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by President & CEO, James Chase

Busy Months Ahead

BC Hospitality Summit

As we head into some of our busiest months,
the BC Hotel Association continues to work
hard to progress the files most important to
our members and our industry. Over the past
five months, I have been working with our
Chair, John Kearns, to elevate the profile of our
association and we’ve begun to see substantial
traction. We have met with ministers to discuss
a number of concerns, most recently in regard
to the announced broadened usage of MRDT
funds. The BCHA and TIABC held a meeting
with Minister of Tourism, Arts and Culture,
Honourable Lisa Beare and representatives of
the Minister of Finance recently to discuss the
concerns and request an ongoing dialogue to
mitigate against unintended consequences.

I want to express my appreciation to the
delegates of our third annual BC Hospitality
Summit, held in Whistler from April 22-24 this
year. Additionally, thanks to our incredible
sponsors, without whom the event couldn’t
take place. It’s always a pleasure to meet
with our industry in such an engaged and
celebratory setting and we look forward to
finalizing details for next year’s event!
The Summit was a great success as we
saw a number of industry leaders from across
the province gather together for three days
of networking, celebrating, and learning. The
adjustment we made to this year’s program
meant we had an additional reception,
welcoming the delegates on Sunday night,
which was a great opportunity to check out
the vendor marketplace and sample some of
the province’s finest wine and brews.
This year’s program stood out above
our previous events, as it was packed with
industry-leading speakers. Stephen Barth’s
opening keynote on Emotionally Intelligent
Leadership kicked the event off on an inspired
note as we headed into sessions on everything
from Navigating Cannabis Sales, Integrating
Food and Wine Tourism into your Guest
Experience, to the 2018 Accommodation
Outlook from CBRE’s David Ferguson and
the BCHA Industry Update. We wrapped up
Day One with the BC Hospitality Industry
Awards Gala. Day Two started with an exciting
presentation by Destination Canada’s David
Goldstein as he outlined the status of Canada’s
tourism market and drew attention to BC’s
integral role in the market. The morning was
packed with breakout sessions including an
Immigration and Labour panel sponsored
by go2Hr and a session on the Nightlife

Airbnb Tax Remittance
We continue to advocate alongside our industry
partner, TIABC, for the hospitality industry
across the province. With the announcement
of the Airbnb Tax Remittance in February, we
finally saw the results of our tireless work with
TIABC to draw the connection between the
lack of affordable housing and the growing
short-term rental market. While this was a
significant first step, there is certainly more
work to be done, and only time will tell the
impact that this first phase of action will have.
We also continue to monitor and develop
plans for the labour shortage across our
industry. There are a number of labour initiatives
that are underway, some in early stages, which
we will communicate to our members as they
begin to take shape. Our goal is to work with
properties well in advance of their busiest times
to determine their requirements, establish what
steps need to be taken, and ultimately to secure
reliable staff options.
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Economy sponsored by WorkSafe BC. Day
Two concluded with a rousing keynote by David
Sax on the Revenge of Analog, as we all left
with new ideas on how to increase creativity,
outsmart our competition, and boost the
bottom line.

BCHA Housekeeping Award
I also want to pass along my enthusiastic
c o ng ratul atio ns to th e we ll- d e se r v ing
properties that received the inaugural BC
Hotel Association Housekeeping Award.
These properties demonstrated excellence
in cleanliness, and we are proud that they are
members of our association and representing
the very best that our province has to offer.
Housekeeping staff are an integral part of the
guest experience and we are thrilled to present
this award as an opportunity to recognize these
essential team members. Look forward to more
information as we work to further develop
this award program, with an even greater
celebration planned for 2019.

2017 Hotelier of the Year
Without a doubt, we were thrilled that the
BC Hospitality Industry Awards Committee
chose Ingrid Jarrett for Hotelier of the Year.
Her contributions to the hospitality industry in
the province are undisputed, and furthermore,
her recent recognition as one of Canada’s
Most Powerful Women and her profile in BC
Business just go to show what an incredible
force she is. Don’t miss the profile on Ingrid
on page 16.

Staff

Retention Strategies that Work
by Veronica Lyver

We all know the competition for finding good employees is
fierce. This makes it more important than ever to keep the
good ones we already have. Focusing on ways to motivate and
engage your staff is key to successful employee retention.
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factors. The changes to the job market, especially within the retail and
service industries, makes the need for effective employee engagement
strategies even more imperative. Here are some proven strategies to
consider for your business.

Employees thrive on the opportunity to
not just work for the business, but also
contribute to its success.
Encourage and Reward Feedback
William Kahn, a professor of Organizational Behavior at Boston
University’s Questrom School of Business, wrote “Psychological
Conditions of Personal Engagement and Disengagement at Work” in
1990. He found that for an employee to feel engaged, they had to:
• Feel that their work was meaningful and made a difference
• Feel valued, trusted, and respected
• Feel secure and self-confident
In other words, the more an employee feels part of a community,
the more likely it is that they are engaged with what they do. It seems
quite simple, but it’s surprisingly easy and common to overlook these

Employees thrive on the opportunity to not just work for the business,
but also contribute to its success. Your front-line workers often know
the intricacies of the business intimately. Allow them to speak up. Offer
an incentive for any implemented idea that impacts a key business
driver—scheduling (labour costs), sales promotions (increased revenue),
or even how to decrease expenses (saving you money). The reward
doesn’t have to be anything extravagant. A gift certificate for dinner and
a movie or perhaps a nice bottle of their favourite wine might be enough.
Sometimes the smallest changes can make a significant difference
for a business. Allow staff to feel like they are making that difference.
You may be surprised by the ideas that come forward.

Celebrate Teamwork

Reduce Bullying and Harrassment

It’s always important to get together and celebrate teamwork. As part
of this celebration you could arrange a night of wine and spirit tasting.
Suppliers may offer to help you with the location, supplies, or even
facilitating a knowledge session. Your employees get out for a night of
fun and team building. You will want to make sure everyone gets home
safely, so arrange for group transportation or taxi vouchers to reduce
any risk of liability.

