
Brecht says, Bear Country is a “one-stop shop” that offers everything
from studios to whole houses. Increasingly, they are accommodating
ski clubs, bus tours, and conventions. “They like to have a spread,
especially conventions,” he describes. “They like to break out of meetings
and have a house.”
Part of the attraction is the pedestrian-friendly village itself, with its
European atmosphere and cozy little shops and restaurants. Not only
can you ski right out your door, you can ski right through the village itself.

Coast Sundance Lodge

“Our biggest strength is we are an intimate village,” Sharma says. “You
never really lose your group.”
Most importantly, Sun Peaks is now a year-round mountain resort.
“We call it an elevated mountain experience,” Sharma adds.
In winter, in addition to downhill skiing and boarding, there’s crosscountry, snowshoeing, snowmobiling, snow tubing, cat skiing, dog
sledding, and even an NHL-sized hockey rink. In summer, there’s golfing,
hiking, biking and lakes for standup paddle boarding, swimming and
fishing, as well as concerts almost every weekend. The only truly quiet
time of year is the shoulder seasons, April and October. “That’s a time
when you want to take your sweetheart and go hiking and have a glass
of wine by the fire and let nature impress you,” Brecht says.
“I have my snowboard in my office in winter and my golf clubs in
summer. I’ve been here 5 1/2 years and I have no intention of leaving,”
Bingham notes. “Life is good up here in the mountains.”

Sun Peaks Grand Hotel & Conference Centre
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New

Trade
Challenges

and Agreements

Should Hotels be Concerned?

by Danielle Leroux

The past year has brought a range of international trade challenges, new agreements,
and unresolved disputes. Canada at large has been affected, but should the hotel
industry be concerned? Let’s delve into what’s been happening.
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United-States-Mexico-Canada Agreement (USMCA)

Should Hotels Also be Concerned?

Perhaps most notable, is the United-States-Mexico-Canada Agreement
(USMCA). On November 30, 2018, the United States, Mexico, and
Canada signed a new trilateral trade agreement in the renegotiation
of the North American Free Trade Agreement (NAFTA): the USMCA.
BC’s hospitality industry immediately took note of a pair of side letters
to the USMCA, in which Canada and the US agreed that wine sales on
BC supermarket shelves could no longer be limited to just BC wines.
The letters set a date for resolving this issue by November 1, 2019.
Beyond the US, other jurisdictions, including the European Union,
Australia, and New Zealand have also complained to the World Trade
Organization (WTO) about the exclusivity of BC wine on grocery store
shelves.
BC’s ‘wine-on-shelves’ model has been a hotly disputed topic since
its introduction by the previous Liberal government in 2015. Currently,
there are 33 licences in the province that permit the sale of exclusively
BC wine on grocery store shelves. If the USMCA is ratified, these stores
will obviously be impacted and forced to permit and/or require the sale
of other Canadian as well as imported wines.

Industry legal experts suggest that new trade agreements, and ongoing
disputes in general, won’t have much of a direct impact on the hotel
sector, compared to the BC wine and liquor industry.
There is also a lot of uncertainty about the actual outcome of trade
challenges. Hospitality lawyer Shea Coulson, Partner at Dentons Canada
LLP notes, “It’s possible that the USMCA won’t even be ratified with
the new US Congress. If it is ratified, we won’t see immediate effects
within the hotel industry.”

Wine sales on BC supermarket shelves
could no longer be limited to just BC wines.
Coulson is more curious about the impact the USMCA could have
on the wider policy landscape. “On a provincial level, the ‘Mark Hicken’
review and recent Competition Bureau Canada complaint are also of
interest”, he says.
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Coulson is referring to an open letter sent by the Competition Bureau
Canada to BC’s Attorney General David Eby in January. It called on the
BC government to implement proper wholesale pricing or a hospitality
discount for restaurants, bars, and hotels, and to allow private liquor
stores to sell to them—an obvious win for hotels and the hospitality
industry. These recommendations come from a report by the Business
Technical Advisory Panel, a group of liquor industry experts assembled
by Eby and chaired by lawyer and liquor policy advisor Mark Hicken.

