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by Ingrid Jarrett, President & CEO

I am pleased to have met with our new 
Minister of Tourism, Arts, Culture and Sport 
to review the work we are doing for our sector 
and discuss the opportunities we have to 
amplify our work and support the mandate 
of our Ministry. I am encouraged by Minister 
Popham’s enthusiasm, forwarding thinking, 
and experience of working in our sector as a 
young person, a student, and a mom. I really 
appreciated our candid conversation and 
commitment to work together. 

I am also very pleased that our Deputy 
Minister Neilane Mayhew and Assistant Deputy 
Minister Nick Grant both remain in our Ministry, 
following the recent cabinet shuffle last fall, 
as they have both been exceptional partners 
and have worked very hard on our behalf over 
the past two years. Relationships are built 
over time, and I must acknowledge that their 
support has meant so very much to me not 
only as an advocacy leader, but as a member 
of our diverse and dynamic sector. 

We are seeing a strong demand for our winter 
destinations—corporate travel, meetings, and 
conferences are all returning. The good news 

is that the attendance numbers for group 
events are at capacity, which indicates a 
confidence in the business community as well 
as a recognition that in-person meetings are 
of much greater value to associations, and to 
people. There is nothing more powerful than 
meeting in person, connecting, and sharing 
ideas.

These are all positive signs for 2023, and 
we’re seeing them in urban, rural, and resort 
destinations. As we continue to work together 
with our industry partners—TIABC, ABLE BC, 
go2HR, and ITBC—we are aligning on the 
priority issues that our industry faces, which 
are workforce shortages, affordable housing, 
and resiliency. 

I’d like to acknowledge the leadership that 
Krista Bax, CEO of go2HR has shown over 
the past few years, and her laser focus on 
working together to find real solutions to the 
workforce shortage. Under Krista’s leadership, 
our industry has met in person for half-day or 
full-day sessions to detail specific actionable 
solutions. We are making progress and are 
enthused about the opportunities to engage 

our youth, students, and new Canadians and 
promote our industry as a profession and 
industry of choice. Thank you, Krista.  

We continue to work on the key issues facing 
our industry including: affordable housing; 
short-term rentals; emergency management 
and crisis solutions; insurance; workforce 
solutions through upskilling, education and 
job placement; and immigration reform. Our 
commitment to educating and supporting 
our sector in sustainable best practises and 
solutions is growing. Our workforce specialist, 
Alison Langford, has been working hand-
in-hand with you by placing applicants as 
well as educating and supporting hotels to 
understand their recruitment options. She is 
also working with me to develop meaningful 
partnerships with countries that can be 
significant partners in fast-tracking visas for 
qualified hotel candidates and developing the 
framework for pilot projects to address the 
workforce shortage. 

We remain grateful for your support, your 
encouragement, as well as your resilience and 
focus on the future.  

The Beginning of 2023 Is Filled 
with Mixed Perspectives
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Christine Rumbaua is a shining example of how inspiring mentors 
create inspiring leaders. At only 23 years old, Rumbaua is now 
second in command at Days Inn by Wyndham Vancouver 
Downtown. 

She didn’t intend to pursue a career in hospitality, having 
originally applied to study film at Capilano University. However, 
the universe had other ideas, and Rumbaua ended up gaining 
a Bachelor degree in her second choice, Tourism Management, 
instead. 

She actually began her tourism career working as a Rides 
Attendant at the PNE at age 15 and then as Guest Experience 
Guide at FlyOver Canada. In 2018, she joined Harbour Cruises 
as a Tour Sales Agent and worked her way up to her current role 
as Tour Sales Supervisor. 

“I loved being part of the guest experience and showing 
guests the beauty of Vancouver,” she says. “I wanted to pursue 
hotels and started working at the Blue Horizon hotel as a Guest 
Services Agent in 2019.” 

After COVID-19 lay-offs in 2020, Rumbaua saw an advertisement 
for a Front Office Supervisor position at the Days Inn by Wyndham 
Vancouver Downtown. “I didn’t feel like I had the proper skillset to 
excel in this role, considering I only had six months of experience 
in hotels, but I decided to apply anyway,” she says. “To my 
surprise, I was hired.”

Within six months she was awarded a certificate of achievement 
for earning a spot in the Days Inner Circle for providing the highest 
level of service excellence. From August 2021 to June 2022, she 
worked on rebuilding the Front Office team to what it is today. 

When the Assistant General Manager role needed filling in July 
2022, General Manager Dave Stevens hired from within. “I was 
ready to take on a new challenge and mentor an even bigger 
group (housekeeping, front office, maintenance, restaurant),” says 
Rumbaua. “I moved up to this role not knowing what to expect, 
but very excited for the challenges ahead.”

Being the youngest employee brought imposter syndrome. 
“I overcame this by acknowledging I’m here today because my 
boss and mentor Dave saw my potential and capability to deliver 
in the role,” she says. “I do my best to focus on the tasks at hand 
and create a plan to complete them. I remind myself every day 
that talent knows no age and I am capable of the challenges 
that come my way.” 

Rumbaua credits Stevens and her other current boss 
Josephine Clarke at Harbour Cruises for her confidence and 
skills.  “Josephine’s not only taught me proper phone etiquette 
and customer service skills, but confidence and personable skills 
that I’ll take with me through my career,” she explains. “Dave has 
given me an insight on the trends in the accommodation sector 
and where my career could take me from here on out. Despite 
my age, he doesn’t see me any differently and he treats me as 
an equal colleague.”

“I’ve witnessed so many great qualities in Christine, but 
what really pulls it all together is the self-motivated attitude she 
possesses,” says Stevens. “This constant desire for growth has 
created a remarkable base on which she is building herself as a 
leader of the future.”

Now Rumbaua uses the same compassionate approach to 
leadership. “I approach situations like a mentor approaching a 
mentee,” she says. “I like taking people under my wing and helping 
them achieve their individual goals. I try to motivate my staff both 
intrinsically and extrinsically, to create a positive outlook in the 
workplace. I also do my best to empathize with each situation 
and mitigate the roadblocks they encounter that would diminish 
their performance.”

Her advice to other young leaders is simple: Learn from people 
you admire and be open to unexpected opportunities; don’t limit 
yourself. 

Leader of  
the Future:  
Christine 
Rumbaua 
Days Inn by Wyndham  
Vancouver Downtown 

Courtesy of Christine Rumbaua 

by Amy Watkins
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by Danielle Leroux

The New 
Generation  

of Talent:
The Value of a Career in Hospitality
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With ongoing labour shortages and young people leaving the hospitality 
sector, there is no better time to appeal to the next generation of talent: 
high school students.

According to a 2022 study by the Angus Reid Institute, there has been 
an 18% decline in the number of workers in the service sector over the 
last two and a half years. This includes a 22% decline among 18- to 
24-year-olds and a drop of 15% among 25- to 34-year-olds.

Millennials and Generation Z may be leaving, but there are many post-
secondary hospitality programs in British Columbia working to recruit 
high school students and demonstrate the value of a career in hospitality. 

Popular programs include Camosun College’s Hospitality Management 
Diploma and Applied Tourism & Hospitality Management Post-Degree 
Diploma; Douglas College’s Hospitality Management Diploma and 
Hospitality Marketing Diploma; Royal Roads University’s Bachelor of 
Arts in Global Tourism Management or International Hotel Management; 
and Vancouver Island University’s Bachelor of Hospitality Management.

