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by President & CEO, James Chase

Summer Reflection
This past summer was another mix of success
and growing concerns. Across the province
tourism numbers were strong, but as the busy
season peaked, so did the pressure of the
labour shortage, a stress compounded by the
lack of affordable housing for employees. As
well, we had another difficult fire season with
many communities impacted during the peak
of their seasons. Destination BC produced an
online list of resources for businesses in the
affected areas, which proved useful as the
communities worked to mitigate the impact
of the fires. We know that despite these few
difficult fire years, BC remains a top destination
for travel because of our outstanding hospitality
community.

Focusing on Short-term Rentals (STRs)
In mid-September, I joined past BCHA Chair
David MacKenzie in Whistler for UBCM.
The week-long convention provided many
opportunities for us to connect with local
government representatives. For the third year
in a row, there was a well-attended workshop
focusing on short-term rentals, which was
an unprecedented continuous focus. With
conversation at this year’s workshop focused
on the impending tax collection date of October
1st, there were more pointed questions
directed to the Airbnb representatives. Before
the convention kicked off, the BCHA sent
out a set of best practice guidelines created
in partnership with the Hotel Association
of Canada (HAC), for regulating short-term
rentals, to key local government officials and
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our membership. The one-page summary of
these guidelines was also handed out to those
attending the UBCM workshop. We certainly
felt that the conversation was evolving around
short-term rentals as we spoke with people at
the convention, with a growing awareness of
the implications for communities.

From the Nanos Study
In early October, I travelled to Ottawa with
BCHA Chair, John Kearns, for the Hotel
Association of Canada’s Parliament Hill Day.
We had the opportunity to meet with a number
of MPs as well as the Minister of Tourism,
Mélanie Joly, expressing our concerns about
a number of topics including the significance
of the labour shortage as well as the impact
of short-term rentals on affordable housing.
Hotel Hill Day coincided with the release of
a Nanos study that uncovered Canadians’
concerns about short-term rentals in their
neighbourhoods. It is clear that short-term
rentals remain an immense issue, continuing to
erode the affordable monthly housing market in
many communities throughout BC and across
the country. While there are some projects that
have started and more on the way, in particular
in BC, these new units are years away from use.
Ultimately, it is clear that winning back units lost
to STRs is a priority, if only a short-term tactic.
We need concerned business operators
and organizations to come together (hoteliers,
DMOs, Chambers, etc.) to put more pressure on
their local governments to better manage this
new business enterprise now that the municipal

elections are over. The short-term rental issue
is directly linked to the continuing and growing
labour shortages we are seeing province-wide.
In many communities, businesses are able
to attract labour, however, the monthly rental
housing is unaffordable, unacceptable, or
non-existent. Engaged community leaders are
essential in drawing attention to these issues.
The more businesses that come together to
raise their voices with local government, the
more effective that message will be.

Labour Shortages
The BC Hotel Association and our partners
are working on some new and innovative
sources to address the labour shortages. As
with everything in our industry, communities
need to pull together to discuss the best move
forward, and develop strategies for creating
viable solutions to the labour shortages. We are
all in this together, with labour issues impacting
all levels of business. And while there are some
approaches that may work for some and not
others, all opportunities for bringing in effective,
reliable labour must be explored. This is not
an issue that will go away any time soon, so it
continues to be a top priority for the association
as we look ahead.
Finally, the BCHA had its annual general
meeting on November 19th at the JW Marriott
Parq Vancouver where we took the opportunity
to reflect on a busy year. We also outlined
our new strategic plan and the steps we are
taking to become an even more effective and
impactful organization for our members.

Stand
Out

in this Tight
Labour Market
with a Strong
Employer Brand

by go2HR
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director of Talent and Culture for The Fairmont Waterfront in Vancouver.
Vivek Sharma, general manager of Sun Peaks Grand Hotel &
Conference Centre near Kamloops adds, “We have a strategy as to
how we look for business. Exactly the same thing needs to be applied
for talent acquisition.”
Here’s how you can make branding the cornerstone of your
recruitment strategy:

Build your Brand as a Preferred Employer

Struggling, again, to find the staff you need? An industry-wide shortage
of skilled workers makes a recruitment strategy more important than
ever for hospitality businesses. And whether you’ve got five staff or 500
the key to your strategy is to treat potential employees like potential
customers, using your brand to attract them.
The tourism and hospitality industry will have more than 106,000 new
job openings in the decade through 2028, according to projections. That
means the top talent has a lot of options. Developing and marketing
your employer brand can provide a competitive advantage for your
business by catching their eyes (and hearts). “Without a strategy, I think
[businesses] are going to get left behind,” says Arlene Hall, regional
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A reputation as a great place to stay draws customers. Similarly, being
known as a great place to work draws job applicants. And in both cases,
the branding will succeed only if it is authentic. Your actions must deliver
on your words. “Our potential employees are also looking at TripAdvisor.
They’re seeing what our guests are saying,” says Hall.
What is the essence of a brand as an employer of choice? “You must
have a good culture,” advises Ian Powell, general manager of the Inn
at Laurel Point in Victoria. Good HR practices also matter. “Be known
for it,” he adds.
Start by assessing how you are perceived as an employer. Consider
conducting a confidential staff survey. People on your payroll can tell
you how they feel about your salary, benefits, vacation time, job duties,
hours of work, and work environment. Do they see you as a company that
cares about them—the hallmark of being an employer of choice? Check
their perceptions against your own. If you’re all in sync, you’re delivering
on your brand promise. If not, consider making some organizational
changes to keep you competitive.

You should also ask employees what they value most about working
with your organization. The answers may give some new insight into
what your brand should convey to job applicants. Employee turnover
can provide good insight too. A revolving door not only negatively affects
your bottom line, it is also detrimental to branding your company as a
great place to work. If your turnover is high, try to determine why and
then put employee retention strategies in place to fix the problem.