One area of concern that is common in many workplaces is workplace
bullying and harassment. You may think this isn’t happening in your
workplace, but some form of disrespectful, controlling behaviour may
very well be happening at any level of the organization. Some statistics
show up to 50% of workers have experienced bullying and harassment
in the workplace. Having regular communication with your employees
and providing an open-door policy will help reduce this unacceptable
type of behaviour. Create a safe environment for employees to feel
comfortable coming forward with their concerns.
BC has legislation regarding bullying in the workplace, so you need
to take a proactive stance to deal with it. Take the lead and create
your own policy detailing what a respectful workplace looks like and
what behaviours are not acceptable. Define bullying, harassment, and
discrimination, and outline what employees should do if they experience
or witness it. And lastly, clearly define the consequences of such
behaviour. Ensure all employees are familiar with this policy, and ask them
to sign a form acknowledging they have read, understand, and been
given the opportunity to ask questions. If a complaint comes forward,
be as objective as possible and place yourself outside the situation so
you can see it from other people’s point of view. A respectful workplace
policy demonstrates your intention to create a positive workplace filled
with respect and care for all.

Offer Education
To encourage your employees to keep learning, you could offer to pay
for them to attend courses related to the department they’re working
in. Online courses are easy to fit into any schedule. Building additional
knowledge will allow your employees to feel secure and confident when
dealing with guests. They also bring that knowledge into their personal
lives, which may ignite a passion for even more education.

Develop Leadership
One other way to increase employee engagement is to offer a development
plan for employees you see with leadership potential. Management
trainee programs often focus on both on-the-job and academic learning.
Providing trainees with a strong knowledge base of operations combined
with intense leadership training proves to be an excellent development
plan. If it is all mapped out and budgeted for ahead of time, everyone can
commit to the program and know what’s in store for them.
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Plan a Business Retreat
One last consideration for you to ponder is
taking the leaders in your organization on a
learning outing or retreat. Many large cities
have various business and motivational
speakers available throughout the year who
can offer inspiration and positivity as you strive
to create continued business growth with your
team. An event like this allows your leaders to
feel like they’re an important part of the bigger
picture, and their new knowledge and skills
transfer back into your business. Win-win
situations create great momentum.
Employees stay where they feel appreciated,
respected, and see themselves growing and
developing. Providing these opportunities
will increase the likelihood of them not only
remaining on the team, bringing in new staff,
and also bragging about where they work. It
may all be as simple as remembering “your
vibe attracts your tribe”.

Ensure Safety First
Workplace safety is also very important to
employees. Do you have training and drills on
what to do in case of an emergency? Consider
hiring a professional to come and speak with
the team on what to do when faced with such
a situation. Many retired police officers now
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offer this type of training on a consultant basis.
Ask yourself, what precautions do I have in
place? Then, create a training manual for new
employees so they are aware of every measure
to keep themselves safe.

Veronica Lyver is a Partner with HR West
Consulting. As a Human Resources and Labour
Relations Consultant, she works with clients
across Alberta and BC through both HR West
Consulting (hrwest.ca) and Hospitality Industrial
Relations (hirbc.com).

The Emotionally Intelligent Leader
by Stephen Barth
There are, essentially, two types of leaders:
those who are egocentric and self-advancing,
and those who are objective, authentic, and
put the organization and its constituencies
first. The former may have short-term success,
but leave chaos in their wake; the latter
typically enjoys long-term success and leaves
a lasting legacy of the path to success.
L e a d e r s t h a t i n te r p r e t e v e n t s a n d
circumstances through the objective, authentic
lens, rather than the subjective, egocentric
lens have typically also developed a significant
level of emotional intelligence (EI).
EI enables leaders to be proactive rather
than reactive, to manage relationships
successfully, and to embrace empathy (just
so we are all tracking together, empathy is
looking at a shredded chicken salad, from the
chicken’s perspective).
Today, more than ever, given the diversity
and sometimes divisiveness present in
organizations, EI is a crucial trait for leaders.
Indeed, research has shown that EI is often
much more important than IQ when it comes
to sustaining relationships and inspiring a
team to willingly accomplish a mission. Just
as significant is that EI can continuously evolve
in people, whereas IQ is static.

EI has four fundamental aspects: selfawa re n e s s; s e l f-re g u l ati o n; i n i ti ati ve/
innovation; and empathy.
1. Self-awareness is knowing one’s strengths
and weaknesses, recognizing emotional
triggers and the reactions to those triggers.
2. Self-regulation is the ability to mitigate the
impact of emotional triggers, and/or to recover
from emotional challenges relatively quickly,
being resilient.
3. Initiative/innovation is being open to new
concepts, paradigms, and protocols as well
as embracing the inclusion of a diverse team.
4. Empathy is the ability to not just understand,
but to share the feelings of another; and by
extension the ability to listen empathically.
Historically, there are many examples of
leaders lacking empathy, including Stalin and
Hitler; and for a more recent example the
current political leadership in the US.
Additionally, leaders with higher levels of EI
normally have a stronger propensity to provide
praise and recognition to others, while other
research has concluded that higher levels
of praise and recognition in an organization
drives higher rates of return on investment.
EI leaders recognize the impor tance
of direction for an organization, so their

organizations have cogent mission statements
along with congruent goals. Positive cultures
are driven by clear core values. Honesty,
integrity, and trust are emphasized and
practiced throughout the organization.
Accountability is expected and executed.
These leaders also have the ability to own
their mistakes, rather than falsely denying or
blaming others, and just as important they can
apologize for mistakes, recognizing that an
apology means that the relationship is more
important than one’s ego.
EI leaders are the foundation for their
organizations. Just like the foundation of a
building, they bring strength and stability,
and work from the bottom up rather than the
top down.
To validate this premise, ask yourself when
you last built a hotel with the foundation on
the top floor!
Stephen Barth was a keynote speaker at the 2018
BC Hospitality Summit. He is an attorney, professor
of law + leadership at the Conrad N. Hilton College of
Hotel and Restaurant Management at the University
of Houston, the Founder of HospitalityLawyer.com,
and the proud father of a wonderful daughter. You can
contact Stephen via email at sbarth@hospitalitylawyer.
com and follow him on Twitter @StephenBarth and
LinkedIn Group: Emotional Energy.
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Digital
Reputation

Trolls, Extortion, Bad Reviews,
Terrible Photos...
by Joanne Sasvari

Consider this: Each month, more than 455 million people use TripAdvisor
to research hotels, restaurants and attractions around the world. Since
the site launched in 2000, more than 600 million reviews and opinions have
been posted on it. Every minute, more than 100 new reviews go up. And
TripAdvisor is just one of countless review sites, blogs, and social media
channels online.
10
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That’s a lot of opportunity for people to praise your property—or to trash
it for the entire world to see. So what can you do about it?
The key is managing your digital reputation.
“A digital reputation can be anything from the big stuff, like your
TripAdvisor rating and reviews, to the tone of your Instagram stories and
Twitter posts. It’s your storefront online,” says digital expert Rebecca
Bollwitt, the cofounder of the website development firm sixty4media and
co-author of the book Blogging to Drive Business, who is best known as
the award-winning blogger Miss604. “The way people view you online
can determine whether or not they want to give you their business.”