BC’s ‘preferential’ liquor markups
have also come under fire.
Other Challenges
Amidst these discussions, BC’s ‘preferential’ liquor markups have also
come under fire. The arguably discriminatory markups, including BC
wine markup exemptions and special BC craft beer markups, may
violate the USMCA.
Other countries, including Australia, Argentina, Chile, China, EU,
and others, have also launched WTO disputes about the markups,
suggesting they are a violation of the General Agreement on Tariffs
and Trade (GATT).
It remains unclear what will happen, but if government was forced
to reform the liquor tax system and remove markup exemptions, this
could have a dramatic impact on the BC hospitality industry and be
devastating for domestic manufacturers.
“It could result in increased prices for domestic products and cheaper
imported products,” says Coulson. “Although, hotels aren’t building
themselves solely around BC wine. The impact shouldn’t be as serious,
but they will have to adjust prices.”

Retaliatory Tariffs on Imported Products
Imported products have already been impacted by trade challenges. It
remains to be seen what could happen to domestic products.
On July 1, 2018, Canada introduced retaliatory tariffs on over 250
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US-made goods, including a 10% tariff on American whiskey and 25%
duty on US metal products. The tariffs were in response to the US’s
implementation of a 25% tariff on steel and 10% tariff on aluminum,
which came into effect on June 1st.
Stats Can reported the total impact on alcohol and tobacco sales was
$5.1 million, increasing whiskey prices from 1.38 to 16.11%.
Tariffs could increase the consumption of domestic products, spark
reciprocal levies on Canadian products, and escalate future tariff wars.
However, it seems unlikely—at least for now—that they will impact
tourism numbers.
For instance, according to The Conference Board of Canada’s Travel
Markets Outlook report released in January 2019: “While Canadian
households are expected to face growing economic and financial
challenges heading into 2019, domestic travel volumes are still projected
to increase… Meanwhile, growth from the US and overseas markets
is expected to strengthen in 2019, as travel price inflation eases and a
favourable exchange rate for many international markets remains.” The
Conference Board suggests overnight visits from both within Canadian
and international projects could increase by as much as 2% in 2019.

Other Markets are Already Feeling
the Effects
While tourism numbers bode well for Canadian hotel operators, supply
chain and cost of goods could pose a problem if tariff wars escalate.
US hotels are already feeling the burn of tariffs on steel and aluminum.
In a 2018 study, the Coalition for a Prosperous America forecast prices
for steel to increase by 6% and aluminum by 2.5%, which is clearly
problematic for hotel construction. Similarly, the American Institute of
Architects released a statement in 2018 in response to the US tariff,
stating “new tariffs on steel and aluminum imports threaten to drastically
increase the prices of many building materials specified by architects.”

Managing Uncertainty
To help manage the uncertainty trade disputes bring, consider what
various outcomes of the USMCA or other trade challenges could have
on your business. Analyze your operations and keep tabs on trade
developments. With Trump in power, anything can happen.

Canada’s Tourism Strategy
In Fall 2018, the Honourable Mélanie Joly,
Minister of Tourism, Official Languages and
La Francophonie, kicked off a nationwide
tour to consult with industry stakeholders on
the development of a new Canadian Tourism
Strategy. Since then, the Minister has led a
number of round-table discussions with the
industry in many communities across Canada
to discuss her plans to create an environment
for the travel economy to thrive.
TIAC was delighted to welcome the Minister
at the Tourism Congress last November,
where she led a 90-minute round-table
discussion with our Board of Directors on
industry priorities and barriers to growth. As
tourism is an export industry that garnered
almost $100B in economic activity in 2017,
we support the Minister’s desire to reposition
tourism as an economic engine for Canada. As
such, TIAC emphasized the need to establish
proactive policies to help grow the visitor
economy and urged the Minister to address,
as a priority, some of the long-standing
barriers that continue to stifle tourism growth.