Many applicants are looking to the industry
for a career, so promote professional
development opportunities too.
Think of Potential Employees as New Customers
Bringing guests through your doors keeps you in business. The same
is true of employees. To recruit both, you need to answer a critical
question: What’s in it for them?
It’s about more than a paycheque for job seekers. They’re also
looking for companies that value a positive impact on society. “We get
a lot of interest when we talk about our social responsibility program,”
Hall says. And that’s not just a millennial mindset. Applicants of all
ages care about causes and a sense of community. They want to feel
a sense of connection, and to be engaged with their workplace. Your

brand, therefore, needs to reflect your values. And don’t forget that
many applicants are looking to the industry for a career, so promote
professional development opportunities too.
Just as repeat guests can be your best marketers by spreading the
word, your current staff can be your best recruiters. Are they radiating
“come work for us” vibes? Do they share great work experiences on
social media? You can encourage their referrals by offering incentives,
and sometimes just by asking them to tell their friends. Another way
to involve them is to invite them to sit in on job interviews and to share
examples of what they like about working at your business.
Finally, know what sets you apart from your competition in the eyes
of job seekers. Tell them why they should choose you over someone
else. To do that, determine your company’s unique strengths and
communicate them in your brand.

Plan for the Long-term as well as Today
You need heads in beds tonight, but your marketing also seeks guests
for the coming weeks, months, and years. Similarly, your recruitment
strategy and activity need to address short-term needs, but also focus
on the future. “Talent acquisition is a year-round process,” Hall notes.
The goal, says Sharma, is to “subtly and softly have your brand
presence in their mind.” When he speaks at hospitality training
schools, for example, he tells students, “I’m not coming here to hire
you.” Instead, he’s planting a seed about his resort, so that when
students graduate and need work, they may recall the brand and
seek it out.
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Be Innovative in Spreading the Word
When it comes to getting your message
in front of guests, social and new media
dominate the landscape. The same holds
true for recruitment strategies. However, don’t
limit yourself to the mainstream networks like
LinkedIn and Facebook. Think about niche
channels too. You can post on Reddit or put
your brand on Instagram, suggesting why
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people should join your staff, with hashtags
like #workingfor(company name).
Some other creative ways to share your
brand:
• Use staff, rather than management or
hired actors, to tell your story in videos or
in a jobcast (similar to a podcast).
• Encourage referrals from staff and former
employees who have teenagers, young

adults, or even parents who may be looking
for work.
• Post job ads that reflect the brand rather
than simply list duties. Injecting some
humour shows personality; acknowledging
the job’s challenges demonstrates honesty.
• Hold meet and greet sessions that let your
staff and potential applicants mingle.
• Contact past applicants (or seasonal
employees) with reminders about new
opportunities.
Promoting your brand makes good business
sense. Using it in your employee recruiting does
too. In the struggle to win the war for talent—a
battle that is challenging today and will be more
difficult tomorrow—finding and retaining good
people is more than a competitive advantage.
It’s a matter of survival.
go2HR is BC’s tourism human resource association,
responsible for coordinating the BC Tourism
Labour Market Strategy. go2HR provides tourism
employers with resources in the areas 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.

Wage Survey
by Stacey Sellars
In September, the British Columbia Hotel
Association (BCHA) partnered with go2HR
to conduct a wage survey for eight hourly
positions in the accommodation industry in
BC. The survey is the first of what the BCHA
aims to be an annual practice to collect
important industry data that can be used as
a tool by members to develop wage strategies
and budgets for staffing for the upcoming year.
This data will help our member properties
stay competitive in the job market, especially
with the growing competition created by the
labour shortage.
While the timeline was short with this
initial survey, we received an overwhelming
r e s p o n s e. W i t h ov e r 210 p r o p e r t i e s
par ticipating, the information gathered
provides critical insight into what the BCHA
and its members have identified as key hourly
positions:
• Front Desk Agent
• Room Attendant
• Server, Outlets
• Bar/Lounge Server
• First Cook
• General Cleaner
• Night Auditor
• Maintenance 3/Helper/Handy Person
These positions are essential for most
properties in providing exceptional guest
services and experience.
The results provided are customized for
participants with their data displayed in
bold below the average for the position.
This allows the participating property to
see where they stand in the market without
influencing the data. As well, there are 18
report breakdowns, including reports based
on economic regions, number of rooms,
number of full-time equivalents as well as full
or limited service properties.
With such a great response from BC
accommodation providers, this inaugural
survey is able to provide a robust snapshot
of the industry at this time, and is a solid
foundation to build upon as we move forward
with future surveys.
We plan to build on the success of this first
survey with a 2019 offering, and intend to
further develop the material to also address
salaried positions, potentially in a separate

survey, to provide the most comprehensive
dataset on the accommodation industry in
the province possible. With an aim to provide
value for our members, the survey results are
made available for free to any property that
participated, and the results can be purchased
by non-participating properties for a fee.
There are two ways to access the survey
results:
1. If you participated in the survey, you can
login to review the results with the login you
used to complete the survey.
• Go to JobChart.com, Click “Salary Survey”
at the top, use your provided login, and then
click “My Reports” to view the breakdown
of the results.

2. Didn’t participate in the sur vey? You
can purchase the results for $300, by
contacting Stacey Sellars at 604-443-4751
or communications@bchotelassociation.com.
The BCHA would like to express our
appreciation to go2HR for their partnership in
this effort. This survey is an essential starting
point as we build out a more robust member
value toolkit, and we are thrilled to work with
an organization like go2HR that is similarly
dedicated to the success and vitality of our
industry. As well, we’d like to thank Marjorie
White and JobChart for her work in creating,
administrating, and compiling the survey
results.

InnFocus 9

SixWays

to Turn Guests
into Raving Social
Media Fans
by Danielle Leroux
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Maintaining an active website for your hotel and posting regularly on
your social media channels are important. But, are you harnessing the
power of user generated social media content?
User Generated Content (UGC) is any type of content that is created
and shared by unpaid contributors—or your fans. It includes social media
posts, pictures, videos, testimonials, online reviews, and blog posts.
With UGC users promote a brand, rather than the brand promoting
itself. It is a low-cost but powerful tool to improve guest experience,
strengthen brand loyalty, reach new audiences, and drive more bookings.
Social media and user generated content play crucial roles in the
traveller’s journey, from choosing where they’re going to stay, to their
hotel experience itself. 52% of Facebook users said their friends’ photos
inspired their travel plans and over 50% of travellers check social media
for tips when making travelling decisions.

