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by Ingrid Jarrett, President & CEO

T h e l a s t f e w m o n t h s h ave r e m a i n e d
challenging for our sector, but we are
experiencing positive movements towards
recovery, additional funding for our sector,
along with the highly-anticipated winddown
of COVID-19 restrictions. In addition to some
very promising PACE numbers across areas of
the province, international bookings for groups
and tours are also up. Indeed, the days are
looking brighter for our industry.
The work we led on the meetings and
events investment, in partnership with the
Ministry of Tourism Arts, Culture and Sport
was announced in February as part of the
$9.3 million Tourism Recovery Initiatives Action
Plan. The Business Events and Conferences
Restart Fund is a highly strategic investment
that will provide up to $5 million this fiscal year
and up to $3 million next year to help restart
business travel. Funding has been provided
to city destination management organizations
that were significantly involved in attracting and
hosting business events, conferences, and
exhibitions before the pandemic.
To support the prosperity of our events
industry, the BCHA rolled up our sleeves and
developed the strategic framework, eligibility,
and criteria for allocating the funds. We are
incredibly pleased to have 11 communities
benefit from this investment, as we are keenly

aware of the fierce competition in this sector
from the international market. The strategy
behind this funding will help BC regain our
position on the world stage as a leading
meeting, convention, and event destination.
The province also announced investments in
human resources support for the sector, with
more than $1.3 million dedicated to funding
human resource specialists in five tourism
regions for two years. Led by our incredible
partners at go2HR, these individuals will
provide expert advice to tourism operators
in each region, including workforce strategy,
recruitment, onboarding, compensation,
training, health and safety, and interpreting
employment legislation. We are proud of
the work that has gone into these critical
investments and firmly believe it will support
our industry’s needs.
In April, the Federal Government announced
Budget 2022: A Plan to Grow Our Economy
and Make Life More Affordable. We were
pleased to see investments announced to
reduce the immigration processing backlog
for temporary and longer-term workers,
which included significant changes to the
Temporary Foreign Worker Program that
will provide easier access to workers. We
remind our members to please reach out to
our Workforce Strategist, Alison Langford

AN INSURANCE PROGRAM TAILORED
TO THE HOSPITALITY INDUSTRY
From claims service to risk management, our fullservice 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
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(alison@bcha.com), for suppor t in this
space. We know that navigating international
and domestic recruitment options can be
challenging—Alison has been hired to meet
that need for our members. We strongly
encourage you to make use of her services.
As we look forward to summer, it is of critical
importance that we are all working together to
address the workforce shortage. A significant
piece of work we are doing in partnership with
Western Community College, Progressive
Intercultural Community Services (PICS),
and WorkBC is to upskill and train under and
unemployed British Columbians. Our aim is to
ensure a growing workforce for communities
across our province.
In addition to the workforce crisis, one of
our key priorities right now is the issue of
insurance. BCHA is working with the Canadian
Hotel and Lodging Association and the Hotel
Association of Canada on an analysis and
feasibility study to look at the current issue
of escalating insurance rates, limitations on
coverage, along with increased premiums
for less insurance value. We are consulting
insurance experts to provide us options and
insurance solutions. I look forward to reporting
back to each of you as we explore how we can
support a cheaper option.
Finally, I’d like to take a moment to thank
every individual who made the 2022 BC
Tourism & Hospitality Conference a resounding
success. We were pleased to see sold out
registration for both the conference and
marketplace, along with an incredibly wellreceived hotel-specific track. We share
our thanks to Tourism Richmond for their
tremendous hospitality, which was highlighted
during the fantastic Richmond Night Marketthemed Opening Reception. We are also so
grateful to have welcomed over 75 speakers,
that provided a wide array of insightful and
uplifting presentations which aligned with our
aim to Kickstart Our Comeback, and we share
our deepest thanks for joining us.
During the conference, we also had the
privilege of honouring excellence within our
industry at the BC Tourism & Hospitality
Awards Gala, presented by Indigenous
Tourism BC. Congratulations to all winners
for their phenomenal achievements and for
continuing to raise the bar for our industry. I’d
also like to thank each of you who attended,
and extend my sincere thanks for your emails,
voice messages, and words of encouragement
on such a successful in person event—the
first of its kind in BC since the last tourism
conference held in March of 2020. We
are already looking forward to next year’s
conference!