by TIAC

These issues are clearly outlined in TIAC’s
pre-budget submission and remain the key
focus of our advocacy efforts. It is our strong
desire to see the government move forward
in addressing these issues to ensure a strong
and sustainable tourism industry for Canada.
While the outcome of ongoing consultations
has yet to be unveiled, we expect the new
strategy to build on objectives outlined in
Canada’s Tourism Vision, which sets out
ambitious goals for tourism growth with targets
for improving marketing, access, and product
to improve Canada’s competitiveness. As the
existing Tourism Vision builds on TIAC’s own
stated pillars for growth, we hope to see a new
strategy that clearly maps out a plan to move
ambitions into action. As an industry, we have
long advocated for progressive change to help
grow the tourism industry and address barriers
to growth, and while the existing Vision signals
that the government shares our commitment
to growth, the new tourism strategy must
focus on concrete steps to help us get there.
In addition to the Minister’s ongoing

consultations, the newly-formed Advisory
Council on Jobs and the Visitor Economy will
be reviewing industry feedback, research,
and stakeholder input to identify critical issues
facing the tourism sector in Canada. As part
of the process, there are also open public
online consultations. The Canadian tourism
industry welcomes these consultations and
eagerly awaits the outcome of this process.
Since these announcements were made, the
government has also announced investments
in a culinary tourism strategy for Nova Scotia,
as well as promoting Destination Canada’s
latest report from McKinsey & Company
entitled Unlocking the potential of Canada’s
visitor economy.
While the industry does not yet know what
the final strategy will look like, it is clear that
many sectors and opportunities are being
considered to make tourism more competitive.
As Canada’s only national voice representing
the full spectrum of the tourism industry, TIAC
will continue to take part in consultations and
opportunities to deliver industry’s message.
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Strengthening
Our

Unified
Voice

The Hotel Association of Canada
Re-envisions its Membership Model
by Hotel Association of Canada
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The Hotel Association of Canada (HAC)
has been a steady presence in the lodging
industry for decades, working on behalf of
its members to break down barriers that may
affect their operational success and to identify
opportunities for growth. The landscape has
changed, however, and rapid economic,
political and technological evolution has
provided HAC with a unique opportunity to
redefine how to best represent the industry
and serve members.
Historically, HAC used its influence to
support broader tourism-related issues.
Today, the hotel industry, a critical pillar within
the tourism sector, is facing some critical
advocacy issues and HAC is working hard to
provide guidance and secure wins on all fronts.
Under new leadership, in 2017 the association
quickly built a strong national strategy to
address the issues that matter most to hotels.
The approach included the unification of hotel
industry associations across the country;
a forum which has allowed for important
collaboration, idea sharing, efficiencies, and
an effective roll-out of the overall strategy.

InnFocus 23

Courtesy of Destination Canada

The association saw successful results in
2017/18, both in terms of advocacy wins and
growing industry engagement. As an industry,
we’ve made considerable progress with the
#FairRules campaign, which addresses the
commercial growth of online, short-term rental
platforms and aims to achieve a level playing
field. The hotel sector also remains concerned
with labour shortages, both year-round
and during seasonal peak periods. HAC is
leading efforts to demonstrate how committed
the industry is to hiring Canadians first,
including a brand new pilot project, Destination
Employment, which aims to mobilize new
Canadians into available hotel jobs.

Your Industry, Your Voice
Engagement is, and will continue to be, the
key to success for our grassroots political
efforts and for being an influential voice with
the public. Our membership, though strong,
identified an opportunity to create governance
structures and engagement channels that
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This marks the first time in the association’s
history that individual properties will be officially
welcomed as members.
were more reflective of the industry’s diversity.
To be able to say with authority that HAC is
the voice for the lodging industry in Canada,
the membership model needed to change.
With a revitalized strategic plan in place,
in May 2018, the HAC board of directors
approved a new membership model. This
model brings change to our corporate
member structure and board composition,
embracing more balance amongst the
provinces, brands, owners and management
companies. Two new membership categories
were also added: city hotel associations and
individual properties. The board-endorsed
model was then approved by the voting

membership in July and officially came into
effect on January 1st of this year.