52% of Facebook users said their friends’
photos inspired their travel plans.
Millennials will soon have the greatest combined purchasing power
in history—and they’re perhaps most influenced by UGC. Over 80% of
millennials say that UGC inspired a purchase decision when booking
travel, rather than professional photos. 45% of millennials use UGC to
guide them with hotel choices and 40% with travel plans.

Courtesy of The Douglas

Yet, with growing numbers of brands turning to social media to share
their message and sell their services, it’s increasingly difficult to stand
out and be heard through the chatter.
Fortunately, UGC can amplify your existing marketing efforts,
increasing social media engagement and ROI. For instance, UGC posts
shared to social channels see a 28% higher engagement rate and are
2x more likely to be shared than a standard brand post.
How do you actually get customers to start talking about your hotel
on social media? Here are 6 ways you can turn your guests into raving
social media fans:
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mentions of your hotel. Approach this with a customer service-oriented
mindset and respond in a timely manner to all comments, messages,
and questions.
2. Create a branded hashtag and social media wall. Create a
branded hashtag, unique to your hotel. For instance, in 2013, Marriott
Hotels launched the widely successful ‘Travel Brilliantly’ campaign,
asking followers to share what they would change about their travel
experience. Over five years later, the hashtag #travelbrilliantly is still used
by thousands of guests and welcomes followers to share their travel
stories.
Before, during, and after their stay, encourage guests to share their
hotel experience on social media and tag your unique hashtag. Put a

Courtesy of Hotel Zed

1. Be active on the social media platforms where your customers
are. First, focus your time and efforts on the social media platforms
where your customers are most active. Research this on your own or
simply ask your guests: set up an online poll, distribute in-room survey
cards, or have a casual conversation at the front desk to find out where
they spend their time online.
Select one to two social media platforms to start with and ensure
you are regularly posting, engaging with followers, and monitoring
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Encourage guests to share their hotel
experience on social media and tag your
unique hashtag.
section on your hotel website and a digital screen in your lobby to display
all UGC photos with your hashtag. It’s important to monitor and curate
content as it is tagged to prevent any inappropriate content being tagged.
3. Give guests a reason to talk about your hotel. Consider what
makes your hotel shareable. Are there features that would surprise,

shock, or delight your guests—making them take notice and popping
out their camera?
From the typewriter stations in the lobby, to the three-story hot pink
‘Zedinator’ waterslide, it’s easy to see why Hotel Zed has been deemed
an “Instagrammer’s paradise” and one of the most “Instagrammable
hotels” in the world by Trip Advisor.
4. Host a contest or giveaway. Hosting a contest or giveaway can be
a simple, low-cost, and effective way to grow your online following, build
brand awareness, and collect UGC to use for future marketing.
Ask your followers to post a photo or video on a social media
platform—Twitter and Instagram are most popular for this—accompanied
by a specific hashtag, in exchange for a chance to win a prize. Award
extra chances to win by adding a form on your website and collect email
addresses to use for future marketing.
In 2017, the DOUGLAS in Vancouver took a UGC contest one step
further—launching a nationwide call for a Storyteller-in-Residence.
The winner lived in the DOUGLAS for 30 days and documented her
experience on social media, sharing photographs, videos, and written
content.
5. Extend the guest experience beyond their stay. Use social media
to build relationships with your guests, even after they check out. They’ll
feel valued and special and will be more likely to book with you again.
Check location tags on Instagram and repost UGC from your
property. Thank guests for staying with you, react to photos and

comments they post, and remind them about the positive experience
they had at your hotel.
6. Engage your employees. UGC shouldn’t only be created by your
guests, it can also be generated by your employees. Tell them about
your branded hashtag and encourage them to post their own content,
in line with company guidelines.
Exceptional staff and customer service in-turn encourage guests
to share their experiences online, often referencing a memorable staff
person by name in a review or social media post about their stay.
Now take an idea and run with it!
Consistency, quality content, and meaningful conversations are key for
effectively using social media to drive brand awareness, loyalty, and
bookings.
Experiment with different ways of empowering your guests to share
on social media and see what best resonates with your audience.
Monitor your social media channels, curate and re-share user-generated
content, and soon your guests won’t be able to stop talking about their
hotel experience!
Danielle Leroux is the Director of Membership and Communications at BC’s
Alliance of Beverage Licensees (ABLE BC) and a Social Media Strategist.
You can contact Danielle via email at danielle@ablebc.ca or connect with
her on LinkedIn.
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Help Needed to Keep MRDT
Funding for Tourism
by Walt Judas
Destination marketing organizations (DMOs)
in BC collectively spend well over $100 million
to sell the province in key markets around
the world, nearly half of which comes from
government’s approximate $52 million annual
budget allocation to its own crown corporation,
Destination British Columbia. The remainder
is invested by dozens of community DMOs
from revenues collected through a legislated
Municipal and Regional District Tax (MRDT)
applied to commercial accommodation
throughout the province.
The combination of DMO, business, and
sector investments in marketing has led to
record results for tourism in recent years and
created a stable environment for BC’s second
largest industry to grow and prosper.
However, a small, almost inconspicuous
footnote in government’s 2018 budget
revealed plans that set off alarm bells in BC’s
burgeoning visitor economy, with many DMOs
going so far as to predict the beginning of the
end to a system that’s been highly effective,
accountable, and stable.
As part of its effort to tackle affordable
housing challenges, the BC government will
now allow a portion of MRDT to be used by
communities for local housing initiatives, a
significant departure from the original intent
and purpose of MRDT—tourism marketing,
projects and programs.
While BC’s tourism industry desperately
needs workers who in turn require affordable
housing, using tourism marketing dollars to
solve the housing crisis simply doesn’t make
sense.
MRDT (i.e. hotel tax), or a version there-of,
was introduced by the province decades ago
as a means for local communities to invest
in tourism by tapping consumers instead of
government for the necessary funds. Although
subject to volatile market conditions, MRDT
revenues were usually predictable and reliable,
allowing for strategic, ongoing and long-term
investments by DMOs.
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Courtesy of Destination BC