Leader of
the Future:
Savannah
Cannatella

Revenue, Service, and Culture Manager,
Magnolia Hotel & Spa - Atlific Hotels,
Victoria, BC
by Diane Selkirk
Courtesy of Savannah Cannatella

Savannah Cannatella didn’t set out to work
in hospitality, in fact, she initially planned
to study history at Dalhousie University,
but soon came to the realization that she
wanted a career that was going to fit her
personality better. That’s when she came
across the Royal Roads International
Tourism Management program. “It was
like: My personality fits with hospitality,”
she recalls.
Cannatella, who was intrigued by the
idea of hosting and spending time with
visitors, began getting excited about the
idea of working in tourism. However, she
still had a few reservations—she wasn’t
certain that hospitality was right for the
longterm. As she began researching the
kinds of opportunities that were available,
she discovered that the career options
went far beyond serving the guests. “That’s
when I realized tourism can be a really
meaningful career path,” she explains. “I
loved the idea of finding a role I could be
passionate about where there was lots to
learn; and where I wasn’t going to have the
same set of circumstances all the time.”

Passionate About Her Path

Since she’s begun working in hospitality,
Cannatella has become passionate about

the career opportunities available to her.
Through the Fairmont Chateau Whistler’s
Leadership Development Program she was
able to experience a wide variety of front-ofthe-house roles—gaining insight into many
of her strengths and interests. Then, as a
Duty Manager at the Westin Bayshore, while
she loved assisting guests, it was having the
chance and support to come up with new
and exciting ways to provide luxury service
that most intrigued her.
Cannatella says she’s also had a few
challenges: “I actually experienced a situation
where my employees went on strike. But as
part of the management, I didn’t.” Cannatella
explains that as on-property management
she didn’t have much control over who
went on strike, but says her most important
role occurred when people came back. “I
had the chance to facilitate a positive work
environment by welcoming people back to
a fresh start,” she says.
Despite the good beginning to her career,
Cannatella says she still wasn’t sure she
was on the right path. “That’s when COVID
hit,” she recalls. “I got furloughed from
Vancouver’s Westin Bayshore and suddenly
I realized I really liked my job. I really liked
being in hospitality.”

Creating Community

Fortunately, Cannetalla found a role at the
Magnolia Hotel & Spa in Victoria and making
the change to the smaller boutique property
has let her tap into new skills. “I know every
single person that I work with, so I can touch
base with everyone each day,” she notes.
“That’s something that can get lost in bigger
establishments.”
Working in the back-of-the house has
also allowed Cannetalla to dive into the inner
workings of a hotel and get a sense of the
different types of teams and management
structures that are out there. “I’ve learned
the way I solved a problem in one setting
might not work in another,” she says. “I
keep tabs on what I’ve learned and how I’ve
grown.” The most important thing Cannetalla
has learned is the importance of creating
community, “especially now, with the labour
shortage, people need to feel like they‘re
part of a team, working toward a common
goal. Otherwise they’ll go somewhere else.”
She explains, “Hospitality can be really
hard. Physically and mentally there are long
days, and guests can be difficult at times. So
it’s about trying every single day to create an
environment where people want to come to
work. Then, when they feel supported and
empowered, you can help someone find a
role they are passionate about.”
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What
Motivates
Employees?
by Cindy Conti
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The new world of work as a result of the
COVID-19 pandemic has significantly impacted
our workforce. From remote and hybrid work
environments to digitalization and increased
reliance on technologies; from cleaning
protocols to how we interact with guests—the
pandemic has permanently altered how we
work. Not only have employees had to navigate
through changes in how we work, but they
have also had time to reflect on why they are
working and what they want to do with their
future careers. What motivates employees in
the new workplace?
Research has shown that employees are
finding it more difficult to feel motivated to
concentrate on work. A motivated workforce
is more productive than an unmotivated
and disconnected one. When workers feel
engaged, they are more likely to work harder
for the good of the company than those who
don’t understand their roles because they

don’t see how their efforts contribute to its
success. So what drives employee motivation,
and how can you keep your employees
engaged? Here are some tips on how to
motivate your employees and boost morale:

Show Appreciation and Recognition
Don’t wait. Communicate immediately if you
see great work being done. A quick chat with
positive words of encouragement can go a long
way. Highlight accomplishments using social
media. Encourage peer-to-peer recognition
where any employee in the organization can
show appreciation for another.
Recognition doesn’t need to take the form
of a cash award or cost a great deal of money.
For many employees, cash rewards don’t
have long-lasting impacts, and some find it an
impersonal means of recognition.
Remember that each employee is a unique
individual, so each person will be motivated

differently. Take the time to get to know your
employees. The most effective recognition
programs take into consideration these
differences, offering multiple forms of rewards,
which should all be designed to reflect the
vision and culture of your organization. Lasting
recognition that energizes employees can

Each person will be
motivated differently.
be as simple as saying thank you at the end
of the day; it costs nothing but builds trust
and boosts morale and motivation. Leaders
need to think outside the box to find more
innovative ways to recognize their employees
and reassess how success is being measured.
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Provide Opportunities to Learn and Develop

Review your Performance Management Program

Give employees time and room to grow. Offer opportunities to
bridge knowledge gaps by building a succession plan for all
major roles at all levels within the organization. This strategy will
not only help identify your high potentials and develop future
leaders, but can also be used
as a motivational tool. The
employees who are identified
as leaders get to see the
bigger picture of their career
and future with the company,
and how their contributions
can af fect the company’s
success.
Provide opportunities for peer mentoring such as setting up
an internal mentorship program, encourage peer learning by
identifying internal trainers through a train-the-trainer program,
or provide opportunities for external training to get inspired by
others in the industry.

Take time to review your Performance Management program and
update it where necessary. Most companies have an annual review
process to track employee performance and goal completion. As part
of this process, be sure to set some small short-term goals. To keep
your employees motivated include
some quick wins that will help
boost employee morale. Consider
including either shared team goals
or shared targets allowing teams
to collaborate and work together
with a shared purpose.

To keep your employees motivated
include some quick wins that will
help boost employee morale.
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Communicate Openly
It is important to create open lines of communication that allow for
real-time, consistent feedback. This will change the way employees
and managers collaborate and think about work.
It’s easy to say you have an open-door policy, but if it isn’t set up
well or employees don’t understand the process, they will not feel

comfortable providing feedback or asking questions. Encourage
two-way communication and provide opportunities where
employees can provide their input or voice their concerns at shift
briefings, regular meetings, or open office hours.
Provide employees with information on the company’s
performance and where it is headed on a regular basis.
Show them that their contributions matter to the future of the
organization.

Empower Employees
Implement an ‘ideas’ program. Enlist employees for innovative or
cost-saving ideas and practices, identify potential improvements
to the workplace, or suggestions on how to resolve challenges
or difficulties. Create an email address where employees can
either send in their ideas or submit through an online form or
survey. Spark friendly competition and boost morale by tracking
and sharing the best ideas by using a leaderboard and tying it
to a rewards and recognition program.
When you take the time to show respect and appreciation,
focus on employee development, and care about your
employees, you build a reputation for being a top employer, and
that’s a worthwhile investment. It is worth the effort to create
a workplace culture that motivates employees to do their best.
go2HR, the HR and health and safety association for the BC
tourism and hospitality industry, has a wealth of free resources
to support you. We invite you to contact us to learn more about
how you can support your employees at hr@go2HR.ca.
Cindy Conti, CPHR, HR Consultant Vancouver, Coast &
Mountains with go2HR, the human resources and health and
safety association for the BC tourism industry.

We offer a simple solution for our hotel clients to collect used
K-Cup® pods and participate in our free* K-CycleTM commercial
recycling program. Ask us how you can take part in this initiative.
* Contact your local Van Houtte Coffee Services branch to see if your
organization qualifies for this free program..

For more information, visit
VHcoffeeservices.com/k-cycle
or contact your Van Houtte
Coffee Services representative.
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GO
Green
Tackling Food Waste
Sustainable Solutions That Will
Improve Your Bottom Line
by Kelsey Millman

While recycling, saving water, and reducing electricity are among the
many important steps toward being sustainable, are you aware of the
impact food waste has on the climate crisis? Ben Liegey is on a mission
to expand our collective understanding of food waste prevention and help
hospitality operators improve their bottom line in the process.
“Food waste generates 8% of total anthropogenic GHG emissions
globally, meaning that if food waste was
a country, it would be the third highest
emitter of CO2 in the world, behind
USA and China,” says the food waste
expert and co-founder and CEO at
Rethink2gether. “Globally, food waste
prevention is the number one solution
to fight climate change, and emissions
caused by food waste can be drastically
reduced through simple steps.”
L i e g ey’s Va n c o u ve r-ba s e d c o m pa ny wo r ks d i re c tl y w i th
accommodators across the province to reduce food waste through a
tailored action plan that will result in annual savings.