The Power of the Property
This marks the first time in the association’s
history that individual properties will be
officially welcomed as members and this
expansion offers the greatest opportunity for
HAC to strengthen its voice on Parliament Hill.
At the property-level, owners and operators
will have access to better channels for
engagement in HAC’s critical activities that
directly affect the policy environment in which
they operate.
HAC’s new property-level membership is

Courtesy of Destination Canada

reminiscent of the model the American Hotel and Lodging Association
(AHLA) implemented a few years ago, which has proven quite successful
for them. Individual properties may now join HAC for an annual fee of $2
per room. Membership is optional and properties agreeing to support the
fee become members of HAC in the non-voting property-level category.
HAC’s corporate band and provincial association members will assist
HAC in the collection of the annual property level membership dues.
In some cases, owners may see the optional fee on their franchise
statement for the brand’s remittance to HAC on the property’s behalf.
In other cases, it may be presented as a membership application form,
which would be completed and returned with payment to the provincial
body for remittance to HAC. Provincial associations will only act as
collectors for properties that do not fall under the umbrella of one of
HAC’s corporate brand members.
This property-level membership fee does not replace the brand or
provincial association’s existing corporate-level HAC membership dues;
rather, it is collected in addition to them.

The Membership Edge
Any company, association, or property choosing to join HAC gains
access to a suite of benefits meant to maximize their experience and
support their operational success. The property-level membership will
provide owners and operators with insight into trends and advocacy
efforts of national scope, which play out primarily at the federal level.
Property members will have access to:
• Online member portal;
• HAC’s communication vehicles and the ability to pick and choose the
ones that are of most value to them;
• Quarterly CBRE Hotels webinars - these popular sessions offer

operators overviews of national, regional, and provincial year-to-date
performance, with highlights of the most recent performance statistics
for some of the country’s smaller regional markets;
• Access to industry research, reports, and surveys that support
marketing and operational decisions.
HAC members will also have the opportunity to dial in on our national
policy agenda. The unification of the industry is a critical benefit of
membership for all players, large and small. HAC brings legislative
solutions on a national scale to the issues and challenges facing our
lodging members, profiling industry representation in the media and
distributing alerts on priority issues. We work proactively alongside
our members to raise the industry’s profile and develop good public
policy for hotels.
It’s important to stress that the HAC property-level membership fee
does not replace membership with the BC Hotel Association (BCHA).
The provincial hotel associations were the founding organizations of HAC
and they perform critical work, enhancing the prosperity of our industry.
BCHA will continue to actively advocate for favourable legislation in the
province and will partner with HAC on issues of national scope. We
strongly encourage hoteliers to take full advantage of the added value
BCHA membership brings to their operations.

Advocating for You
HAC has an opportunity to drive further advocacy success on very
targeted issues and to deliver member value and engagement through
powerful programs and services. The strategic plan, combined with
the new membership model, enables us to accomplish this by bringing
together voices from all levels of the Canadian lodging industry that will
resonate coast to coast and on Parliament Hill.
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by Dana Harris

Hospitality Charity Helps
Keep Sector Strong
When BC hospitality workers experience an
unexpected health crisis, it can be physically
and emotionally devastating. Something
we don’t often think of, however, is the
profound negative effect it can also have on
their financial wellbeing. That’s why the BC
Hospitality Foundation (BCHF) helps staff get
back on their feet, and back to the job, by
providing emergency financial assistance to
those most in need. In 2018, the charity gave
funds to a total of 32 hospitality workers facing
financial crisis due to extraordinary medical
circumstances, and we expect the number of
applications for assistance to grow this year, as
we work to raise our profile across the province.
We love helping people recover and return
to work, but we can’t do it without your
support. As we plan our fundraisers for 2019,
we’re asking hospitality industry businesses
to step up as donors and sponsors. Two of
the BCHF’s most important fundraising events