Every community must have local hotel
support (51% of commercial accommodation
providers representing 51% of rooms) to apply
and collect MRDT for distribution to an Eligible
Entity such as a DMO. With revised regulations
in effect as of October 1st, communities can
now submit a housing plan to accompany
their DMO’s annual marketing plan to use
a percentage of the tax toward housing
initiatives.
A lthough the housing plan requires
support by the respective DMO and local
accommodation providers, there are no
limitations on the percentage of MRDT a
community can apply for. Similarly, the
province has given municipalities permission
to apply for and use the entire amount of new
MRDT revenues collected through online
platforms that sell short-term vacation rentals
(STVRs). So rather than regulate STVRs, many
communities will encourage more of them to
realize the incremental revenue. Ironically, this
scenario exacerbates the affordable housing
problem instead of solving it.

The Tourism Industry Association of BC’s
(TIABC) arguments against using the tax
are numerous. For starters, it was never
introduced or intended for anything but
tourism marketing. Secondly, the amount
collected by communities won’t make a
dent in the housing issue, yet could seriously
jeopardize tourism marketing efforts and
results in many local communities. Thirdly, the
tourism industry should not be responsible for
funding housing for other sectors. Fourthly,
as newly elected politicians look for funding
sources to fulfill election promises, they’ll
inadvertently pit themselves against their own
tourism community by pressuring DMOs and
hotels into releasing MRDT funds.
There are many other reasons that MRDT should
be retained for its original intended purpose. But
in the meantime, TIABC, along with local hoteliers
must continue to call on government to repeal the
regulation to avoid destabilizing an industry that
hasn’t yet reached its full potential.
Walt Judas is CEO of TIABC and be reached at
wjudas@tiabc.ca.

New National Leadership for
Check In Canada™
by Robin Garrett
Check In Canada™ is the accommodation industry’s solution to grow
direct accommodation bookings in Canada—and now it’s getting
bigger. This past spring, the Alberta Hotel & Lodging Association
(AHLA) transferred the rights to the Check In Canada™ program to the
Canadian Hotel & Lodging Association (CHLA) (a consortium of provincial
accommodation associations) and the Hotel Association of Canada.
The CHLA has entered into an agreement with CanadaDirect
Reservations (CDRI) to manage the administration and operations
of Check In Canada™ in its entirety. CDRI, together with its affiliate
companies Meridian Reservation Systems and SimpleRez Solutions Inc.,
provides innovative and comprehensive software systems and services
for the travel and tourism industry.
Destination Marketing Organizations (DMOs) across BC already have,
or are in the process of adding, a booking widget on their websites. It’s
an easy way to leverage the power of the significant traffic that lands

on a DMO’s website. Your property will receive more direct bookings if
your DMO participates in the Check In Canada™ program.
One of the significant improvements to the Check In Canada™
program is access to real-time analytics that enable properties and
destination marketers to access reports for any date range. These
detailed reports about potential customers can help measure the
impact of marketing efforts and guide future marketing investments.
Participating properties and DMOs receive a username and password
so they can access these reports at any time.
CDRI is also offering a group discount for SimpleRez software
(booking engine, PMS and
channel manager) to help
DMOs increase enrollment
of properties that are not
ecommerce ready.
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Northern
Vancouver
Island
Go North to Experience
Vancouver Island’s Adventure
Tourism Hot Spots
by Kathy Eccles

Many of Vancouver Island’s northerly destinations
are garnering attention as adventure tourism hubs,
famous for hiking, kayaking, sport fishing, and
big-animal wildlife encounters.

In less than an hour, flights from Vancouver to
Comox Valley Airport whisk visitors off to the Island’s
outdoors where they can hike into pristine nature
parks, ski deep powder at Mount Washington Alpine
Resort, and paddle to Gulf Island beaches.
The Oceanside Route from Nanaimo to Campbell River
takes about 1.5 hours and reveals the panoramic stretches
of Qualicum Beach along the way. Campbell River is the
jumping-off point for saltwater fishing charters, grizzly bear
tours to Bute Inlet, and whale-watching excursions to view
Canada’s largest marine mammals: dolphins, sea lions, orcas,
and humpback whales.
The highway continues north for another 235 kilometres to
Port Hardy, Vancouver Island’s largest northern town, offering
access to the North Coast Trail, a 46-km trek through the coastal
wilderness of Cape Scott Provincial Park, home to bald eagles
and black bears.

Kingfisher Oceanside Resort and Spa Aims for the Stars
Nestled in an old-growth forest along the waterfront on Vancouver
Island’s east coast, Kingfisher Oceanside Resort and Spa has long been
a destination resort for guests looking to experience laid-back Island life
with proximity to nature.
Since January 2016, the hotel has been undergoing upgrades, elevating
it to the next level. General Manager Aaron Greasley explains, “We’ve always
been a beloved small-town spa resort with a lovely loyal following. Our aim now
is to become a five-star world class resort for the east side of Vancouver Island.”
The resort renovated the centre courtyard to create the new Serenity Gardens,

Kingfisher’s Serenity Gardens
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designed with moving streams and backlit waterfalls. Seven outdoor seating
areas are now fitted with electric lights, speakers, and gas fire bowls.
Aaron and his wife were walking through the grounds this summer
and saw all the fire bowls were lit with guests gathered around enjoying
the starlit night. “This was not about upgrading TVs and mattresses,”
Aaron describes, “We created an engaging space for people to come
out of their rooms and into our magnificent gardens.”
Guests at Kingfisher Oceanside Resort and Spa can launch a kayak
from the beach outside for a paddle to Sandy Island Marine Provincial
Park. The resort also partners with helicopter operators offering tours
to the Comox Glacier. Other room packages can be combined with
guided trips to snorkel with resident seals.