“An average restaurant in BC experiences approximately 50K in food
waste per year—30% of which is completely avoidable,” he says. “3% of
hospitality businesses in British Columbia measure food waste currently,”
and Rethink2gether wants to increase that number by providing the
expertise, training, technology, and a certification program—The PLEDGE™
on Food Waste—to set operators on their path to savings. He adds,
“hospitality businesses can cut food
purchasing costs by 3-7% and expect an
average of 30% less food waste after a
year of using our services, meaning 15K
can go back into your pocket.”
Although cost savings and protecting
the planet are clear benefits of reducing
food waste, Liegey also points to ethical
food waste prevention as a means to
attract and retain workers, as today’s workforce is “looking for work that
has meaning.” Particularly for those within the culinary space, Liegey
suggests, “if you show your employees you care about the environment,
and the treatment of food, you can attract people who are needed in the
industry right now.”

If food waste was a country,
it would be the third highest
emitter of CO2 in the world.
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But employees are not the only group
of people looking to engage with foodconscious businesses. He notes, “According
to a recent booking.com poll, 83% of global
travellers think sustainable travel is vital. If
you want to drive revenue and guests to your
hotel, being sustainable is really a no-brainer.”
Fortunately for us all, food waste prevention
is becoming part of a larger conversation—
something Liegey is excited to see. “We are
witnessing governments around the world
beginning to take action,” he says. “France
is one of the first countries to officially adopt
anti-food waste laws.” Anticipating that
this will be a growing trend, it creates an
opportunity for operators to be leaders in this
space, being among the first to implement
food waste prevention practices.

Sandman Hotel & Suites Kelowna
Pilot Project

In BC’s hotel community, one such leader
that has emerged is Sandman Hotel & Suites
Kelowna. The property recently participated
in a first-of-its-kind Energy, Waste & Carbon
Reduction Pilot Project, pioneered by the
BC Hotel Association, in partnership with
FortisBC, GreenStep, and Rethink2gether.

Through this ground-breaking program, all
aspects of the property’s hotel and dining
operations have been scrutinized by analysts
as they measure the property’s carbon
footprint, while conducting comprehensive
energy, waste, and water audits. This was
all done with one aim in mind—to identify
energy conservation and sustainability
opportunities.
For Rethink 2gethe r’s par t, L ie gey
explains, “We trained the entire team on-site,
and arranged food waste segregation bins
to separate different food waste streams
that include preparation, spoilage, and
plate waste.” Once the measuring systems
were in place, over the course of a week,
the Rethink2gether team began “analyzing
food waste data to identify food efficiency
opportunities—compared against industry
data—and shared a detailed three-month
action plan that will help the property identify
up to tens of thousands in cost-savings from
food waste reduction alone.”
To support this program, the Sandman
Hotel & Suites Kelowna added a $2 Eco
Fee to all guest bookings as of February
15, 2022. Funds go directly into a Sandman
Hotel Group Green Fund—administered by

GreenStep—to support the implementation
of future sustainabilit y projects and
opportunities at the hotel.
While the sustainability collective hopes
to roll this pilot project out across BC,
Liegey says there are steps that hotel
operators can immediately take to support
food waste reduction—and it begins with
a pen and paper. “The most important
step in food waste prevention is to begin
measuring,” he says, and operators do not
need any specific technology to get started.
“You have in your hand a very easy way
to create significant savings and leverage
the number one solution to fight climate
change. Alternatively, if you want to explore
food waste monitoring technology, you can
also try Food Intel Tech for free for 45 days.”
Liegey also encourages hospitality
operators to explore Rethink2gether’s
website for free training, resources, and to
explore The PLEDGE™ on Food Waste, with
4 levels of certification and 95 criteria solely
focused on food waste.
As Liegey states, “Climate action begins
with each of us, and food waste prevention
is a tasty way to improve your bottom line.”

Preventing bullying and
harassment starts with
good communication
Help workers understand the many
forms of bullying and harassment.
• Verbal aggression or insults
• Harmful or offensive initiation
practices
• Vandalizing personal belongings
• Spreading malicious rumours

Find resources to help build a healthier, more productive
workplace at worksafebc.com/preventbullying
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Borders
are Open–

Who Should
We Reach?