are our annual golf tournaments in Vancouver
and Victoria, which combined raise a good
portion of the BCHF’s annual budget. Players
at the tournaments enjoy a round of golf with
food and beverages at many holes, followed
by a sparkling wine reception, dinner, and a
silent auction.
BCHF’s 2019 Vancouver Golf Tournament
will take place at Westwood Plateau Golf &
Country Club on July 8, 2019. The Victoria
tournament will take place at Westin Bear
Mountain Golf Resort. We’re delighted that
Destination Greater Victoria will be a major
sponsor of the latter event. However, we
need other hospitality industry partners
to make both events successful. Please
contact info@bchospitalityfoundation.com to
discuss sponsorship opportunities for either
tournament, or to arrange a silent auction
donation. Also, plan to join us as a player at
one or both events. Attending the tournaments
is a fun way to try a range of products and
to meet up with old friends and colleagues,
as well as to make new contacts in our local

hospitality industry. Help us make this year’s
tournaments the best ever!
If your organization can’t participate in the
golf tournaments, however, there are still
lots of ways you can support the BCHF. It’s
easy to become a monthly donor—just go to
www.bchospitalityfoundation.com and click
on “Donate Now” (tax receipts are issued at
the end of the year.) You can also join hotels,
such as The Fairmont Chateau Whistler and
Whistler’s Crystal Lodge, by implementing a
payroll deduction program at your business.
Employees can contribute as little as $1 a
week, and the program increases awareness
of the BCHF at the same time as it raises
funds. All individuals who donate $25 or
more over the course of a year receive a tax
receipt for their contributions. Please email
us at info@bchospitalityfoundation.com for
an easy-to-use package to start your payroll
deduction program, or if you’d like to discuss
other ways your business can support the
BCHF. Together we can look after our own!

Next Issue: Summer 2019

Book your ad
by April 26

Crisis Management – How can you work with your community and manage
public perceptions when dealing with fires, floods, and other disasters?
Revenue Management – How can you maximize revenue when working with
OTAs and competing with Airbnb?
Catering to Millennials – What amenities and services are important to attract
millennials to your property?
Selling Beautiful British Columbia – What resources can help you to sell our
province to tourists?

26 InnFocus

InnFocus 27

by Marina Lecian

Appointments
In January, the BCHA welcomed Agata Kosinski and Terry Duzenberry
to their team. Agata joined as the Manager of Government Relations,
while Terry has taken the role of Manager of Member Engagement.
Welcome aboard!
Jean-Pierre Burque left Hotel & Spa Chateau Sainte-Adele to join
Holiday Inn Express in Langley, as their new general manager.
Stan Cook is taking up the role of Member Board of Directors at
Destination Canada in Vancouver. He was formerly employed as
Adventure Tourism Advisor/Consultant at Fogo Island Inn.

Congratulations to all of the finalists! Award winners include:
ITAC Indigenous Cultural Tourism Award: Quaaout Lodge & Talking
Rock Golf Course, Chase
Marriott Hotels of Canada Innovator of the Year Award, Cities in Sync:
Destination Greater Victoria
Accor Hotels Marketing Campaign of the Year Award: Tourism
Richmond, “Pacific. Authentic.”
For the complete list of winners and finalists go to
www.tiac-aitc.ca/2018_Finalists.html

Awards

The 2018 World Ski Awards revealed their 2018 winners:
Canada’s Best Ski Hotel 2018, Pan Pacific Whistler Mountainside
Canada’s Best Ski Boutique Hotel 2018, Summit Lodge Boutique
Hotel, Whistler
Canada’s Best Ski Chalet 2018, Bighorn, Revelstoke
Canada’s Best Ski Resort 2018, The Lake Louise Ski Resort
For the complete list of winners go to
www.worldskiawards.com/winners/2018

2018 Canadian Tourism Award
Accent Inns has won the esteemed 2018 Business of the Year Award
by the Tourism Industry Association of Canada. The Canadian Tourism
Awards are presented annually by TIAC to recognize excellence in
Canada’s tourism industry by rewarding successful and innovative
businesses, people, places, and events that have gone above and
beyond to offer a superior tourism experience to travellers in Canada.