Heron’s Landing Hotel Imports European
Style to Campbell River
Just 45 minutes north of Comox, Campbell River sits in the shadow of
the mountains of Strathcona Provincial Park, an unspoiled wilderness
covering more than 250,000 hectares.
It’s unexpected to find a quaint European-inspired boutique hotel in
the rugged adventure tourism centre of Campbell River. Heron’s Landing
Hotel, on the town’s oceanfront, boasts a distinctly European flair, from
its hardwood floors and imported tapestries to the antique furnishings
in its 30 guestrooms and suites.
General Manager Janet Johnson explains that the hotel’s style was
the result of the original owner’s vision. “The original owner brought
furnishings by container from Germany. It’s not a cookie-cutter hotel;
it’s like walking into an old European guest house.”
Heron’s Landing offers a complimentary breakfast with a twist. Guests
can enjoy the Continental version of the morning meal, plus they are
invited to cook their own omelettes using an array of fresh ingredients.
Combining a touch of European glamour with the natural beauty of
the Strathcona region, the property offers views of the Discovery Islands
and the Inside Passage cruise ship route. The hotel serves as a base for
visitors who come for saltwater and freshwater fishing charters hoping
to hook the region’s impressive salmon, steelhead, trout, and halibut.

Heron’s Landing Hotel

Glen Lyon Inn Offers Waterfront Comfort
in the “Land of the Wild”
A 2.5 hour-drive from Campbell River takes visitors to Port Hardy. This is where
black bears and giant Roosevelt Elk roam. Adventure tourism has grown by
leaps here as the world discovers spectacular hiking and wildlife viewing in
the Vancouver Island North region, known as the “Land of the Wild.”
The 44-room Glen Lyon Inn is popular with guests staying for a night
before taking the BC Ferries’ Inside Passage/Haida Gwaii trip from Port
Hardy to Prince Rupert. A new BC Ferries’ service will offer two roundtrip sailings per week between Port Hardy and Bella Coola next year
from June through October.
In the meantime, Manager Ann Gray sees hiking as one of the area’s
biggest attractions. “The North Coast Trail and Storeys Beach Trail are
very busy with a lot of people coming from Europe who love the outdoors.
The Rotary Club and other clubs are building trails and bringing in a lot
of people,” she notes.
Located in Port Hardy’s harbour, the Glen Lyon Inn offers opportunities
for guests to book floatplane trips into the Great Bear Rainforest to see
grizzly bears in their habitat.
Ann adds, “We have a lot of eagles in May and June. They migrate to
the area and 50 to 100 can be seen flying around at one time.”

Glen Lyon Inn
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Dealing with a

Downturn

All signs point to a looming recession.
Is your property ready? If not, follow
these tips to get prepared.
by Joanne Sasvari
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John Kearns has been here before. “I’m saying to myself that sometime in
2019 or 2020 something is going to happen,” says the general manager
of the Sheraton Guildford and Chair of the BC Hotel Association. So
convinced is he that we’re on the brink of another economic downturn
that he’s been working on a strategy for his property to deal with it.
He’s not alone. In recent months, the International Monetary Fund (IMF)
has warned that recent trade wars launched by the US will inevitably
damage the global economy. The IMF also says a US contraction is likely
in 2020 and, as America goes, Canada is sure to follow. Meanwhile,
inflation is on the rise and so are the Bank of Canada’s interest rates,
even though insolvency expert BDO Canada Ltd. notes that historically
high debt levels have made Canadians particularly vulnerable. All that,
plus various other factors, suggest an economic downturn is just around
the corner.
Kearns would tell you it’s right on schedule. He points out that in the
last 40 years, there’s been a downturn about once a decade. Right now,
things are starting to look a lot like 1980, when we had a situation of
high inflation, low unemployment, and rising interest rates. “The financial
exposure is not the same as it was, but there are too many trade war
situations going on,” he says. “I strongly suspect that it has been too
good for too long.”
So what does that mean for you and your property? What can you
do to not just survive the next recession, but to thrive in it?

Market Savvy
First, it’s important to consider what kind of property you operate, and
the market in which you do so. As Kearns notes, “Certain markets will
do alright, and certain markets will suffer immensely.”
During the Great Recession of 2008-2009, the luxury market was
especially badly hit, with business and conventions lagging behind.
That was an anomaly, Kearns says. “In a recession the first thing
that starts suffering is leisure travel, with the exception of the luxury
segment, followed by the business traveller who’s caught up in
corporate cutbacks,” he explains. “During a recession, conventions
will be the last things to disappear.” Vancouver is in an especially

In a recession the first thing that
starts suffering is leisure travel.
sweet spot, with high demand, especially from convention centres
desperate for attendee accommodation, and low supply that’s only
getting worse with the loss of four major downtown properties. “It’s
a pretty good proposition for a brand to come into that market, with
very few downstrokes.”
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Do Invest in your People
Your service people are the front line of your
business, and poor service is a surefire signal
that you’re in trouble. Instead of cutting staff,
invest in training to raise standards and
improve staff retention. And, Kearns warns,
“If anything, I’d be looking to increase my
constituents in the sales department.”

649188564

Don’t Skimp on Marketing
“I wouldn’t be cutting back on my marketing,
but I’d be sharpening my pencil as to how
much social media I’d be doing,” Kearns says.
“Just do it better than the others.” This is the
time to come up with creative marketing plans
that make your property stand out from the
rest, and to target new sectors of the market
that might be ready for a change.
Just as significant is the type of property
you operate. Independent properties can
respond to the markets quickly and creatively,
though they might struggle with recognition.
Branded properties, on the other hand, have
to work within the corporate mandate, which
can be sluggish and slow to adapt. In a worstcase scenario for a franchisee, Kearns notes,
“Sometimes it’s worth looking into switching
flags. Paying a penalty and getting out for a
year or two may be worthwhile.”
Here are some other ways to lessen the
impact of an economic downturn.