“The worst thing you can do is be silent by
not being a part of those conversations.”
Adds Trina Notman, vice-president of sales and marketing for
Accent Inns, which includes the retro-inspired Hotel Zed, “Everyone
automatically thinks it’s TripAdvisor reviews and how you respond to that,
but it’s so much more than that. Part of it is your social media presence.
And it’s every single photo of your room that’s from 20 years ago that is
on some random website, and trying to clean that up.”

Listen and Respond
The importance of one’s digital reputation cannot be overstated.
Increasingly, guests find and book rooms based on online reviews. They
trust them more than a property’s own website. And they’re more than
happy to share their experiences, good or bad, for the world to read.
It’s such a big deal that Daniel Craig, formerly the general manager of
Vancouver’s Opus Hotel, has made reputation management his fulltime business.
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four-step approach to dealing with online comments: 1. Listen to what’s
being said. 2. Take action if it’s needed. 3. Respond to the comments.
4. Earn positive reviews.
Of those steps, he says, the most important is listening, which means
monitoring everything that is being posted on social media. “Part of
reputation management is keeping an eye on this stuff, really paying
attention when you’re mentioned or tagged and, when it’s incorrect,
disputing it. It comes back to understanding it’s a business situation
and you’re exposed on social media.”

“Almost any comment can be turned
into a positive.”
“When I was at Opus, TripAdvisor arrived on the scene and more and
more people were arriving at our door saying they’d heard about us on
TripAdvisor. I realized this was going to be big,” says the founder of the
global consultancy firm Reknown. Today Craig offers advice and training
to everyone from hotel chains to universities and tourism boards. “The
ones that aren’t on top of it don’t know what they’re missing out on.”
One of the challenges, of course, is that an approach like this has to be
property wide, with ownership buy-in, Craig explains. He’s developed a
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Mind you, this can be a lot of work, as Notman has discovered in trying
to take down outdated photos on random websites. “There’s a lot that
you can control,” she says. “It just takes a bit of tenacity and caring, and
time, but it’s so important. Every visual representation of you matters.”

Be Smartly Social
Social media such as Facebook, Twitter, Snapchat and Instagram also
need to be used properly to be effective tools for managing a brand’s
reputation. “I see so many brands that use social media as a bulletin
board and not a channel for engagement,” Notman describes. “You have

to think about the types of people who stay with you and think of ways
to be part of their community.” And always, she says, “Make sure all
your responses are in your brand voice. We have a very humorous
brand voice. The Four Seasons would have this elevated sense of
service that would be their own voice.”
Responding to comments is essential, but one of the most difficult
challenges is doing so without taking them personally. “You have to
recognize that you’re in the hospitality industry to please your customers
and it’s not a level playing field,” Craig says. “And sometimes you have to
take abuse. The challenge with social media is it’s in the public sphere,
so it’s embarrassing.”
That’s why, Notman says, it’s best to seek honest feedback before it
goes online. “We want people to be brutally honest with us, not brutally
honest behind our backs,” she says.
It’s also crucial to respond quickly. “Studies have shown that generally,
responding in under an hour is ideal,” Bollwitt notes. “It’s polite, friendly, and
situations can be defused by hopping onto the issue as soon as possible.”
She suggests dedicating staff to monitor and respond to online
comments. “You can’t stop the comments or reviews, and why would
you want to? Sometimes I love seeing a negative comment being turned
into a positive situation by a business online,” she says. “The worst thing
you can do is be silent by not being a part of those conversations.”

Control the Damage
So what if the worst happens anyway and someone posts a scathing
online review that goes viral? Is there any way to fix your reputation
once it’s damaged?
“Absolutely,” states Notman. “The most important thing is to
acknowledge it right away. If an apology is required, apologize right
away. Just be genuine in your response.” After all, she says, “Almost
any comment can be turned into a positive.”
“Obviously, you want to do ever y thing possible to prevent
something like that from happening in the first place,” Craig says.
“Then it’s a matter of going to the source. Typically, it’s only that
person who can take a review down. Ask them nicely. Don’t resort
to threats because there are so many examples of that going badly.”
Do not do what the Broadway Hotel in Blackpool, England, did

in 2014. The hotel established a policy of fining guests who posted
negative reviews and, after a couple called it a “rotten stinking hovel”
on TripAdvisor, charged their credit card £100. Backlash was swift
and brutal.
Do not do what other hoteliers have done and accuse guests of
attempting blackmail by posting bad reviews if they don’t receive
discounted rooms. Not even if it’s true. Instead, report threats, fraud
or malicious behaviour to the site administrators or, as a last resort,
take legal action.
And do not feed the trolls. Trolls “spread hate for the sake of
spreading hate,” Bollwitt says. If you are hit with an inexplicable stream
of vile, offensive comments, she advises, do not engage, but block
them on social media and, if necessary, report them to the network.
Most importantly, Bollwitt suggests that hotels consider their online
presence “like a concierge or front desk that needs to have personnel
available to answer questions and take care of guests 24/7.” Only
in this case, the “guests” are all past, present, and potential future
customers.
“No matter how big or small, your voice online can make or break
your reputation in the offline world,” she says. “Admit your mistakes.
Apologize. Be up front and transparent about the issue. Say you can
and will do better, then do it.
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Courtesy of Destination Canada

Canada’s Not Cold... It’s Cool
by David Goldstein
Strong growth in recent years has given the Canadian tourism
industry the opportunity to look ahead and think strategically. To boost
competitiveness and maximize compression in the long term, Destination
Canada is focusing on a RevPAR-like strategy for the industry as a
whole that highlights both visitor volume and higher yield. Central to this
strategy is our North Star 22 vision—a Team Canada approach involving
marketing organizations and other key stakeholders across the country.
Together, we have agreed on the goal of attracting 25 million international
visitors spending $25 billion by 2022.