Hospitality programs can also be found at Vancouver Community 
College, Canadian Tourism College, Okanagan College, and other 
institutions.

These programs are designed to provide students with the skills to be 
career ready, advance their tourism and hospitality career, and position 
themselves for a leadership track in hospitality, tourism, accommodation, 
or food and beverage.

What Are Schools Doing to Appeal to High School Students?
Most importantly, schools are sharing the excitement and growth 
opportunities that await students in the hospitality industry.

“There has been a definite decline in domestic enrolment in post-

secondary hospitality and tourism programs since the pandemic,” says 
Carl Everitt, Chair of Hospitality and Tourism Management Programs 
at Camosun College. “It is first and foremost in our minds. We don’t 
know the definite reason, but anecdotally, I think we need to change 
the image in our industry. It has to be more appealing and exciting to 
young people,” he adds. “We want to get students excited to be in 
an industry that has so many directions you can go into and so many 
transferrable skills.”

Transferable skills are key when appealing to high school students. 
“The next generation doesn’t want linear careers,” says Everitt. “They 
want opportunities in other areas and to be able to move around.” 
A career in hospitality also gives students the ability to work around 
the world, not to mention travel discounts within hotels and food and 
beverage.

Mark Elliott, Program Chair of Hospitality Management at Douglas 
College, adds, “The broader service sector would gladly adopt or hire 
on any students that graduate out of our hospitality programs because 
of the service skills we’re embedding in them.”

Fast career advancement is also possible. The industry used to be 
linear, slow, and you had to put your time in. “There are a lot more 
opportunities today, and you can get there a lot quicker,” notes Everitt. 
“We need to ensure students understand this is a serious industry to 
get involved with and it pays well,” adds Elliott. 

The hospitality industry is creative, innovative, and no two days are 
the same. It is ideal for someone with that skill, passion, and drive, 
who is seeking a fast-paced environment.

The industry also appeals to someone who loves working with 
people and providing meaningful experiences. “We’re an employee 

Courtesy of Royal Roads University
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intensive industry,” says Elliott. “The friendships are everlasting,” 
adds Moira McDonald, Assistant Professor and Program Head 
for the Bachelor of Arts in International Hotel Management and 
Global Tourism Management at Royal Roads University. “You 
have this sense of belonging. It’s like a football team. Everybody 
has a role to play, and it is all connected. There is so much power 
in that when everyone is pulling together in the same direction.” 

The new generation wants to make a positive impact in the world 
and the programs at Royal Roads reflect that—they teach to the 
United Nations’ Sustainable Development Goals.

McDonald believes, “You 
can solve some of these big 
wor ld problems f rom the 
tourism and hotel industries.” 
Their curriculum appeals to a 
broad range of interests, from 
conflict resolution to disaster 
emergency management to 
fiscal responsibility and revenue management. They also 
incorporate conversations around equity, diversity and inclusion, 
and work with young people to change the curriculum and co-
create their experience.

What Are Some Industry Misconceptions?
The pandemic hasn’t helped misconceptions surrounding the 
industry. “There is this image from the pandemic that we’re 
an industry that shuts down,” says Everitt. “We’re seeing 
parents questioning why you would go into an industry that has 
precariousness or unpredictability about it.”

Other common misconceptions include low pay, long or 
unappealing hours as well as stress and burnout. Elliott points out 

the expectation for 24/7 service by guests can lend itself to flexible 
shifts. The stress is real and guest expectations are heightened 
post-COVID, but executives are paying more attention to burnout 
and driving policies and processes that reduce it.

Everitt emphasizes the need to share those success stories 
and reframe the hospitality industry as an opportunity for students 
to travel, explore, and build a rapidly growing career. Elliott also 
points out, “It’s evident that we’ve come out of the pandemic more 
quickly than we’ve ever come out of a crisis. We’ve rebounded 
in terms of volume, occupancy rate, etc. The only impediment to 

future growth is access to an 
employee base. It’s a great 
time to join the industry from 
that perspective.”

What Can Industry Do 
to Appeal to the New 
Generation?

While post-secondary institutions do their part to bring in the next 
generation of talent, industry associations and hoteliers can also play 
a role. Collaboration is key. “We need to be working together to look 
at solutions that address labour shortages and get people excited 
about the industry,” says Everitt.

Elliott also suggests there is an opportunity to influence high school 
curriculum and bring back the tourism program previously offered 
to high school students in grades 11 and 12.

Employers are encouraged to connect to recent graduates by 
contacting schools and continue to market their workplaces as 
an exciting place to work with opportunities for growth, lasting 
relationships, and positive impacts.  

Common misconceptions include low  
pay, long or unappealing hours as  

well as stress and burnout.

Courtesy of Royal Roads University
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FRESCo is introducing a new service—Clean Building Tax Credit 
Certification. The BC Clean Buildings Tax Credit is a 5% refundable 
income tax credit for qualifying retrofits that improve the energy 
efficiency of eligible buildings. FRESCo provides a full-service package 
with preparation of the tax credit application. Contact info@frescoltd.
com for information. Tax Credit: https://www2.gov.bc.ca/gov/content/
taxes/income-taxes/corporate/credits/clean-buildings

Alltourage is launching an easy-to-use, SMS referral system. You 
can hire fast with their BC-based HR platform that leverages the 
latest technology to empower your current employees to be active 
recruiters that get rewarded for each referral they introduce. Contact 
Sam@alltourage.com or visit alltourage.com for more information.

True North Distributors has a new, high-demand product for 
suite-style properties. It is a 1.4-ounce hotel size liquid dish soap, a 
great addition to guest rooms with small kitchens. Guests can clean 
pots, pans, dishes, mugs, flatware, and more. It is a phosphate-free 
formula, has bilingual French and English labeling, and is in cases of 
200. www.truenorthdistributors.com  

by Deb Froehlick

New Members
The BC Hotel Association is proud 
to welcome these new members:

Allied Members: 
Automation One
Bichin Laundry Equipment
Dwell Tech Industries
LWTL Media Inc./ Alltourage
Malhar Trading
Matrix Fitness Canada
Pocketpills
Pro Recruitment Services
Red Bull
RWC Systems Inc
True North Hospitality

Accommodation Members:
Best Western Dorchester Nanaimo 
Georgian Court 
Microtel Kitimat
Paradox Hotel Vancouver 
Raven Inn Whitehorse 
Skky Hotel
The Baker Hotel
The Gateway

by Deb FroehlickNAMES IN THE NEWS

West Coast Trail Lodge
Wild Coast Wilderness Resort 
& Coastal Kitchen
Wild Renfrew Seaside Cottages 
& The Renfrew Pub

Congratulations
Congratulations to Vida Spa at 
Fairmont Chateau  Whistler and 
Boathouse Spa and Baths at 
Oak Bay Beach Hotel. Both spas 
landed on the coveted Spas 
of America’s Top 100 Spas of 
2022 list!