Dos and Don’ts
Do Get Prepared
As much as possible, pay down debt and
build a war chest. Make sure you have
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Invest in training to raise standards and improve
staff retention.
enough cash reserves to cover the costs of
furnishings and refurbishment, including any
improvements required by the brand, and to
take advantage of low costs when opportunity
comes knocking.
Don’t Over-rely on One Market
Make sure all your sales channels are working
for you. This is especially true for independent
hoteliers who use online travel agents such as
Expedia and Hotels.com. “You have to look at
your reliance on OTAs, because that will dry
up as well,” Kearns cautions.

Do Renovate
“The beauty of a recession is that you have
the time to get into a major refurbishment
program,” Kearns explains. Chances are good
that you’ll have fewer guests, and at the same
time tradespeople will be charging less for their
services, so you’re likely to get a superior end
result at a lower cost with less disruption. “It’s
counter-intuitive, but it’s the only time you can
do the work.”

Don’t Cut Corners
“The minute cost-cutting becomes apparent
to the customer, you start to lose market
share,” Kearns says. All the experts agree:
Don’t delay preventive maintenance and
don’t cut staff, especially at the front desk.
As service deteriorates, regular customers
depart, and that in turn can lead to reduced
revenues, lower occupancy rates, and even
lower room booking rates.
Do Consider New Sources of Revenue
“Instead of going into panic mode,” suggests
the website Working in Hotels, “why not
sit down with your management team and
together identify new revenue possibilities
/product of ferings that will give you a
competitive advantage?” No matter what’s
happening in the economy, people still need
a place to eat, sleep, gather for meetings, and
celebrate special occasions. Be creative and
chances are good it’ll pay off down the road.

Don’t Panic!
On a (slightly) positive note, Peter Muoio,
executive VP and chief economist at Ten-X
Commercial, which produces the Quarterly
Hotel Monitor, notes that any downturn will
be short-lived and less painful than the Great
Recession. “That was tied in with a financial
crisis and an historic housing bust,” he says.

“We do not think the ingredients are present
for this sort of deep, prolonged downturn.”
Most importantly, remember that you don’t
just want to get heads in beds, you want to get
them back too. “The easiest strategy is to still
retain your customers,” Kearns says. “The key
is you need to have some patience.”
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In-Room
Dining
To Serve or Not to Serve?
by Chris McBeath
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It wasn’t long ago that industry pundits were
predicting the demise of in-room dining.
Widely considered expensive and unprofitable,
yet an essential amenity, if only to retain star
status, room service is often a poor relation to
dining in the hotel’s restaurant. It may still be
the most challenging of all F&B departments,
but for some enterprising properties, in-room
dining is taking an about turn, in large thanks
to millennials.

The Generational Influence
Now the driving force in the marketplace,
the ‘Big Ms’ are all about experiences
over material goods and, like their boomer
forebears, are reshaping the hospitality sector
where experience is the raison d’etre.
For hoteliers it’s a question of catering to
two very different niches when it comes to inroom dining. A market trends report by Baum
& Whiteman notes that Boomers associate
with menu buzzwords like fibre, whole grains,
heart and gut health, and premium wines.
Millennial buzzwords lean to farming, body

Courtesy of the Opus Hotel
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enhancing ingredients, trendy and premium
drinks. Solo Boomers are also more likely to
go to their room and work alone or order room
service, while the experiential millennial prefers
shared spaces where the delineation between
check in, work areas, bar and restaurant are
increasingly blurred.
“Millennials are the first generation to grow
up with the Internet,” explains Professor Bjorn
Hanson at the M. Tisch Center for Hospitality
and Tourism, New York University. “Thanks
to smart phone apps, they operate within
self-made eco-systems where phones are
used to locate, order, pay, earn loyalty points,
communicate within a group, review and
receive delivery from thousands of options,
including food. And they demand the same
service while staying in a hotel.”

The Synergy of Connection
On-trend hoteliers are using smart technology
to be a part of that eco-system, promoting
interactive platforms for various services,
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They have integrated direct-to-staff texting so
guests can preorder room service upon arrival.
especially food & beverage.
Industry leaders such as Marriott, Four
Seasons and Hilton not only offer customized
apps to facilitate check in with mobile room
keys, they have integrated direct-to-staff
texting so guests can preorder room service
upon arrival. For Whistler’s new Pangea Pod
Hotel, this is a priority in the property’s guest
services program. Bearing in mind the Pangea
is more like a 4-star hostel, guests must pick
up orders themselves from the restaurant, but
the app is intended for spur-of-the-moment
ordering as much as pre-ordering, so there’s
no waiting involved. Just what the millennial
ski crowd loves!
Technology aside, top tier hotels are
trending for menus to be on par with their fine
dining restaurant. For example, Executive Le

Soleil Hotel offers in-room dining menus for
break fast, lunch and dinner, alongside
separate day and evening dessert menus. They
speak to the notion of exclusive celebration
and are easily paired with Prosecco or
specialty coffees. Mini-bars, too, are getting
a makeover with displays of branded and/or
locally sourced items from chocolate bars to
craft beers and artisan spirits.

The Service Detail
Nicholas Gandossi, General Manager at the
Opus Hotel, admits that room service is a
challenging revenue centre. “Because it is a
brand imperative, we are constantly trying to
set ourselves apart,” he says. “While we offer
the standard room service staples—we all

know how important a late night burger and fries can be, we focus on
providing creative options in flavour and style. Staging is particularly
important in the micro-climate of room service – everything must
be pristine to the freshness of the single flower to the sparkle of the
crockery, the crisp whiteness of the linens, and the quality of the tray
itself, let alone the food.”

Staging is particularly important in the
micro-climate of room service.
Further afield, but notable for its success in upping the room service
ante is the Thompson Chicago where room service adopts the same
standards as its fine dining room—in its staff training; in the style of
multiple deliveries to ensure quality and temperature of food; and in
guest follow up which includes using that opportunity to take in-room
breakfast orders for the following morning. Like the Opus, presentation
is all-important. Day dining emphasizes beautiful linens and coloured
trays with ambient lighting; dinner service is presented with espresso
woods and darker colours along with a beautiful floral centerpiece. All
services receive complimentary sparkling waters and truffles for extra
panache, and there’s always a small mignardise surprise left on the
inside door handle for guests to enjoy later.