WHAT’S NEW?

by Marina Lecian

Smart Hotel Software has added mobile functionality for housekeeping,
maintenance and the guest portal. You can now use a mobile phone
instead of a printed housekeeping report as well as manage your
maintenance incidents from a tablet. www.SmartHotelSoftware.com
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Canadian Tourism in 2018
21.13
Million

14.44
Million

Travellers

US Arrivals

$

$102.5
Billion

to the Economy

745,300

6%
Increase in
Flight Capacity

Jobs

2
Million
Additional Seats on
Flights to Canada

Sources: Destination Canada
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BCHA’S NEW TEAM

by Stacey Sellars

The BC Hotel Association launched into 2019 with a new organizational
structure and renewed strategic vision geared to making the association
a more effective organization with a greater member-focused capacity.
We are excited to introduce (and re-introduce) you to the BCHA staff who
you will be connecting with throughout the year, if you haven’t already
met them! Be sure to introduce yourself to the new team members at
the 2019 BC Hospitality Summit!
Welcome to:
Agata Kosinski, Manager
Government Relations
Prior to joining the BCHA, Agata
served as an Assistant to Regional
Committees at Metro Vancouver
Regional District. She earned a
bachelor’s degree in political science
from Simon Fraser University, and
a master’s degree in international
relations from Bristol University, in
England.
agata@bchotelassociation.com
604-443-4754

And re-introducing:
James Chase, President & CEO
James has more than 30 years of
experience in the hotel and tourism
industry. Born and raised in Niagara
Falls, O ntario, Jame s at te nded
McMaster University, graduating
with a Bachelor of Commerce in
1982. Beginning his career in the
hospitality industry with Delta Hotels
and Resorts, James eventually found
himself working in Whistler, BC.
Continuing his work with hotels, James
joined the BCHA in 1991 and in his
28 years with the association, he has
tackled files ranging from affordable housing, to the development and
implementation of the municipal regional district tax used to support
destination marketing efforts, and international solutions for the growing
labour shortage.
james@bchotelassociation.com
604-443-4750
Stacey Sellars, Director
Communications
Stacey joined the BCHA in April
2016. Born and raised in the Yukon,
Stacey moved to Calgary for her
undergraduate degree and then
settled in Vancouver following her
Master of Publishing coursework with
SFU. With a background in publishing
and digital media, Stacey previously
worked with the National Film Board
of Canada’s Digital Studio as their
production coordinator, and as the
publishing intern for TheTyee.ca and
Appetite by Random House.
communications@bchotelassociation.com
604-443-4751

Terry Duzenberry, Manager Member
Engagement
Terry is a Hospitality Management
Professional with over 20 years of
sales, marketing and operations
experience. Born and raised in Powell
River, she studied hotel and hospitality
management in Krems, Austria. For
the past 14 years, she has owned
and operated a consulting business
and has worked for independent
properties as well as larger chains
such as Marriott Hotels and Resorts
in both Germany and Canada, and
Canadian Pacific Hotels.
membership@bchotelassociation.com
604-443-4753

Advertisers
BCHA 

27

Haddon Equipment & Supplies

BC Hospitality Foundation

28

MJB Lawyers

Coldstream Commercial Sales

30 InnFocus

Terminix29

4

Tex-Pro19

Restwell Sleep Products

28

Western Financial Group

8

RHB Enterprises

15

Insurance Solutions

IFC

TELUS Business

7

Brite-Lite19
Canadian Trade House

BC

11

Subscribe to

cannabis
retailer

Business Magazine for Canadian Retailers

Subscribe at www.cannabisretailer.ca/subscribe