Building Momentum
Last year was a milestone for the tourism industry in Canada as we
welcomed a record 20.8 million international visitors who spent almost
$22 billion dollars. This surpasses our previous high of 20.1 million in
2002 and bookends our emergence from the “lost years” triggered by
the 9/11 attacks in New York City and Washington DC; which were
followed by further limitations on tourism such as the imposition of new
passport requirements and the 2008 recession.
Beyond arrivals and spending data, Canada’s global reputation has,
more generally, moved from cold to “cool”. In recent years, Canada
has topped the must-visit lists of major publications from Condé Nast
Traveler, Lonely Planet, National Geographic Traveler, and the New
York Times.
In 2017 alone, Destination Canada attracted over $110 million in
partner co-investments for our international leisure and business events
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campaigns. In our largest market, the US, our Connecting America
campaign used this RevPAR-like strategy to target high-yield travellers
in key cities with direct air access. The campaign delivered strong results
with a 36% increase in arrivals attributable to the campaign, a growth of
42% (to 4 million) in the immediate potential market of Americans and
1.2 million digital leads to partners.

Seizing Opportunities
We are in a golden age for tourism in Canada: our brand is on the rise; our
industry is aligned with a common vision; we have Government of Canada
support illustrated by renewed funding for Destination Canada and the launch
of Canada’s New Tourism Vision and, finally, advances in digital content are
making it easier than ever to reach new audiences.
But how can we make the best of our momentum?
As Canada’s national tourism marketer, Destination Canada’s mandate
includes not only increasing demand with innovative marketing, but also
advancing the commercial competitiveness of the tourism industry. Our
approach is to apply a RevPAR-like model to the entire industry. We are
focused on return on investment: that means looking beyond heads in beds
to attracting high-yield travellers, gaining market share and attracting new
capital investment.
Our most effective tool in advancing the competitiveness of our industry
is our Team Canada approach. Our industry partners have been working
with us on our five-year NorthStar 22 vision: 25 million travellers spending
$25 billion by 2022. We formalized this collaboration with 21 of our key

industry partners who signed an MOU at our
Annual Public Meeting in November, committing
to this collective path forward and alignment on
common goals, marketing and sales efforts, and
measurement of results.
With momentum on our side, now is the perfect
time to consider our long-term strategy and
to plan for those periods where we encounter
headwinds during times of slower growth.
We are looking ahead to refine our “RevPAR”
strategy for the country. We will continue to focus
on commercially relevant initiatives including
partnerships with other areas of industry, improving
tourism statistics through a MOU with Statistics
Canada, and maximizing our investment in one of
our highest potential markets through the CanadaChina Year of Tourism 2018.

Overseas vs. US Visitors
Overseas visitors made up a larger
portion of tourist arrivals to Canada
in 2017 than at our previous arrivals
peak in 2002

Overseas visitors contributed
more to overnight spend in Canada
2017 than at our previous arrivals
peak in 2002.

David Goldstein was a keynote speaker at the 2018
BC Hospitality Summit. Stay up to date on all our
initiatives by subscribing to Destination Canada News.
www.destinationcanada.com/en/corporate-news

How Will Tax Changes Affect Your Business?
by James Chase
Hoteliers across BC are concerned about recent tax change
announcements that can have a big impact on operating costs and the
ability to attract tourists to BC.

Broadened Usage of MRDT Funds
The BC Hotel Association and TIABC have been lobbying government
about the following change to the use of MRDT funds that was
announced on February 20:
“Use of Municipal and Regional District Tax Revenues for
Affordable Housing Initiatives Allowed
Effective on a date to be specified by regulation, revenue from the
municipal and regional district tax collected by municipalities, regional
districts and eligible entities, such as tourism-focused non-profits, can
be used to fund affordable housing initiatives. Currently, funds can only
be used for tourism marketing, programs and projects.”
This amendment appears to have emerged for 2 reasons:
1. It aligns with the overall government commitment of addressing
affordable housing.
2. It provides some vocal local governments with access to funds to
take action locally.
Since the broadening of the usage of funds could be a regulatory
change, local governments would not be restricted by the previouslysubmitted, 5-year MRDT Budget Allocation Plan.
This proposed change has the potential to be a major disruption to
the MRDT program and undermine much of the success since the last
significant revision in 2015.

The BCHA and TIABC held a meeting with Minister of Tourism, Arts
and Culture, Honourable Lisa Beare and representatives of the Minister
of Finance on March 5 to discuss the concerns and request ongoing
dialogue to mitigate against unintended consequences.

Cost Pressures
The new payroll tax will add another cost to doing business in BC. Other
cost pressures from governments include:
• Since 2011, the minimum wage in BC has increased 42%. Further
planned increases to the minimum wage will exceed the annual inflation
rate and increase by another 34% to $15.20 by 2021;
• Elimination of the Federal Business Job Credit measure as of 2017
means EI rates will be increasing for business owners in 2018;
• Canada Pension Plan (CPP) payroll costs will increase by 20% starting
in 2019 until 2023;
• Property taxes, at both the provincial and municipal level, continue to rise;
• New environmental regulations (regulation of single-use items) and
eco-fees (expansion of products obligated under packaging and paper
product category on November 14, 2017) add significant operating costs;
• The carbon tax in BC is set to increase $5 per tonne annually until
2021, starting this year.
Combined, all of these taxes are making it more difficult to do business
in BC and hit small and medium-sized businesses particularly hard.
Help support the BCHA’s lobbying by contacting your BC NDP MLAs
and advise them how these tax changes will impact tourism and your
business.
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Ingrid
Jarrett

If none of those sound like the typical tasks of a
hotel general manager, well, Jarrett is no typical GM,
so it’s no surprise that she won BC’s 2017 Hotelier
of the Year.
“I’m always looking for a different way to do things,”
says the general manager of Watermark Beach Resort in
Osoyoos. “I was told a long time ago: Find the problem no
one else can solve and solve it, or find someone who can.”
Jarrett is not just the Watermark’s GM, she’s also its vicepresident of business development, as well as a director (and
past president) of the BC Hotel Association, vice-chair of Slow
Food Canada, past chair of TOTA, and president of her own
company, Ingrid Jarrett Management Consulting.
Mostly, though, she is one of BC’s most passionate advocates
for the hotel and tourism industry.
Perhaps it was inevitable that hospitality would become her
career. “I grew up in the Okanagan. My dad was a forester, so I grew
up all over small-town BC,” she recalls. “My first job in the industry was
what was then called a chambermaid.” After studying hospitality at the
BC Institute of Technology, she was hired by Canadian Pacific Hotels
(now Fairmont) at Hotel Vancouver and was part of the opening team
at Chateau Whistler. In 1993, she became the first director of operations
at The Fairmont Palliser in Calgary, one of the first women to hold such a
senior position at a major Canadian hotel.
After that, she took some time out to become a cattle rancher with her
husband and three children. It didn’t work out the way she’d hoped, but
having a family fundamentally changed the way she approached her work.