TravelTrends from BC’s Key
International Markets
by Kristen Learned, Destination BC
*Disclaimer: this article was written in April based on available
data and information available at that time.

12 InnFocus

Courtesy of Indigenous Tourism BC/Brendin Kelly/The Bear, The Fish, The Root & The Berry. Location: Osoyoos

Courtesy of Destination BC/Sean Scott Location: MacMillan Provincial Park

While international leisure travel to Canada
restarted last summer, international visitors
still faced barriers with pre-entry PCR testing
requirements, which was a costly prohibitor
for certain markets. On February 28, 2022, we
saw signals of hope, as Canada began to ease
its pre-entry requirements by allowing a rapid
antigen test for travellers, after which BC saw
strong visitation over the Spring Break. Then,
as of April 1, Canada removed the requirement
for any pre-entry testing for travellers arriving
from outside of Canada. The proverbial ‘flood
gates’ opened, booking inquiries soared, and
Destination BC launched a comprehensive
$6.7 million global marketing campaign to
re-invigorate travel immediately and into the
next year from key international and long-haul
markets.
Across the board, international visitors are
looking forward to reconnecting with friends
and family, to staying longer in a destination,

to exploring wide open spaces, and to
having more meaningful and deeper cultural
experiences after feeling closed off and
disconnected for the past two years. They’re
seeking a blend of urban and nature—both of
which BC boasts in abundance—and travellers
who prioritize sustainability and responsibility

Australians want to
immerse themselves
in a destination.
now value those tenets more than ever. While
it is long-awaited and welcome news that
our borders are open, the competition for
destinations is fierce. While the world vies for
visitors and tourism dollars, where can BC
focus its efforts in the short term for the most
immediate and high-yield impact?

Australia
On February 21, Australia reopened its borders
to fully vaccinated tourists, after nearly two
years of the world’s strictest and longestrunning pandemic travel restrictions, during
which Australians were also mostly barred from
leaving. This was particularly welcome news
for Canada and BC, which have long been
seen by that market as a safe place to visit. So
much so, in fact, that Australian morning show,
Sunrise TV, broadcasted live from destinations
around British Columbia, re-introducing their
viewers to the incredible tourism experiences
on offer throughout the province.
Accommodation preferences:
• Mid-priced hotel/motel (45%)
• Luxury hotel/resort (35%)
Average trip length in BC:
• 12.4 nights
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Northern BC Tourism/Abby Cooper Location: Kitwanga

Travel behaviours:
Australian visitors to BC are looking to have
authentic and meaningful experiences with
the destinations they visit, such as sampling
local cuisine, learning about different cultures,
and experiencing nature through natural
attractions, hiking, or wildlife and marine life
viewing. They want to immerse themselves in a
destination, rather than just visit, and connect
profoundly with the places and people that
make a destination unique—‘live like a local’
is the driving theme for this market. After two
years of pent-up demand and millions of hours
of banked vacation time nationwide, and with
tourism experiences that appeal directly to
their travel motivators, BC is well-positioned
to gain back its share of the Australian market.

United Kingdom
The UK has been a high-performance, longstanding visitor market for BC, and was our
third largest international market in 2019.
Travel demand from the UK has remained
strong, and was the first international market—
along with Germany—where Destination BC
re-introduced consumer marketing since the
start of the pandemic, in September 2021.
Accommodation preferences:
• Mid-priced hotel/motel (41%)
• Luxury hotel/resort (30%)
Average trip length in BC:
• 10.9 nights

Travel behaviours:
While the UK market tends to prioritize similar
activities to visitors from Australia—taking
in nature and savouring local fare—the way
in which they prefer to do these differs. UK
visitors often seek comfort while visiting
somewhere new. They are more comfortable
travelling with others, whether it be group
travel, with a guide, or on an organized tour.
And, while they value cultural experiences,
they will often come prepared with a list of
must-see attractions, rather than opting for
spontaneity to lead the way.