Eagle Wing Tours, based in 
Victoria has been named one 
of 10 Sustainable Businesses 
to Watch in Canada in the latest 
edition of Saving Earth Magazine. 
A long-time member of 1% for 
the Planet, they are Canada’s 
first and only third-party verified 
100% carbon neutral whale 
watching company, and have 
been Victoria’s #1 ranked whale 
watching company on TripAdvisor 
since 2007.  
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Barcelona, a city of 1.6 million, is inundated with 20 times that 
many visitors each year; locals are so sick of the crowds that 
“Tourist go home” signs are as ubiquitous as FC Barcelona ones. 
It’s a similar situation in Hawaii, in Venice, at Machu Picchu and 
even in tiny Tofino, where so many tourists showed up the last 
couple of summers that they ended up sleeping in their cars, 
camping on back roads, and leaving a trail of litter behind them.

There is no question that tourism is a great revenue 
generator. But there is also no question that tourism—especially 
overtourism, the problem of too many visitors in too small a 
space—is destroying our favourite destinations for the people 
who actually live in them.

It’s why the industry is now looking to a new model called 
“regenerative travel.”

Unlike sustainable travel, which aims to reduce the impact of 
tourism on our environment through, say, recycling programs 
and carbon offsets, regenerative travel is all about leaving a 
destination better than it was, both environmentally and socially.

It was already top of mind for many people in the travel industry 
before COVID came along; the pandemic, devastating though 
it was, also offered an opportunity for not just a do-over, but a 

do-better. Expect to see more initiatives like the Tourism Southern 
Gulf Islands’ “Nothing is the New Something” campaign that 
urges visitors to show up and just do nothing. It taps into a major 
wellness trend, but also aligns with islanders’ values of respecting 
nature, celebrating creativity, and giving back to the community.

Regenerative tourism is all about experiences that go beyond a 
traditional vacation. That often means interacting with the people 
who live in the community and supporting their businesses.

And this is a terrific opportunity for hotels and other companies 
to take a significant leadership role. 

For instance, Pacific Sands Beach Resort in Tofino not only 
provides locally made Sea Wench amenities and locally roasted 
Rhino coffee in the guestrooms, it partners with organizations like 
Surfrider Pacific Rim, the Coastal Restoration Society, and the 
Tla-o-qui-aht First Nation to keep beaches clean and preserve 
the beautiful part of the world where they all live.

The Magnolia Hotel, meanwhile, has created a series of 
charming free maps that encourage guests to explore Victoria 
on foot or bicycle and visit local cafés, pubs, boutiques, galleries, 
and wineries. 

Fairmont Hotels have for several years invested in rooftop 

Making The World  
a Better Place

Green
GO

Regenerative travel is kinder, gentler, better for the environment, and a 
whole new way to approach tourism. How will your property take part?

Credit: Destination BC/Jordan Dyckby Joanne Sasvari
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gardens and hives whose busy bees pollinate the surrounding 
area. Now Victoria’s Parkside Hotel & Spa has installed two 
beehives in its own garden, and has also partnered with Tourism 
Cares, a non-profit dedicated to the long-term survival of the 
travel and tourism industry as a force for good.

Meanwhile, Hotel Zed in Kelowna and the South Thompson 
Inn and Conference Centre in Kamloops are among the 
Biosphere-committed properties in the Thompson Okanagan. 
Biosphere Tourism is a perfect model of regenerative tourism—it 
recognizes environmental, cultural, and economic practices 
as laid out in the United Nations’ 17 Sustainable Development 
Goals. In 2021, the Thompson Okanagan became the first 
destination in the Americas to receive this certification, which 
is granted by the Responsible Tourism Institute. 

“Regenerative” is also entwined with “reconciliation,” and 
many forward-thinking BC properties are forming allyships with 
First Nations, offering employment, support for their businesses, 
and space for art and storytelling. Indeed, a growing number of 
properties, like Ainsworth Hot Springs Hotel in the Kootenays 
and Klahoose Wilderness Resort on the Sunshine Coast, are 
now Indigenous owned and operated.

For many years, success in tourism was defined by ever-
growing numbers of visitors, even if those visitors only stayed 
long enough to pick up a T-shirt that’s not even made in Canada. 

Now successful tourism is defined by visitors who stay a little 
longer, spend more money in the community, get to know the 
people who live there, and have a kinder, gentler impact when 
they do. Isn’t that something we can all support?  
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by Jock Finlayson

Economic  
Outlook  

for BC Tourism in 
2023 and Beyond
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As the new year begins, it’s a good time to 
check on the state of the tourism industry, 
one of British Columbia’s biggest employers 
and a critical source of export earnings for 
the province. Both globally and in Canada, 
no industry was hit harder by the protracted 
COVID-19 pandemic and the sweeping public 
health measures adopted to stem the spread 
of the virus across the world. Here in BC, 
the pandemic’s toll on the industry—and the 
communities that rely on it—was dramatic, 

underscoring tourism’s large economic 
footprint in the province.    

Tourism is Recovering
The good news is that tourism has been 
recovering, gradually, since the darkest days 
of 2020, when almost no one was venturing 
outside of their local communities. The data 
show a significant and steady increase 
in visitors coming to and traveling in BC, 
compared to 2020 and 2021. The table, from 

Destination BC, summarizes projected visitor 
numbers for 2022, as well as actual arrivals in 
2019. The 2022 forecasts are based on data 
covering the first ten months of the year. The 
last column shows the estimated percentage 
change in overnight visitors for each market 
segment between 2019—the last pre-COVID 
year—and 2022.     

It is clear that international tourism is far 
from having “normalized,” whereas domestic 
visitors—from other provinces, plus British 

Market 2019 Visitors 2022 Forecast % change
US overnight 3,862,490 1,969,000 -49.0%

Asia-Pacific 1,186,057 348,000 -70.0%

Europe 735,473 426,000 -42.1%

Total international 5,978,762 2,881,000 -51.8%

Canada overnight 13,968,000 13,000,000 -4.8%

BC* 9,907,000 9,446,000 -4.7% 

*Number of overnight stays by BC residents within the province.
Source: Destination BC

Preliminary BC Visitation Forecast

Credit: Destination BC/Kari Medig
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Columbians booking overnight stays within 
the province—have returned in droves and 
are almost back to their 2019 levels.  BC’s 
Asia-Pacific tourism markets remain notably 
depressed, judged against pre-COVID trends. 
There has been a stronger recovery in US and 
European visitor numbers, but these markets 
are also running well below where they were 
in 2019.    

The continued weakness of international 
tourism takes on added significance because 
visitors from abroad pack a bigger “economic 

punch”—that is, they tend to spend more 
than their Canadian counterparts while 
they are here. Getting international tourist 
numbers back so they are closer to their 
2019 benchmarks will be key to fostering a full 
recovery of the industry in the next 2-3 years.     

The Macroeconomic Picture for 2023
What can BC tourism-related businesses 
expect in 2023? The macroeconomic picture 
is mixed. There are a few headwinds for the 
industry. One is the projected slowdown 
in global economic growth, including the 
possibility of at least shallow recessions in 
both North America and Europe this year. 
The World Bank forecasts that overall global 
economic growth will downshift from 3% 
in 2022 to only 1.7% in 2023. In normal 
circumstances, such a sluggish international 
economic backdrop would dampen tourism 
activity in BC. However, the Economist 
Intelligence Unit sees worldwide cross- 
border visitor numbers climbing by another 
25-30% this year, as COVID fades further into 

the rear-view mirror and the pent-up demand 
to travel remains robust. That suggests the 
coming global economic slowdown may not 
have much impact on the province’s tourism 
sector.  