2017 Hotelier
of the Year
by Joanne Sasvari

Ingrid Jarrett is on her way to the Slow Food
Canada summit in Saskatoon. After that,
she’s attending a board meeting in Whistler,
organizing a food film fest in Osoyoos,
preparing a presentation for hotel schools
in Australia & Bordeaux, and developing a
regional culinary tourism strategy with the
Thompson Okanagan Tourism Association
to support the Biosphere Designation.
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“I became focused on what worked for me and my family,” she says.
“It’s rare in our corporate world that it’s recognized that what’s best for
the family is also best for the business.”
With her family in mind, she moved to Kelowna in 2006, and started her
own company, which was contracted by Boutique Hotels and Resorts
of BC to open a series of high-end properties including Whistler’s Nita
Lake Lodge. The Watermark was meant to be the last of the series.
“That was 2008, when the economy
tanked and the brand disintegrated,”
Jarret explains. The developer-owners
suddenly faced owning a resort still under
construction without a management
company, so they did the smart thing:
They asked Jarrett to become general
manager to oversee the opening and build
the business. “And I have now been there
for nine years,” she laughs.
Since then, Watermark has become a
consistent success story in a region at the
mercy of the seasons, the weather, and
the economy. “We’re meeting targets that
others aren’t meeting,” she says. So how
does she do it?
She credits a strong team that includes
hotel manager Paul Scanlon, who
oversees day-to-day operations, and
owners who trust her to run with her
grand ideas. “Very few hoteliers have the
opportunity to be big thinkers,” she says. It
helps, too, that she stays in the hotel when
she’s at work. “I have a really immersive
opportunity to experience what the guest
is experiencing. It allows me to look at
Watermark with fresh eyes.”

Being a resident GM also allows her to experience first-hand the
problems that beset the industry, such as staffing. That’s why she’s
approaching international hotel schools seeking interns to work at
BC properties. “In order to graduate from their schools, they have
to have international experience,” she says. “We have a desperate
need for qualified employees and I think in the long term this can
create the workers and leaders of the future.”
Most importantly, though, Ingrid believes that success comes
from building relationships with other businesses—wineries,
restaurants, producers, tour operators, and even neighbouring
hotels—that become advocates for each other and the entire region.
“I have a very strong background in operations and I’m a strong
relationships person,” she notes. “This is part of my business
approach. It’s a female approach to business, an approach to
business that builds community.”
It’s also a lot of work, she cautions, and not for the faint of heart.
The payoff is in watching her region thrive and her hotel become a
model for others to emulate.
“I think human connections are increasingly important in almost
everything we do,” she says. “I just want to keep doing everything
I can to be a good neighbour. People just want to work with us.
That goes a long way.”
InnFocus 17

Brand
by Rick Eichler

When a new hotel is being considered for development, or when
owners of an existing hotel are looking to brand or re-brand their property,
a myriad of options are at their doorstep as to which brand may best be
suited for their needs.
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Of course, being an independent hotel is also certainly an option that
many hoteliers explore. There are also a growing number of brands
to choose from. Back in 2010 there were approximately 58 brands
represented in Canada, whereas in 2018 nearly 80 are reported.
In addition to the increase in the number of new and existing branded
hotels across the country, several new brands have been created to
further segment the market in order to attract a wider range of the
travelling public. Best Western, for example, now offers tiered Best
Western “Plus” and “Premier” properties, which are differentiated by
the type of on-site amenities, services and guest facilities. As a result
of the proliferation of this growth, reviewing the criteria and influencing
factors to be considered when looking for a suitable hotel brand have
become more important than ever before.
Selecting a brand will obviously vary from owner to owner as they
sift through the ever-increasing number of brands. To understand how
some BC hotels have tackled this issue I spoke with both large and small
hotel groups to hear their views. Royalty and franchise fees are the most
important consideration in selecting a brand. Following are some other
important factors identified by property owners.
PHI Group, based out of Surrey, is currently one of the largest and
most active hotel developers in Western Canada. They presently own and
operate eight hotels in BC, with brands such as Best Western, Comfort
Inn, Fairfield, Hampton, and Holiday Inn. They also own an independent
hotel in Kamloops. Peter Parmar, PHI’s VP of operations, cites area

of protection (AOP) as a key consideration aside from negotiating the
best franchise/royalty fees they are able to. AOP refers to a negotiated
geographic area of exclusivity that a franchisee sets up with a franchisor
to prevent any new, competing hotel from being located nearby without
the franchisee’s approval.

Royalty and franchise fees are the
most important consideration in
selecting a brand.
Ron Mundi, president of Mundi Hotel Enterprises Inc, based in
Kamloops, believes that the selection of a flag strongly depends on
the hotel’s target market, location (suburban, downtown, etc.), and
for existing hotels, its current state of repair. The decision also weighs
heavily on what brand maintenance and renovation costs will be required
relative to the projected income of the property. Brand maintenance
most commonly refers to a hotel’s property improvement plan (PIP) that
franchisors normally require of franchisees. These plans mostly identify
the level and magnitude of capital needed to maintain the condition of
the asset. Similar to PHI, Mundi Hotel Enterprises owns and operates
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hotels in BC as well as Alberta, including flags
such as Best Western and Coast. They also
have an independent hotel in Kamloops, and
are set to open a new Coast Hotel in Oliver
this June.

historic brand contribution performance
of other hotels in the system related to the
percentage of bookings made through their
various franchise reser vation channels.
Other important considerations to Wanson

What brand maintenance and renovation costs
will be required?
The Wanson Group, a new entrant into the
BC hotel market, makes their brand selection
based on securing the best franchise and
royalty fees possible. Dominic Li, president
of Vancouver-based Wanson Group, also
alludes to the importance of knowing the

are the flexibility that brands will provide in
terms of PIP-related costs and timing as well
as understanding the brand image, and the
specific mechanisms provided with regard
to regional sales and marketing support. The
Wanson Group currently owns and operates

a Quality Inn in Victoria and a Quality Hotel in
Abbotsford.
Finally, deciding whether or not a hotel
brand is actually needed requires a whole
new set of research and analysis. There
are many hotels across BC that operate
independent of a brand and thrive. And while
every situation is different, for groups such as
Hallmark Hospitality, which owns the Ramada
on Granville Street in Vancouver, the power of
a franchise cannot be underestimated. Hanif
Vellani, company CEO, suggests that brands
are typically favoured because they provide
key national and international marketing
opportunities, plus a recognizable reputation
for quality that travellers can relate to. There
is also strong central reservation support from
a brand, although this depends on the hotel’s
location, product quality, etc. While reservation
costs via online travel agents such as Expedia
may certainly be high, Vellani believes that
going the direction of an independent hotel
may make sense if you have a well-run
operation, a good product, good location, and
effective yield/revenue management strategies
are adopted. Vellani stresses that it is often
much easier for a branded hotel to secure
project financing from a bank/lender.
The over-riding key to making the best
decision regarding which brand to select, or
if branding is required, is carrying out as much
study and investigation as possible, and of
course knowing what questions to ask!