Grab ‘n Go
In rethinking room service, Grab ‘n Go stops are practically standard
whether a Starbucks franchise or an in-house coffee and juice bar. These
outlets have proven a successful answer to eliminating room service all
together. Thinking outside the box, Marriott is currently piloting Fresh
Bites Dining south of the border. Advertised as a modern take on inroom dining, it is geared to the eat-on-the-fly millennial crowd. Orders
are taken via a Fresh Bites app and can be delivered to the room or
available for guest pick up. To date, reviews are mixed and in Canada,
particularly on the West Coast, the concept may face resistance. Since
the service involves single use plastics and in cities like Victoria where
plastic bags are banned, Fresh Bites will involve sourcing many ecofriendly, bio-degradable alternatives.

Love Local
Eating local is still the mantra of the day. Now, however, technology is
morphing the concept beyond hotel walls into ‘experience local eats’
with the likes of GrubHub, UberEats, and DoorDash. For some hoteliers,
such delivery services absolve them of providing room service at all. For
others, restaurant delivery is promoted as an amenity. And if Kevin Ellis,
CEO, Hospitality Alliance is right, the next hotel dining concept will be
food halls, or pop up outlets featuring local restaurants. However the
Eat Local movement is shaping up in your area, coming to terms with
delivery services, the value they represent to both guest and hotel, and
even enhancing them, is a pressing imperative.
For resort properties, in-room dining is often an essential component
of the resort experience. At Long Beach Lodge in Tofino where the
region’s culinary fare, storm-watching and surfing are big draws, in-room
dining must cover the needs of both generations. Counter to trend,
boomers here prefer to enjoy the atmosphere and views of the hotel’s
restaurant while the millennial crowd snatches brief bites on-the-go,

often in their room between various activities. “To date, we have kept
in-room and dining room menus the same. We are finding that outside of
breakfast, the more active guest—hikers and surfers—really want smaller
plates and gourmet snacks with perhaps a take-away component,”
says Samantha Hackett, Business Manager. “Being a small property,
demand is variable and on hectic room service days, we use the entire
team, housekeeping and maintenance staff included, to make deliveries.
It actually adds an hospitable dynamic to staff-guest relations, which
emphasizes the casual comfort ambiance the lodge does so well.”
For the Rockwater Secret Cove Resort on the Sunshine Coast the
challenges are more geographical. “The nature of this unique resort
means that room service is extremely popular,” say Wendy Lai and
Yvonne Yick, Resort Managers. “The secluded, tent-house suites
invite cozying up, but they are on many levels, some set on rocky
cliffs and others amid rainforest, so personal delivery is the only way
to make room service work. The dining room and in-room menus are
the same, and we certainly do our best to pair dishes with BC wines,
for example, to emphasize the local story. Room service in a “tent”
captures the imagination, so even though it is labour intensive, what
we deliver adds a ‘wow’ factor to the resort experience and really can
set a lasting impression.”
Whether a must-have, a luxe amenity, or a revenue neutral service,
in-room dining is morphing into a whole new ball game. And depending
where your property sits on the star-bar, the delivery options have never
been so varied. Different optics indeed, but that’s what millennials
are charging us all to do—look at hospitality through a different and
experiential lens.

Ideas at Work
• Roger Smith Hotel, a family-owned boutique property in New York City, has
partnered with five local restaurants to deliver in-room dining options, preferring
to put operational savings into its art and culture exhibits.
• Marriott Residence Inn, Vancouver will grocery shop prior to a guest’s arrival;
like the Marriott Inn Victoria, it advertises local restaurant dinner delivery which
is a tie-in to their dining room.
• In-room dining at Beverly Hilton, Los Angeles, and Loews Regency New York,
includes homemade ice cream in a vast array of flavours, and presented in hotel
logo-embossed packaging. Exotically flavoured organic chocolate also carries
customized wrapping.
• InterContinental LA Century City has a dedicated cocktail list for room service
that pairs up with the in-room menu; cocktails can be delivered to guest rooms,
and even served up in bed.
• QT Sydney and QT Melbourne have a DIY cocktail kit waiting in guest rooms
as a welcome amenity.
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by Dana Harris

Hospitality Charity Celebrates Giving
Away $1 Million
In September, the BC Hospitality Foundation
(BCHF) reached a significant milestone: we
have now given away $1 million since our
founding in 2007. This total includes over
$800,000 in funds given to 197 hospitality
industry workers who were facing financial crisis
due to extraordinary medical circumstances, as
well as over $200,000 in scholarships awarded
to 160 students enrolled in educational
programs related to the hospitality field. We
are deeply grateful for the support we’ve

received from businesses and individuals in
the hospitality sector over the years, which has
enabled us to help a total of 357 people with
just over $1,000,000 in total.
We have no intention of resting on our laurels,
however, so we’ve already started fundraising
for our next million! On that note, we’d like
to thank all those who sold, and purchased,
tickets for the 2018 Hotels to Help lottery that
took place in October. With a goal of $70,000,
the lottery was again a great success, thanks
to the hard work of our hotel Champions and
Sellers who sold tickets to their colleagues, as
well as everyone who purchased tickets online.