Inflation Affecting Discretionary Spending
A second headwind is the nasty “inflation 

surprise” that hit most of the advanced 
economies in the second half of 2021 and 
extended throughout last year. Average 
annual inflation, as measured by the aggregate 
consumer price index (CPI), jumped to a multi-

decade high of 6.8% in Canada in 2022. US 
inflation rose by even more. By comparison, 
the Bank of Canada’s inflation target is 2% 
per year, with actual Canadian inflation 
averaging very close to 2% in the 20 years 
before COVID. The sudden and unexpected 
surge in inflation coming out of the COVID 
shock has reduced the “real” or inflation-
adjusted incomes of workers and households 
in Canada, the US and Europe. In the short 
term, strained household budgets will cause 
some individuals and families to cut back 
on discretionary spending, including travel, 
restaurant dining, and other leisure activities. 
Tourism is among the industries that will feel 
the pinch.           

On the other hand, I expect the BC tourism 
industry will benefit from several other 
developments in the next 1-2 years.  

Reasons for Optimism
First, in most parts of the world, many people 
are still keen to travel after enduring two-plus 
years of COVID-related restrictions.  

Savings balances will enable many 
people to spend on travel.

Credit: Destination Vancouver/Vision Event Photography Inc.
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Second, in Canada and the US, significant numbers of households 
have substantial savings in place that were built up over the course of 
2020-21. In Canada, for example, “excess” household savings reached 
roughly $300 billion as of mid-2021. These larger-than-normal savings 
balances will enable many people to spend on travel and other forms 
of leisure, even if the overall economy loses steam.  

A third important positive is China’s re-opening. Before COVID, up to 
150 million Chinese citizens were travelling outside of the country each 
year, spending US$250 billion in the process. This business virtually 
evaporated over the 2020-22 period. In the next year or two, much of 
it should return as tens of millions of Chinese nationals venture abroad 
again. Tourism in BC will certainly gain from the revival of Chinese 
outbound travel in the second half of 2023 and into 2024.        

Finally, the relatively low value of the Canadian dollar when measured 
against the US currency as well as the Euro will create favourable 
conditions for the Canadian tourism industry. Most forecasters see 
the value of the Canadian Loonie staying well below US 80 cents in 
2023-24. A competitive exchange rate not only draws in more foreign 
visitors—it also means many Canadians will choose to holiday and 
host business meetings, events, and conventions at home.    

Add it all up, and there are reasons for optimism that the BC tourism 
industry is positioned for a continued rebound in activity in 2023-24—
particularly in the case of international visitors. Before COVID disrupted 
life and business, tourism reliably ranked in the top 3-4 among all BC 
industries, based on the value of annual export earnings. I am confident 
tourism will regain that status before mid-decade.     

Jock Finlayson is Senior Policy Advisor at the Business Council of BC. 

Credit: Destination Vancouver/Kindred & Scout
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INDUSTRY LEADER IN
HOTEL EQUIPMENT

MANUFACTURING
AND DESIGN

Advertising Feature

LOC International, an industry leader in the design, manufacturing, and distribution of 
hospitality equipment, has been helping hotels achieve excellence for 35 years. 

Founded in 1988, LOC defines itself as a one-stop shop for all hotel equipment needs, 
committed to providing superior products and exceptional customer service. Their wide 
range of products includes keycards, alarm clocks, electronic safes, in-room phones, 
minibars and fridges, televisions, and door locks—all designed specifically for hotels.

“Our company is dedicated to service hoteliers,” says Martin Daignault, Vice President and 
Managing Partner. “Every single product category, everything we offer, and everything 
we sell is made and built for the hospitality market.”

For instance, a television you purchase through LOC is not the same as one you would 
buy at a retail store. It has special features, warranty, and security, and is designed 
to enhance the guest experience, while improving the operations’ side of the hotel. 
While most large brands may be aware of the benefits of hotel-dedicated products, 
independent brands may not.

Daignault says their product assortment is second to none: “There is not one other 
company in Canada that has our assortment of products. We have some competitors 
doing televisions, but they don’t do locks, safes, keycards, and appliances.”

LOC keeps up with the latest hotel technology 
trends but is also aware of the different needs and 
ages of today’s travellers.

“We keep talking about the new generation of 
travellers, but the boomers are also still travelling,” 
says Daignault. “They’re not into controlling 
everything with their phone. Tech has to be easy 
to use and flexible enough to address the different 
needs of guests.” LOC’s product line reflects that.

Daignault says the company’s strength and 
foundation is servicing the independent. 
“LOC was founded in Quebec and the Quebec 
hospitality market is very strong with independent 
entrepreneurs,” he explains. “They often own five 
to 12 properties and make their own brand. That’s 
where the company really started, by servicing 
these people.”
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side or hospitality side,” Daignault says. “We speak the hotelier language and deeply 
understand their pain points and needs. Everything we do is oriented towards that.” LOC 
is also active in all of the major hotel associations including the BC Hotel Association.

Their support for the hotel industry runs deeps. The pandemic was of course 
challenging, but when most hotel suppliers pivoted to other industries, LOC decided 
to stay the course: “We stuck to the hotel industry,” describes Daignault. “We decided 
to stock and store a lot of products, even though it was the toughest time, because 
we knew a hotel would eventually need something. We were there for the industry. 
We worked to help educate our customers on the provincial and federal government 
supports available and get them the funding they needed during this downtime.”

LOC has thousands of satisfied clients throughout North America, the Caribbean, and 
Europe. They sell to hotels of all sizes across Canada and have coverage from coast to 
coast.

Advertising Feature

In 2022, LOC welcomed a new British Columbia sales representative, Michelle Lee. Based 
in Vancouver, Lee visits properties throughout the province and takes a consultative 
approach. As one of the younger members on the team, with over six years of sales 
experience, Daignault says it is great to have her. “She represents a new type of business 
traveller. She brings an interesting spin, when we talk about where we need to go as 
a company and what we need to offer.” 

To learn more about LOC, please contact Michelle Lee at  
mlee@locinternational.com or 236-990-1072.

LOC helps these independent companies stay 
ahead of the curve, even if they don’t have the tools 
or budget a larger brand may have.

An example Daignault gives is door locks. “We 
have a team that is specialized in security. We 
offer a mobile application that enables a hotel 
to offer Bluetooth services, mobile key, mobile 
check-in, etc. If you’re a big brand, you have the 
bandwidth to get your own app or solution,” he says. 
“If you’re an independent owner, you don’t—the 
ROI just doesn’t make sense. LOC is able to offer 
an affordable solution that can be tailored to a 
company’s branding.”

LOC’s team also prides itself on its expertise and 
experience. Daignault and Vincent Beaudet, 
President and CEO, have been in the industry for 
a combined 40+ years. Company founder and 
chairman Richard Tanguay has been servicing the 
industry for 35 years. “We’ve surrounded ourselves 
and built a team of people coming from the product 

Michelle Lee
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by Carolyn B. Heller

The Gulf 
Islands
BC’s “Closest Remotest” 
Islands Inspire Visitors  
to Slow Down

“Nothing is the New Something” on British 
Columbia’s Gulf Islands. 