Rich Eichler is a Calgary-based hotel realtor and
hotel industry consultant, specializing in feasibility,
re-positioning, and asset management studies.
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Modular
Mode

Reinventing Hotel Construction
by Chris McBeath

If style, quality, and a speedy ROI are driving considerations for your next
development, then take a serious look at prefab construction, aka modular
builds. Once the domain of post-war mass housing projects and remote logging
camps, prefab is coming out of the woods with eco-conscious, stylish designs,
and superior technology that’s reshaping the entire building industry. And with big
brands like Marriott, Hilton, and Hyatt taking note, modular is set to reshape the
hotel industry too.
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Plan-Plan-Plan and Save Money
“The first thing to grasp is that modular construction is an entirely different
building process,” explains Stephen Branch, President of a major BCbased modular construction company. “The cost advantages and ease
of project management are numerous, but they will only be realized
if the work is done up front. That’s mainly because traditional builds
can accommodate elements such as curved walls as well as changes
along the way. With modular, that’s simply not possible. It means preplanning is not just meticulous, it can be excruciating. However, for
those who can work within modular parameters, they’ll get an almost
turn-key, energy-efficient building directly to the site that can be made
operational within weeks.”
Andy Berube, an industry colleague, agrees. Berube is Vice President,
Sales & Marketing of another company that owns and operates a
manufacturing facility in China. “The ability to progress site work in
tandem with the modular portion of construction delivers some very real
savings, but it takes early collaboration and up-front decision-making.
A good planning cycle means units arrive on site fully equipped with
FF&E, right down to mattresses, linens, and flat screen TVs on the wall.
That kind of quality control and consistency is a huge burden off an
operator’s shoulders.”
Courtesy of Stack Modular
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Market Drivers
I n S we d e n, m o d u l a r c o n s tr u c ti o n i s
commonplace, comprising more than 90%
of new builds, and it is increasingly popular
in Europe, where land and prevailing wages
are evermore expensive. In North America,
however, it took the last economic downturn
for modular’s momentum to start turning
skeptical heads as owners, developers,
and contractors sought out more resourceefficient ways to build. That, coupled with
the predicted labour shortages, increasing
demand for more sustainable and safe
construction practices, and shor tened
construction schedules has delivered a wave
that is growing exponentially. Branch’s two
factories in the Lower Mainland are hiring
between 7-10 employees each month as
modular fast becomes the construction style
of choice.
“Modular hits all the key necessities of
delivering a quality product at an affordable
price,” states Tom Hardiman, Executive
Director, Modular Building Institute. “The
primary advantage is speed, because work on
the building can occur simultaneously to the
site work, developers can expect 20-30% off
the overall schedule, sometimes much more.”
Hardiman cites additional advantages
including reduced site disturbance, schedule
predictability, cost certainty, and worker
safety. “There is a much lower chance of
accidents resulting from falls and inclement
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or unpredictable weather. There’s also less
material wasted as a result of the controlled
building environment.” A prime example
is The Fairfield Inn & Suites in Moncton,
New Brunswick. Building started in late
October and the pre-assembled, weathertight modules arrived in mid December. Work
continued through the winter.
Several hotel developers already use
modular components such as bathroom
units to help reduce the number of craft
professionals on site and to expedite the
construction of these repetitive, small spaces.
“The natural evolution is to construct the entire
building as a modular development,” says
Hardiman.

subcontractors based on the general building
boom that is happening throughout the
United States,” explains Eric Jacobs, Chief
Development Officer, Marriott Select Brands
in North America. “We’re on pace to approve
another 400-450 hotels this year and we think
we can influence 10% of those projects with
modular construction. If we can cut four to six
months off a typical development timeline of
12 to 14 months, that’s a significant savings
for owners.”
T he modular construction model is
particularly well suited to Marriott’s select
brands, which include generally standardized
products like Courtyard by Marriott as well
as trendier brands like Aloft. Room designs
enable modular companies to mass-produce
the units simply by calculating the room’s
square footage, amenities, and bathroom
requirements.
There are also additional benefits. “From a
staging perspective our waste goes from 4-6%
down to 2-3%. The big takeaway, though, is
that we can completely control the quality of
the product. We can identify quality issues
right as the rooms come off the assembly line
and find solutions before they ever get shipped
to the site. By working with our pre-approved
modular partners, owners can open hotels
faster, put associates to work earlier, generate
revenues sooner, and optimize our partners’
return on investment,” says Jacobs. “It’s a
pretty impactful way to produce a furnished
building at the end of the day.”

Popping up Any and Everywhere
With pop-up concepts trending all over the
world, modular constructs are on target to
help create out-of-the-way—and out of the
ordinary—tourism experiences. Pop ups
are all about surprise, exclusivity, flexibility,
and innovation, qualities that entrepreneurs

A good planning cycle means units arrive on site fully
equipped with FF&E, right down to mattresses, linens, and
flat screen TVs on the wall.
A Case Study
Marriott’s long-term commitment to modular
development has added gravitas to the prefab
movement within the hospitality sector.
“As construction costs are at a peak,
it’s a real challenge to find good, qualified

are generating with repurposed shipping
containers, go- anywhere DYI kit cabins
that come flat-packed, and step-by-step
IKE A style assembly (and reassembly)
instructions, as well as rolling huts that give
glamping portability. Sitting atop eight large
steel wheels, huts can be wrangled to suit

with moveable pieces that can, for example,
double as a second sleeping platform as well
as a living/dining area beside floor to ceiling
sliding glass doors.

are starting to go towards the provision of
in-room amenities and upscale finishings
akin to those offered by their fully fledged
hotel counterparts.

If we can cut four to six months off a typical
development timeline of 12 to 14 months, that’s a
significant savings for owners.
Modular concepts also bring ‘capsules’
into their fold, particularly in high-end real
estate locations. Pods may have started in
Japan, but they are now gaining traction
in destinations such as Singapore, Russia,
and Australia, where development savings

In BC, Whistler’s new Pangea Pod Hotel is
leading the pod pack with its transformation
of an original time-share building to an 88-pod
hub in the heart of the Village. Individual pods
are private, tranquil, and clustered within selfcontained sections (suites) where the clever

design of bathroom and change facilities
makes sharing easy and discreet. Described
as neither a hostel nor hotel, the Pangea
Pod Hotel emphasizes simplified comfort as
well as secure storage for play gear such as
bikes, boards, and skis, alongside upbeat
social areas including a café and rooftop patio
overlooking the mountains and Village activity.