We’d also like to thank our generous
corporate and industry donors and supporters
for their contributions to this year’s AMAZING
line-up of raffle prizes, which included a
Mexican vacation Grand Prize; a train trip
to Jasper; return airfare to New York with
accommodations; an Okanagan winery tour;
a return V2V cruise and overnight stay on
Vancouver Island; and an ultra high-definition
big-screen TV. We hope all the winning
ticketholders enjoy their prizes.
If you missed out on the lottery, or didn’t net
a prize, don’t despair! We have plans for lots
more fundraisers in the year to come. There’s
no shortage of people who need our help,
and we’re always eager to work with industry
partners in organizing everything from exclusive
galas to neighbourhood pub burger nights.
We also offer a payroll deduction program
(employees whose annual contributions
exceed more than $25 are issued a tax
receipt), and we welcome one-time donations
at canadahelps.org.
We look forward to hosting more fun events,
and helping more people, in the new year. In
the meantime, however, we hope you enjoy the
holidays, and we wish you all the best in 2019.
Happy New Year!
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Indigenous Tourism Boasts
Record-Breaking Growth
Indigenous Tourism BC (ITBC) has released a three-year Tourism
Performance Audit Report that reveals record-breaking growth of the
province’s Indigenous tourism industry. The report offers insights into
the performance of Indigenous tourism in BC between 2013 and 2017
and was compiled by O’Neil Marketing & Consulting.
By the numbers, highlights of the Tourism Performance Audit Report
include:
• 401 Indigenous tourism-related businesses that operated in BC in
2016/17 - a 33% increase over 2014
• $705 million direct gross domestic output generated by Indigenous
businesses in 2016
• 7,400 direct full-time jobs created by Indigenous tourism businesses
in BC
• 7.2 million visitors expected to engage in Indigenous tourism
experiences over the next two years from the top five markets for
Indigenous tourism in Canada (Canada, Germany, UK, US and China)
• 36% of travellers surveyed in the ITBC study who indicated they had
visited Indigenous sites, attractions or events on previous trips to BC

• 89% of tour operators who indicated in a recent ITBC survey that they
would consider offering or expanding Indigenous experiences as part
of their travel packages
“We are thrilled to share the unprecedented statistics outlined in the
Tourism Performance Audit Report,” says Brenda Baptiste, board chair,
Indigenous Tourism BC. “Much of this success comes down to the
hard work and dedication of BC’s Indigenous tourism operators, who—
through the assistance from our valued partners and funders—created
market-ready experiences that promote our diverse Indigenous cultures
to an estimated 3.6 million overnight travellers annually.”
“Indigenous culture is such an important part of this province’s history,
and we are so proud of our communities and stakeholders who have
dedicated their time to bringing Indigenous cultural experiences to life
for visitors,” says Paula Amos, director of partnerships and corporate
initiatives, Indigenous Tourism BC. “We look forward to supporting and
expanding Indigenous tourism well into the future–and, as a result,
helping to increase visitation and revenue numbers for the province
even more.”
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by Marina Lecian

New BCHA Members
The BC Hotel Association welcomes these new members and associate
members:
Courtyard Inn by Marriott, Prince George
Days Inn, Golden
George Courey Inc., Laval
Summerland Motel, Summerland
Valemount Vacation Inn, Valemount

New Names
The Coast Blackcomb Suites in Whistler is now known as the
Blackcomb Springs Suites.
Best Western Plus Kings Inn & Conference Centre is now Best Western
PLUS Burnaby Hotel.
Best Western Chelsea Inn is now SureStay Plus by Best Western
Coquitlam.

Events

ranked employers based on five categories: work-life balance; salary
and benefits; job security and advancement; and management and
culture. Fairmont Hotels and Resorts was the only hotel company to
make the top 25.
On September 8, JW Marriott Parq Vancouver received the award
for Best Ballroom/Convention space at the HOSPY Design Awards.
The HOSPY Awards recognize individuals and firms for extraordinary
achievements in architecture, design, and development in the hospitality
industry. JW Marriott Parq Vancouver was the only Canadian recipient of
a HOSPY Award this year and the win came just in time to commemorate
the hotel’s one year anniversary!

New General Managers
Ali Mohammed, Four Seasons Resort Whistler
Kervin Van Den Meijdenberg, Trump International Hotel & Tower Vancouver
Leslie Braden, The View
Murray Lowe, Westin Resort & Spa Whistler

Fairmont Hotels and Resorts has been named the best place to
work in Canada, according to a survey from job site Indeed. The survey

WHAT’S NEW?

by Marina Lecian

Tex-Pro Western Ltd has recently introduced a new line of sheets,
American Boutique by Tromaston Mills. These breathable sheets are
made from 100% American cotton and use a soft European-style high
thread count. www.texpro.net
Huntingdon Manor Hotel in Victoria has recently launched EcoStay.
The hotel was also the first in the province to start EcoDine. EcoStay
and EcoDine are environmental initiatives to reduce environmental
impacts and off-set the carbon footprints of hotels and restaurants.
www.ecostay.ca
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55%

65%

view vacation as
their right

of Canadians take quick trips
- Vacation days are used for
a long weekend or a 1-2 day
micro-break

2

vacation days are unused
each year - Canadian
workers receive 17 vacation
days on average, but only
take 15 days

CANADIAN
VACATION
HABITS
54%

of Canadians feeling
vacation deprived

Canadians have

90%

say vacations give them
a chance to hit the
“reset button” on their
stress and anxiety

Source: 2018 Expedia Vacation Deprivation® report, an annual study of vacation habits
among employed adults in North America, South America, Europe and Asia-Pacific.

40.1M
unused vacation
days in 2018
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by Stacey Sellars

BC Hospitality Summit 2019: Kelowna
Join the BC Hotel Association and the Alliance
of Beverage Licensees at BC Hospitality
Summit 2019: April 8 to 9 at the Delta Hotels by
Marriott Grand Okanagan Resort in Kelowna.
Early bird online registration is open now,
don’t miss your chance to save! Visit
www.BCHospitalitySummit.com for more
details and to register today!
We are excited to announce the 2019
conference theme: Adapting to Change:
Strategies for Success. The business
environment we work in is rapidly
changing. Business owners and managers
are constantly having to adapt to new
te chnologie s, labour issue s, policie s,
regulations, and more.

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.
The 2019 event will conclude with the BC
Hospitality Awards Gala Dinner on Tuesday
night. The Gala includes the BC Hospitality
Industry Awards and the return of the BCHA
Housekeeping Awards. We look forward to

celebrating the best of our industry in what is
sure to be a night to remember!
Keep up-to-date on the event details,
view the preliminary 2019 agenda, get the
room-block discount information and more at
www.BCHospitalitySummit.com. As well, look
out for emails as we announce Summit 2019’s
keynote speakers and session topics!

Visit bchotelassociation.com/news-events/innfocus-magazine
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