“We launched a regenerative tourism 
campaign encouraging people to slow down 

and do nothing,” explains Jamie Sterling, 
marketing coordinator for the non-profit 

Southern Gulf Islands Tourism Partnership, 
established three years ago with representatives 

from Salt Spring, Mayne, Galiano, Pender, and 
Saturna Islands. Their goal is to create a more 

sustainable tourism industry in the region.
But what does sustainable tourism look like 

across this island chain? And how are hoteliers 
adapting?

Building a Year-Round Destination
“We’re overwhelmed with visitors in the summer,” 

Sterling says. The “Nothing” campaign “is regenerative in 
the sense that we’re trying to encourage people to come 

during our quieter months,” reducing their environmental 
impact while supporting year-round jobs.

Encouraging visitors to do nothing, Sterling admits, is 
“turning our truths into our strengths.” The Gulf Islands don’t 

have a lot of sights, but hiking, kayaking, and other outdoor 
pursuits are readily accessible, and the region has a thriving 

arts culture.
The islands also excel in what Sterling calls a “non-commercial 

style of wellness. Taking the time to sit at a bakery and talk to 
people and smell the cinnamon buns.” 

Connecting and Disconnecting on Salt Spring
“People have a different perspective now,” agrees Kelly Armstrong, 

general manager of Harbour House Hotel on Salt Spring Island 
“They’re looking to be more connected and disconnected at the 

same time.” 

Courtesy of @stasia.garrawayCourtesy of @stasia.garraway



A short walk from downtown Ganges, Salt Spring’s largest 
town, and central to the ferry terminals, the 53-room Harbour 
House opened as a guesthouse in 1916. Recent renovations 
mean that “we have a rustic feel, but we’re actually really modern,” 
Armstrong says. 

They’ve installed rooftop solar panels and replaced bathtubs 
with low-flow showers. They also operate a conference centre, 
keeping them busy with corporate events during the off-season. 

“We try to be really inclusive,” Armstrong notes. Her staff has 
received training to support a more diverse clientele, and the hotel 
was recently accredited as a “Rainbow Registered Business,” 
granted to LGBT+ friendly properties.

“Hospitality’s always been about the people. You treat your 
people well, and your business will do well. You never know where 
people are in their journey in life.”

Family-friendly Mayne Island
For Lise Magee, her life’s journey brought her to Blue Vista Resort. 

Magee had worked for Vancouver’s Listel Hotel for more than 
25 years, eventually moving into the general manager’s role.  
“It was a great setup,” she says, “but my husband and I were 
always looking for a property that we could take on. Always 
wondering what having your own gig would feel like.”

In 2019, the Magee-Miller family found that property, a  
nine-cabin resort on Mayne Island. 

Opened more than 50 years ago, Blue Vista is “an institution 
on the island,” Magee explains, reminding them of places they’d 
stayed years earlier, traveling with their children across BC.  
The resort is “well equipped, not fancy, well-priced, and friendly.”  

Families are a main market for Blue Vista. “We have a 
playground. It’s a quiet road. We’re close to the beach. Parents 
can let their kids run wild here.” 

“We have tons of people that come for weekends. We have 
women’s groups, cycling groups, and kayaking groups. And 
there’s always the ‘do nothing’ crew.” In winter, they provide 

accommodations for construction staff from off-island.
The property’s small size and limited number of employees 

relieve them of challenges like finding staff housing, says 
Magee. “The biggest issue on the island bar none is housing.”

The Closest Remote Place
While the islands’ population skews older, “all of our 
accommodators are seeing a trend toward younger visitors—
millennials and younger,” notes Sterling.

Younger families are settling on the islands, too. Mayne’s 
population “increased from under a thousand to nearly 1,400,” 
says Magee. “We’ve got more restaurants opening, and more 
shops opening. It’s becoming more dynamic.”

This growing population is triggering demand for infrastructure 
improvements, including better high-speed Internet and more 
stable electrical power. And more people mean more cars, 
adding sustainability challenges. 

“It’s easy to get to the islands without a car. Getting around 
does take some creativity,” Sterling acknowledges. Salt Spring 
has regular bus service, and you can rent bikes or e-bikes on 
several islands.

On Mayne, only eight kilometres long and six kilometres 
wide, Magee says ride sharing is part of the island’s culture. 
People can wait at 25 designated “car stops,” and driving 
past someone who needs a lift “is bad manners. You can’t 
not pick people up.” 

The rural Gulf Islands “have a long reputation of being a 
refuge, and that attracts alternative and artistic types,” Sterling 
says. “We don’t have any chains, save for the grocery stores. 
We’re all small, independent businesses and entrepreneurs.”

Yet the Gulf Islands are an easy escape from the city.  
“We often call ourselves ‘the closest remote place.’”  
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by Joanne Sasvari

Great 
Expectations
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Five Ways to Manage Customer 
Expectations, No Matter What Happens



Every business is facing much the same challenges these days: staff 
shortages, supply chain delays, and the rising cost of everything 
from paper to potatoes. But for those in hospitality, there’s an added 
challenge. Customers still expect service as good as, or better than, 
it was pre-pandemic. Throw in today’s higher room rates and guests 
become even more demanding. (Read: downright angry when things 
don’t go their way.)

So, what is a hotelier to do? It all comes down to managing those 
expectations.

Even before that first pandemic lockdown in 2020, consumer 
expectations (CX) were already on the r ise. According to a  
Pricewaterhouse Cooper global report on “The Future of CX,” 86% 
of people surveyed were willing to pay more for a great customer 
experience. But perhaps more tellingly, the report also found  
that 32% of customers would walk away from a brand they love  
after just one bad experience. And another study, this one by  
McKinsey, found that over 75% of consumers have changed their  
buying habits since the start of the pandemic and are increasingly  
willing to change brands, regardless of any loyalty program. 

That’s a lot of pressure to get things right.

What Do Guests Really Want?
Expectations can differ widely depending on both the type of property 
you operate and on the individual traveller. However, whether you 
run a roadside motel or a luxury destination resort, and whether your 
clientele comprises road warriors on a business trip or leisure travellers 
on vacation with young kids, all guests demand two things above all: 
cleanliness and clear communication.

A 2021 study by the industry website Hospitality Net found that 57% 
of guests would pay more for a room that was “certified clean”—that is, it 
followed a posted checklist of cleaning protocols that include ventilation, 
sanitation, and using disinfectants as well as regular cleaning products. 
A good example of this is the Hilton chain’s CleanStay program, a 
collaboration with Lysol and the Mayo Clinic Infection Prevention and 
Control team. 

At the same time, and a little counterintuitively, Hilton and other 
hotel chains have been addressing staff shortages by making daily 

housekeeping opt-in only. Now guests who want their beds made 
and towels changed daily need to ask for it at check-in. As Cvent, a 
global meetings, events, and hospitality technology provider, says: 
“This will unburden your housekeeping team and cut costs for 
equipment and cleaning products.” There has been little backlash 
to this largely because the communication around it has been clear 
and consistent.