Pre-fabulous Future
“We’re really educating owners and the
development community,” observes Hardiman.
“Pre-fabrication no longer means cookiecutter construction or one-size fits all design.
Today’s modular has a remarkable degree of
technology and architectural design that just
keeps getting more sophisticated. Construction
is next frontier for innovation in so many areas
and modular is definitely leading the way.”

Modular Ideas
Around the World
• Tribe Hotels, Australia, manufacture rooms that are stacked ‘like
Lego®’, balancing slightly smaller, cookie-cutter construction with
dialed up aesthetics and one-off designer pieces.
• Copenhagen-based Pink Cloud won the Radical Innovation in
Hospitality Award for its solution to New York’s burgeoning occupancy
rate: pop up hotels in empty office buildings where prefab components
are delivered as pre-packaged and colour-coded for bedrooms,
bathrooms, and guest areas.
• The 20-story, 300-room Citizen M, New York, opened in summer
2017. It is estimated that the 210 stackable pods reduced the number
of truck trips to the site by 1,200 compared to traditional building
methods.
• The Prime Pod, Kyoto, Japan has upped the capsule ante
by providing traditional in-room luxuries from flat-screen TVs to
complimentary toiletries, slippers, and robes.
• The affordable modular construct of Russia’s InBox Capsule
Hotel enabled it to secure a prime location in the heart of historic St.
Petersberg.
• Shipping containers left behind at Antwerp’s port are converted
into luxe in-situ accommodations that are quirky and comfortable.

Courtesy of Pangea

• BC’s The Backcountry Hut Company provides “surf-shack” style
units for remote and off the grid areas, which they say is “something
that most backcountry enthusiasts romanticize over.”
• Broad’s prototype uber-green and energy efficient modular hotels
in urban China were built in days; New Ark went up in six days. The
T30 Hotel in 15 days. Compared to a normally built hotel, the T30 is
using a 5th of the energy and a quarter of the water, with air that is
20 times as clean as outdoor air.
• Modular builds and containers have an enviable versatility. When
their tour of duty is complete, they can be sold and/or adapted into
housing, hospitals, and senior citizen care homes.
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With a Little Help from Our Friends:
Non-Profit BCHF Supports Hospitality Workers
When a Vancouver hotel employee injured his leg in a fluke accident (he
dropped a pan at home), he never imagined the incident would radically
change his life. He developed an infection that was misdiagnosed, and by
the time he went to the hospital there was no alternative to amputating
the leg below the knee. The doctor told him he would have died within
24 hours without the amputation, as the infection was about to spread
throughout his body.
Finding out his life had been saved by a last-minute medical
intervention was doubtless a huge relief, but unfortunately the story
doesn’t end there. Robert had been working at the same hotel since
1989, and fortunately he had extended health coverage, but due
to his unusual circumstances, he used up those benefits as well as
the emergency funding provided by medical EI. He has been fitted
with a prosthetic limb, and although his friends help out with rides to
appointments and therapy, he hasn’t been able to work for nearly a
year, and is in a dire financial situation. The BC Hospitality Foundation
(BCHF) recently stepped in to provide Robert with money to cover his
living expenses for three months while he completes a rehab program,
after which he hopes to return to work.
This heart-wrenching story is only one of many we have heard in
the past year. The BCHF assists workers in all areas of the hospitality
industry, including hotels, restaurants, coffeeshops, wineries, and more.
In 2017, we helped over 35 beneficiaries with more than $135,000 in
total assistance. We’ve already received more than 15 applications for
assistance and have given out over $34,000 from January to April 2018.
We can’t do this without you! The whole idea behind the BCHF is that
we make it possible for the hospitality industry to “help our own”, and
we’re calling out to our friends in the community to support our work.
While we host events and receive lump sum donations, the most efficient

BCHF Board Member, Chris Bradburn & beneficiary Robert Blackwell

way for us to raise funds is through payroll deductions. Employees can
contribute as little at $1 or $2 a paycheque, and everyone who donates
more than $25 over the course of a year will receive a tax receipt. To
learn more, or to set up a payroll deduction program at your business,
please contact lucy@bchospitalityfoundation.com.
There is strength in numbers, but we’re counting on your help.
Twitter & Instagram: @BCHospitality
Facebook: @BCHospitalityFoundation

Visit bchotelassociation.com/news-events/innfocus-magazine
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by Marina Lecian

New BCHA Members

BCHA Housekeeping Award

The BC Hotel Association welcomes new members and associate
members:
1202 Motor Inn, Beaver Creek
Andrea’s Hotel, Watson Lake
Citywide Printing Ltd., Vancouver
Executive Suites Hotel & Resort, Squamish
Holiday Inn Express, Fort St. John
North Country Lodge Motel, McBride
Pangea Pod Hotel, Whistler
Pomeroy Hotel & Conference Centre, Fort St. John
Pomeroy Inn & Suites, Dawson Creek
Pomeroy Inn & Suites, Fort St. John
Riverview B&B, Chetwynd
Stonebridge Hotel, Dawson Creek
Stonebridge Hotel, Fort St. John
Swiss Chalet Motel, Revelstoke
Terminix Canada, Burnaby
Travelodge, Courtenay