Courtesy of Hilton
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Technology to the Rescue
Technology, of course, helps with that communication, and 
our adoption of new technologies has been accelerated by the  
pandemic. Guests of all ages and backgrounds are now accustomed 
to using e-commerce and in-app communication. As the website 
Hotefy points out, “Technology has simplified many aspects of life, 
and gradually, when it comes to hospitality services, its influence  
is moving toward greater digital expectations.”

Consumers expect the control, choice, and instant communication 
that technology can provide, as well as the convenience of features 
such as mobile check-in and digital keys. “Tech innovations like 
contactless check-in and in-app messaging with hotel staff are 
no longer novel add-ons,” notes Operto Guest Technologies, a 
Vancouver-based hospitality software company. “Instead, they’re 
key to giving guests the experience they’re looking for.”

The good news is that about a third of Canadians expect to spend 
more on travel this year. With any luck, some of them will be visiting 
your property. When they do, they’ll enjoy your nice sheets, deluxe 
amenities, and commitment to sustainability. But the real trick to 
managing their expectations all comes down to communication. 
Here’s how to do it right.

Talk the Talk (and Text and Email)
1. Be Realistic
If you set realistic expectations from the start, guests are more likely 
to be understanding when things don’t go perfectly. Even before 
they arrive, let them know if, say, your award-winning restaurant 
is only open on weekends, or the pool is closed for maintenance. 
Urge them to pre-book dinners, spa appointments, and any other 
experience they don’t want to miss. Place a banner on your home 
page, send regular email updates, post on social media. Respond 
quickly and clearly to questions and complaints. And don’t forget to 
highlight the wins, too! Like anyone, your guests just want to know 
what is going on.

Hytera radios can be used by security, housecleaning, maintenance,

shuttle drivers, and front desk management

Quick deployment of PoC radio system with unlimited channels and

nationwide coverage

Wi-Fi and 4G/LTE network connectivity for flexible deployments

Hytera PoC devices include light-weight easy-to-use devices, mobile

radios for vehicles, and smart devices that run hotel operations' apps

like HotSOS

Why Choose Hytera Push to Talk?

Keep Your Hotel Staff Connected with Hytera’s
Push to Talk Over Cellular and Wi-Fi Systems 

www.hytera.ca

2. Upgrade Your Tech
Fast, reliable, free WiFi should be a given at any property. Also 
consider features such as self-service kiosks, online check-in, and 
chatbots that can handle simple customer queries, all of which can 
help streamline your operations. If you have enough bandwidth, 
consider augmented and/or virtual reality to add value through, for 
instance, an interactive map to the top tourist spots. 

3. Right Back @ You
We’ve become a mobile society, with smartphones and apps 
replacing desktop computers and email, especially among younger 
travellers. Note where your customers are engaging most (Instagram? 
Text? Email?) and keep in mind that they expect a reply when they @ 
you. This is an opportunity not just to resolve immediate issues, but 
to gather information that will allow you to offer a better experience, 
even with fewer staff. 

4. Keep Your Team in the Loop
When things go wrong, your customer service team is on the front 
lines. Make sure they have the most up-to-date information possible, 
especially if they are handling a sudden wave of calls and complaints. 
Having the facts ensures that they keep messaging consistent and 
don’t inadvertently give out false information or make promises they 
can’t keep. At the same time, keep morale high by offering training 
and technology support, as well as asking for feedback (and listening 
to it, too).

5. Get Personal
Personalization is the future of hospitality. And personalization is 
really just great service. Study after study shows that service is what 
brings guests back, encourages them to spend more, and has them 
posting on social channels. It starts with the friendly smile at the front 
desk and could include a welcome note in the room, a special in-
room amenity, or helpful tips from the concierge. Tailor your guests’ 
experience with the information you gathered when they booked, 
but remember: Technology can never replace the human touch. 
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A new Marriott Bonvoy survey has revealed new insights into 
how Canadians are planning to travel in 2023, and the biggest 
takeaway is that Canadians are keen to travel but with a caveat: 
only if the price is right. This is great news for the travel industry 
which was the hardest hit sector during COVID. 

Marriott Bonvoy commissioned an Ipsos poll of 1,000 
Canadians ages 18 and over, and the group was surveyed 
about their upcoming travel plans and what their priorities are 
regarding travel within Canada. 

Following are some key insights:
 • 44% of respondents said they were not planning any 

vacations right now due to budget constraints and the pending 
recession. 

 • For those who do intend on travelling, the majority (75%) 
reported that they planned on staying on a budget. 

2023 Canadian Traveller Trends  
by Joyce Hayne
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 • When asked about hotel accommodations specifically, 
59% of respondents said that price was the most important 
factor in considering whether to book. 

 • Respondents indicated that their top destinations to travel 
to in Canada are BC (49%), Nova Scotia (36%) and Prince 
Edward Island (36%).

 • Though price points were top of mind, respondents 
still had iconic Canadian destinations on their bucket list: 
experiencing the Northern Lights in Canada’s north (54%), 
feeling the rush of Niagara Falls (32%), and seeing polar bears 
in Churchill, Manitoba (28%) topped the list.  
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Recruiting from Barbados
The BC Hotel Association (BCHA) is working 
to create partnerships with countries to create 
a pathway for skilled, experienced workers 
to come work in the hospitality industry in 
British Columbia. One of those countries is 
Barbados, so we reached out to Ken Mason 
at the Consulate General of Barbados to 
see how the program is working from his 
perspective.

Q: What has the response been from 
people in Barbados to the opportunity 
to come work in the hotel industry in BC?

The Government and people of Barbados 
are looking forward to any job opportunities 
offered through the BCHA to supply workers 
to the hotel industry in BC. There are also 
high levels of excitement and expectancy 

that the relationship (MOU) with the BCHA 
will be successful in the recruitment 
and placement of many workers from 
Barbados in the hospitality industry in BC.

Q: Do they receive any training in 
hospitality before they arrive?

All resumes submitted to BCHA are 
based on the job descriptions received 
from the employers. All applicants for 
consideration are persons with years 
of experience in the hotel industry in 
Barbados and would have received 
training and work experience over the 
years. Most of the applicants would have 
been certified by the Barbados Hospitality 
Institute, a division of The Barbados 
Community College.

by Joyce Hayne

AN INSURANCE PROGRAM TAILORED 
TO THE HOSPITALITY INDUSTRY

From claims service to risk management, our full-
service hospitality insurance program has you covered. 
Join over 1,200 properties who are a part of Canada's 

longest running Hospitality Insurance Program.

Scan here or get started 
at HIPInsurance.ca or at
1-800-665-8990

Q: Has the program been successful? 
How are you measuring that?

The program has been successful thus 
far, however, we are expecting that in 2023 
we will have even more opportunities to 
supply applicants for consideration to an 
increasing number of employers. We are also 
hopeful of securing more job opportunities 
in other categories of workers e.g., Front 
Desk, Reservations and Administrative 
Management in addition to Housekeepers, 
Cooks and Servers.

Q: How many people have signed up 
to work in BC?

To date we have placed approximately 
17 workers through BCHA. We do not 
assign workers based on a particular 
province.  The Barbados Liaison Service 
(BLS) is responsible for the recruitment 
and placement of workers for the entire 
Canadian job market. The selection of 
applicants to be interviewed is based on 
the job descriptions received  and who 
possesses the necessary skill sets required 
by each employer. There are currently some 
vacancies to be filled. We are awaiting 
the approval of a Labour Market Impact 
Assessment (LMIA) and interviews are 
currently being conducted.

Q: How can hoteliers participate in the 
program?

We have submitted all the relevant 
information to Alison Langford, Workforce 
Strategist at the BCHA who has our 
brochure with details of the program. It is 
our intention that through our brochure, 
and with the assistance of the BCHA, more 
hoteliers will become aware of the BLS 
and the services we offer. Please reach 
out to Alison at alison@bcha.com for more 
information and to get involved.  
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It’s construction season at the Oak Bay Beach Hotel and General 
Manager Madone Pelan has added hard hat to the many hats 
she wears.

In the short mid-winter gap between big holidays, renovation 
projects are underway. New brick pavers are piled on the drive at 
the front of the historic waterfront property, there’s a new covered 
patio being carved out of a rock garden for their popular Neapolitan 
pizza parlour, and The Snug Pub, a local institution, is getting a 
flooring facelift. 

Pelan is juggling all of these many moving parts, whether it’s hotel 
hospitality and the needs of the early-bird pub crowd, now relocated 
to the lobby bar to enjoy their pints and ploughman’s platters, or 
the minutiae of building budgets and schedules.

“I love all of the details, pouring over the numbers,” she admits, 
“but I also love being that link to visitors and their travels, whether 
they’re here for business, to see family, or for a bucket list vacation.”

Pelan has managed the award-winning boutique hotel since 
2020, after five years as director of sales and marketing. When she 
took the reins early that year, all of the annual plans were already 
in place, but then everything went south—and Pelan had to lead 
her team through the firestorm of COVID-19. 

“Two weeks later I had to shut the hotel down,” she says. “It was 
difficult, but it allowed a different lens on things, and it ended up 
being very successful.”

The hotel closed to guests for two months, but Pelan and 
her management team quickly devised a new plan to keep staff 
working—a temporary online food and grocery delivery service, 
repackaging products from their suppliers, and using hotel vehicles 
to deliver them. 

“We decided to focus on a thing we could control,” she says. 
“We have a lot of seniors and vulnerable people in Oak Bay, and 
we wanted to do something for the community.”

“The point was to keep people employed and stay relevant,” she 
adds, noting their online grocery offered over 200 food items, from 
milk, butter and flour to fresh vegetables, family-size lasagna, and 
other prepared meals.

“We wanted to stay connected, instead of just turning the lights 
off. It allowed me to keep all of my executives working plus some 
of my other managers—the best team building exercise you could 
imagine.”

It’s just another reason why this independent hotel has such a 
loyal customer base.

The Oak Bay Beach Hotel is an iconic Victoria property, first 
built in 1927 and completely reimagined and reopened in 2012, 
with 100 guest rooms and 20 privately-owned luxury condo suites. 

With its Boathouse Spa and destination dining—including The 

Snug, the elegant upscale Dining Room and the stylish FARO 

pizzeria (successfully launched during the pandemic)—the Oak Bay 

Beach Hotel is a popular destination for locals and visitors alike, and 

has received many awards, recognized as the #1 Hotel in Canada 

and #19 in the World by Conde Nast, Readers’ Choice awards, 

2021, and a Top 1% Hotel in the World by TripAdvisor in 2021. 

These accolades have come under Pelan’s watch, along with 

the 2022 Employer of the Year award from 4VI (formerly Vancouver 

Island Tourism), a nod to her work to support and retain hotel staff 

over the difficult pandemic period.
Pelan grew up in Vancouver and started her hospitality career 

travelling the world with Princess Cruises. She worked at the Sutton 

Place Hotel and came to Victoria in 2002, spending 11 years in 

group, corporate and leisure sales management at the Fairmont 

Empress Hotel. That was a chance to travel widely to promote 

the city of Victoria, and led her to many of her volunteer positions, 

including terms as president and vice president of the BC chapter 

of Meeting Professionals International, Chair of the Oak Bay Tourism 

Committee, and board member of the British Columbia Hotel 

Association and Destination Greater Victoria.

Managing a luxury hotel in Oak Bay means upholding standards 

for guests, planning events, hosting meeting and incentive travel 

groups, while respecting the hotel’s local history. In a small hotel, 

with a single ownership group, there’s less middle management 

and no big corporation to slow local management down, and Pelan 

seems endlessly nimble.
“It’s really allowed me to see the bigger picture and allowed me to 

be involved in so many decisions,” says Pelan, who continues to find 

ways to improve this special property and keep it relevant. There’s 

now a welcome ambassador to greet guests, the neighbourhood 

pub has a new covered deck with spectacular ocean views, and 

Pelan has her sights on a future rooftop cocktail bar. 

Overseeing renovations is just one of the many jobs that fall to 

the manager of a busy hotel. But Pelan is quick to note that her 

goal is “building depth” in her team, to spread the responsibilities 

and rewards.
“My job is to facilitate everyone doing their jobs—being a service 

to my leaders, removing roadblocks and supporting them,” she 

says. “It’s a big picture role, having everyone’s best interests at 

heart.” 

HOTELIER FEATURE:
Madone Pelan
General Manager, Oak Bay Beach Hotel
by Cinda Chavich

Courtesy of Madone Pelan
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by Arun Subramanian

Managing 
Workplace 

Conflict
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Conf l ict is a real i ty—whether in our per- 
sonal lives or at work. The question is often not 
about how conflict can be eliminated, but how 
it can be proactively addressed and managed. 

Whenever a group of people works together, 
there is a potential for conflict. It can occur for a 
variety of reasons and could be among employees 
or between customers or contractors and 
employees. The potential for conflict has been 
significantly exacerbated lately by several issues, 
including the impact of the pandemic, concerns 
about finances and job security, increasingly 
diverse workplaces, customer incivility, staffing 
shortages, and so much more. While our ability 
to mitigate some of these factors may be limited, 
there are things we can do to minimize conflict at 
work. Here are some tips to prevent or at least 
mitigate conflict amongst employees.

1. Establishing Common Cause - Vision, 
Mission, Values
Having a clear, well-articulated vision/mission 
helps employees understand the larger objectives 
of the business. It allows them to recognize 
priorities and visualize their role in helping achieve 
them. If all employees are pulling in the same 
direction, the possibility of a dispute diminishes. 
Conversely, if people have differing or competing 

agendas, it dramatically increases the chances 
of conflict.

Values are also a critically important element 
in maintaining harmony in the workplace. For 
example, treating people with respect can be 
a core value of the business. Don’t just pay lip 
service to this with a statement on your website 
or in your Employee Handbook. It is critical that 
values don’t remain on paper alone—you need 
to walk the talk!

2. Hiring and Onboarding
It is important that candidates are screened 
using the company’s values. Bringing new 
employees on the team who already share the 
same values makes it easier for them to integrate 
into the workplace culture. Shared, similar 
values also help with on-the-job performance. 
If employees believe in the company’s vision, its 
mission, and values, they will be more amenable 
to doing what is asked of them.