The inaugural BCHA Housekeeping Award was presented to many
deserving properties. Congratulations to the winners!
Accent Inns Burnaby
Accent Inns Kamloops
Accent Inns Kelowna
Accent Inns Vancouver Airport
Accent Inns Victoria
Coast Abbotsford Hotel & Suites
Coast Bastion Hotel, Bastion
Coast Blackcomb Suites at Whistler
Coast Capri Hotel, Kelowna
Coast Chilliwack Hotel
Coast Coal Harbour Hotel by APA, Vancouver
Coast Discovery Inn, Campbell River
Coast Fraser Inn, Williams Lake
Coast Hillcrest Hotel, Revelstoke
Coast Inn of the North, Prince George
Coast Kamloops Hotel & Conference Centre
Coast Penticton Hotel
Coast Sundance Lodge, Sun Peaks
Coast Tsawwassen Inn
Coast Victoria Hotel & Marina by APA
Crystal Lodge & Suites, Whistler
Delta Hotels by Marriott Grand Okanagan Resort, Kelowna
Executive Suites Hotel & Resort, Squamish
Hotel Zed Kelowna
Hotel Zed Victoria
Inn at Laurel Point, Victoria
Oak Bay Beach Hotel, Victoria
Opus Vancouver
Pacific Gateway Hotel at Vancouver Airport, Richmond
Pemberton Valley Lodge
Quaaout Lodge & Spa at Talking Rock Golf Resort, Chase
Ramada Plaza Prince George
Royal Hotel Chilliwack
Shangri-La Hotel, Vancouver
Sheraton Vancouver Airport Hotel, Richmond
Sheraton Vancouver Wall Centre
St. Eugene Golf Resort and Casino, Cranbrook
Sun Peaks Grand Hotel & Conference Centre
The Fairmont Vancouver Airport, Richmond
The Magnolia Hotel + Spa, Victoria
The Westin Bayshore, Vancouver
The Westin Grand, Vancouver
The Westin Wall Centre Vancouver Airport, Richmond
Victoria Marriott Inner Harbour
Watermark Beach Resort, Osoyoos
Wickaninnish Inn, Tofino

New Names
Best Western Rainbow Country Inn is now known as the SureStay
Chilliwack by Best Western.
K2 Rotor Lodge is now The Lodge at Arrow Lakes.

New General Managers
Brian Harrington, Westin Bear Mountain Golf Resort & Spa
Connor Bull, Holiday Inn Express Fort St John
George Marine, Best Western Plus Kelowna
Greg Fossen, Travelodge Courtenay
Gurdaval Sandu, North Country Lodge Motel
Jared Sissons, Executive Suites Hotel & Resort Squamish
Raj Menon, Stonebridge Hotel Fort St John
Sean Martin, Pangea Pod Hotel
The Lodge at Arrow Lakes, Maureen McPhee

BC Hospitality Industry Awards
Congratulations to the Finalists and Winners of these coveted awards.
Hotelier of the Year : Ingrid Jarrett, Watermark Beach Resort
Finalist: Tony Medd and Lorraine Yeung, Summit Lodge Boutique Hotel
Finalist: Anastasios Theodoropoulos, Best Western PLUS Chateau
Granville
Publican of the Year: Ron Slinger, The Black Bear Neighbourhood Pub
Finalist: David Lindsay, Train Station Pub
Finalist: Michael Colwill, The Fernwood Inn
Liquor Retailer of the Year: The Truffles Group, Cascadia Liquor Stores
Finalist: Ross Borland, Vessel Liquor Store
Finalist: Adam Bradshaw, The Strath Ale Wine & Spirits Merchants
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The Victoria Airport/Sidney Travelodge received the Best of
Travelodge award from Travelodge and Wyndham Hotel Group. This
is an 88-room hotel has gone through an extensive renovation in the
last two years, proudly using a local furniture manufacturer located in
Duncan on Vancouver Island.
Congratulations to The Fairmont Pacific Rim for achieving the
prestigious CAA/AAA Five Diamond Rating. Shangri-La Hotel
Vancouver also continues to hold the CAA/AAA Five Diamond Rating.

2018 BC Tourism Industry Awards
Congratulations to all the winners of this year’s BC Tourism Industry
Awards!
Island Lake Lodge is proud to receive the Employees First Award. This
award recognizes a BC tourism industry employer who has upheld high
standards of excellence in human resources and people management
practices.
Bram Bolwijn, Mission Hill Family Estate Winery was awarded the 2018
BC Tourism Industry Customer Service Award. This award recognizes
frontline employees whose exceptional customer service contributed
to outstanding travel experiences for visitors.
Fairmont Hotels received the Innovation Award for their World Class
Wild Campaign. This award recognizes an individual, organization or
consortium that has devised and implemented an outstanding marketing
campaign or initiative that is directed at increasing the number of visitors
to or within BC.
Spirit of the West Adventures was awarded the Remarkable
Experience Award, recognizing a BC tourism business or organization,
that has developed, delivered, promoted, and sold a new or improved
tourism product or experience that reflects the essence of BC and
contributes to a remarkable visitor experience.
Tourism Chilliwack took home the Destination Marketing Organization
(DMO) Professional Excellence Award for outstanding performance and
commitment to the tourism industry of BC.
According to US News & World Report, six of the 10 Best Hotels in
Canada are in BC:
Rosewood Hotel Georgia, Vancouver
Wickaninnish Inn, Tofino
Wedgewood Hotel & Spa, Vancouver
Fairmont Pacific Rim, Vancouver
Shangri-La Hotel, Vancouver
Four Seasons Resort and Residences, Whistler
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by Louise Thompson
The postcard-quality, picture-perfect, beautiful
mountain resort of Whistler was the venue for
this year’s BC Hospitality Summit. The event
was held in the truly spectacular Fairmont
Chateau Whistler nestled beside the still
snow-capped Blackcomb Mountain in the
world-famous resort.
In addition to seeing many of our hotel
members, it was wonderful to once again
see the faces behind the companies that
throughout the year work so diligently in
offering the special pricing and discounts
available to our hotel members. This year’s
marketplace (aka our mini trade-show) which
was held in conjunction with the conference,
was a massive success, both for hotels that
are already benefitting from the savings, and
for inspiring those that are not yet participating
in the programs to do so as soon as possible.
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Being able to chat at leisure in such a pleasant
environment, to see what is available at each
booth, and to ask lots of questions face-to-face,
made a real difference for those who needed
more details on exactly what is offered.
The marketplace showcased credit card
processing, the latest in televisions, coffee
options to suit every taste, key cards, luxurious
mattresses, unbeatable savings on baked goods,
high quality towels, pens with your hotel logo
engraved, eco-friendly cleaning supplies and
phone systems tailored for your property. There
really are some great savings to be enjoyed as
many of our members have discovered.
Congratulations to all the recipients of the
inaugural BC Hotel Association Housekeeping
Awards that were presented during the
delicious dinner at the BC Hospitality Awards
Gala.

From consistently positive guest feedback,
all these hotels can be justifiably proud of
achieving this award. Often the hard-working
housekeeping team is industriously working
behind the scenes at a property, seamlessly
preparing rooms for that important first
impression by guests of a squeaky clean,
immaculate, and fresh smelling room—where
a weary guest can just throw down his bags
and instantly feel right at home.
We also want to sincerely thank those
properties that sent in entries but didn’t
quite make the list of winners this year. We
encourage you to submit an entry again
next year, as it is always important for your
housekeeping team to be recognized for their
industrious work.