Onboarding is also a necessary part of 
this process. Not only is it critical in helping 
new employees understand their ro les 
and responsibilities, but it also helps them 
understand the culture—the “way it is usually 
done” is not necessarily mentioned in any 
employee manual or policy.
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3. Conflict Resolution Mechanism
Having clear processes for handling conflicts is also very important.  
But what does this mean in practical terms? What does conflict 
resolution look like? The process should typically contain information 
on what an employee needs to do when they are involved in a dispute. It 
should outline the role of each employee in resolving the conflict, as well 
as the role of the supervisor/manager and human resources (if present). 
Also, these processes need to be shared out prior to any issue 
occurring. It is also really important that these processes are uniformly 
applied to all employees and situations—any hint of favouritism by 
supervisors can inflame the conflict, and make employees distrust 
the process. 

4. Address Conflict Sooner 
Rather Than Later
Early intervention usually helps 
in resolving conflicts more easily. 
Unfor tunate ly, of tentimes a 
simple disagreement can turn 
into a major issue if left for too long. Addressing an issue as soon 
as it is observed helps keep tempers down and may help prevent 
employees from getting too emotional. It also stops employees from 
getting too attached to their positions, making resolution a little easier. 

5. Communication
Clear communication at all stages helps to resolve a dispute. Having 
an unambiguous resolution process that all employees are aware of 
with supervisors who are willing to listen and management that values 
the importance of maintaining respect and civility in the workplace, 
will help to find a workable solution.

Any hint of favouritism  
by supervisors can  
inflame the conflict.

6. Training
Supervisors and managers should be provided with training 
in conflict handling and resolution, including de-escalation 
techniques. They should be familiar with the mechanism, 
especially given the myriad of interactions where conflict is 
possible. They should also be confident that management has 
their back—which will empower them to apply conflict resolution 
procedures without fear of failure. 

Businesses need to be mindful of the potential for conflict and 
take proactive measures. Workplace conflict can significantly 
impact business outcomes and customer experience. 

It can also create a toxic 
work environment that in 
turn makes recruitment and 
retention of good staff harder. 
In a labour market where 
prospect i ve employees 
value respectful workplaces, 
c o n s t a n t  c o n f l i c t  c a n 

significantly tarnish an employer’s brand. Recognize that conflict 
can be a symptom of something else going on. Resolving conflict 
could be an opportunity to learn and consider alternatives to 
improve a situation. 

If you are looking for additional assistance with your human 
resource needs, please feel free to reach out to us by email hr@
go2hr.ca. 

Arun Subramanian is VP Industry Health & Safety, Human 
Resources at go2HR.
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Spread the Word - BCHF Scholarships Open
The BC Hospitality Foundation (BCHF) is pleased to announce that 
our 2023 scholarships are now open for applications. 

While the BCHF’s primary mission is assisting hospitality workers 
facing financial crisis due to an extraordinary health condition, we also 
love helping foster the development of future leaders in our industry. 
This year we will again administer a scholarship program for individuals 
in hospitality-related programs. The 2023 scholarships are as follows: 

Application Deadline March 23

 • Wine Professional – awarded annually to students increasing  
  their wine knowledge 

Application Deadline March 31

 • Culinary – In partnership with the Chefs’ Table Society of BC 
 • BC WISE – For future winemakers, viticulturalists, and wine    

  business executives 
 • Industry – Open to children of individuals who work in the BC   

  hospitality industry 
 • Hospitality Indigenous – Open to indigenous hospitality workers  

  in the BC hospitality industry
 • Hospitality LGBTQ2+ – Open to LGBTQ2+ hospitality workers in  

  the BC hospitality industry
 • Legacy Greg King – Awarded to a student in culinary arts at   

  PICA
 • Legacy Chef Nik Lim – Awarded to a student in culinary arts  

  in BC
 • Legacy Terry Threlfall – Awarded to a wine professional in BC
 • Legacy Val Soon – Awarded to a female in culinary arts in BC
 • Legacy Emily Sheane – Awarded to a student in graphic design  

  in BC
 • Legacy Gia Pastion – Awarded to a student in culinary arts in BC
Visit www.bchospitalityfoundation.com to apply. Thank you to 

our generous scholarship sponsors for making these opportunities 
possible!

BCHF Golf Fundraisers – Save the Date
The BCHF has also started planning our three annual summertime  
golf tournaments and we’re looking for people who want to get involved 
in the events. This includes:

 • Players
 • Committee members
 • Sponsors
 • Auction prize donors
We want the tournaments to be a resounding success, so please 

contact at us at info@bchospitalityfoundation.com if you can 
contribute, and plan to purchase tickets for a fantastic day on the 
greens!

Tournaments will take place in Kelowna on May 9, Vancouver on 
July 17, and Victoria on August 23. Check out our website or sign up 
for our newsletter for more information. 

1-866-208-7675x2011  •  rhbenterprisesinc.com  •       @rhbenterprises       
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The first half of 2023 will be a busy one for the BCHA team 
delivering training programs and live events to our members. We 
kicked off the year with a return of our Fast Track Series with the 
popular Financial Leadership course led by the Hotel Financial 
Coach, David Lund. This course, attended by over 30 hotels from 
both BC and Alberta, focussed on the principles of hotel finance 
and accounting and was particularly geared to people who may 
be new to their leadership role. We first offered this course in 
late 2020 and is has proven to be popular. Additionally, under 
the Fast Track banner, we have added Leadership Training in a 
similar six-session format and an on-demand course focussing 
on Customer Service. Both tracks have been presented by Blue 
Mountain Solutions. The key element of the Fast Track series is 
the quick, efficient, and bite-size delivery of the training designed 
to fit in with busy hotel schedules. 

The spring sees two major live events, the BC Tourism and 
Hospitality Conference co-presented by  BCHA and TIABC, 
and the return of the BCHA Summit in May. The content being 
presented at the BC Tourism and Hospitality Conference will 
be centred around advocacy, marketing, tourism industry 
development, and other current topics important to the sector. 
The BCHA Summit will deliver hotel-specific material on workforce, 
supply chain, sustainability, and the overall hotel business 
environment. Each of these events take meticulous planning and 
a healthy dose of input from various stakeholders to ensure that 
content is both relevant and attractive to hoteliers to ensure the 
success of the events. 

Members may wonder how BCHA and our partners determine 
the best available content for training programs or event 
presentations. Firstly, we value the input we receive from member 
surveys. Our team reviews every response and comment and 
analyzes the data to ensure we prioritize what is most important 

by Mike Macleod, Director of Member and Business Development

to members. Secondly, we seek feedback from our board ( 
and respective partner boards). The BCHA board is diverse 
and operates in every corner of the province, so appealing 
to their interests is very important to this process. Thirdly, 
we convene local representatives of the communities and 
regions we’ll be visiting, which is Northern BC and the 
Central Okanagan this year. It is crucial to the success of 
these events that local representation weigh in not only on 
the content offered but to ensure the events have a local 
flavour. Afterall, these communities are inviting us into their 
regions and they are eager to host their colleagues from 
around the province. Finally, our team is in constant contact 
with members from around the province. Whether that is in 
daily interactions or as we visit hotels in person, our team 
gathers nuggets of information that can truly be turned into 
gold bars of content. Our team meets regularly to share ideas, 
stories, and intelligence about what matters to our members. 

We hope that many of you have had a chance to participate 
in these programs and events so far this year and we look 
forward to continuing to deliver content that excites and 
engages you. And please keep the feedback coming!  
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