Germany
Germany is BC’s other top-per forming
European market, with the majority of visitation
being driven by holiday/leisure travel and
visiting friends and family. Following the
opening of Canadian borders for leisure
travel last summer, BC saw strong signals of
demand from this market, which continued
into the fall and winter, and has since picked
up again since travel restrictions eased.
Accommodation preferences:
• Mid-priced hotel/motel (47%)
• Budget hotel/motel (23%)
Average trip length in BC:
• 14.3 nights

Travel behaviours:
German visitors to BC value authenticity,
seeking out opportunities to learn about and
absorb themselves in the history and culture of
the places they visit. While most carry this out
through nature-based activities and sampling
local food and drink, (sound familiar?), many
also opt for road trips, eager to experience
a variety of destinations throughout their
trip. Most notably, the German market is
comprised of many group tourists, who want
to indulge in the wonders of new sights, smells,
and experiences with others. And, with the
group value in mind, a significant number of
visitors choose to book their trips via a travel
agent or tour operator, particularly for flights
and accommodations. Businesses should
work to maintain and invest in relationships
with the travel trade to best make the sale
with this market.

United States
(California & Washington)
With its proximity, diverse transportation
options, and shorter booking windows,
the US has long held its position as the #1
international market for BC, and continues to
be one of BC’s best, most immediate recovery
opportunities.
Accommodation preferences:
• Mid-priced hotel/motel (35%)
• Luxury hotel/resort (34%)
Average trip length:
• 4.5 nights
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Travel Behaviours:
While many may think of Americans coming north to visit friends and
family, 50% make the trip to BC for holiday, leisure, or recreation,
enjoying activities like sampling local cuisine, hiking or walking in
nature, visiting natural attractions, destination sightseeing, and
shopping. While a detailed breakdown of US visitors to BC was
included in the spring issue of InnFocus, it’s important that the US
remains top-of-mind when we talk about international travel.

What We’re Monitoring
As always, Destination BC is continuing to monitor the situation around
the world, from COVID developments, to rising fuel and food prices,
and the devastating war in Ukraine, and teams are ready to shift
marketing activities quickly if and as needed. We’re also monitoring

Destination BC is continuing
to monitor the situation around
the world.
other key markets, such as China and Mexico, which have historically
been strong markets for BC, but continue to face travel impacts from
the pandemic, such as government-imposed travel restrictions and
slower vaccination rollouts. Both China and Mexico typically have a
higher average spend per person and lengthy average stay of 28.1
nights and 20.1 nights respectively, demonstrating their importance
in the eventual recovery of BC’s tourism industry.
Destination BC will continue to assess the most appropriate time to
invest, to monitor any changes to travel behaviours, and to be ready to
compete on the global stage as BC competitively vies for international
visitors once again.

Industry resources
To stay up-to-date on the latest information as it relates to travel,
markets, marketing and more, please consult the following resources
from Destination BC:
• View our Market Profiles & Market Research for more information
on our key visitor segments
• Learn more about the current global marketing campaign, The
BC Effect
• Visit DestinationBC.ca for the latest research and analytics
• Send an email to Marketing.Plan@destinationbc.ca to request a
copy of Destination BC’s marketing strategy
• Subscribe to Destination BC’s e-newsletter, Directions, for
updates on our marketing campaigns, tourism partnerships, new
research, and more.
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A Novel Solution to the
Labour Shortage

Courtesy of Camosun College

The Hospitality Industry Welcomes Refugee
Employment-linked Sponsorship (HIRES)
project is leading the way in showcasing a
novel solution to labour needs that brings
with it a positive impact to hospitality industry
culture, our workforce, and our communities.
T he proje ct was launched by Wor ld
University Service of Canada (WUSC), with
the dual objectives of supporting Canadian
businesses with labour needs, while also
expanding refugee resettlement through
a model that opens access to economic
opportunities and Canadian labour market
integration support upon arrival. “It’s the
smart thing to do for Canadian businesses
looking to build employee experience,
improve diversity and inclusion, and foster
a workplace that champions hospitality in a
completely new way (to those from a forced
migration background)!” says WUSC Senior
Program Officer, Eliza Seaborn.

In the pilot phase of HIRES, 28 refugee
youth from Kenya were welcomed by 14
workplaces across BC, filling entry level
jobs in the hospitality industry at a critical
time. Project partner, Camosun College
in Victoria, provided HIRES participants
with sector specific training after their
arrival in Canada, prior to transitioning
to their workplaces. Camosun College
praised these students’ eagerness to
learn, their ambition, and attitude. The
HIRES participants landed in their new
communities and workplaces just two
months after arriving in Canada, ready
to excel and eager to give back to their
communities.
WUSC received an overwhelmingly
positive response from industry leaders in
Tofino, who championed the first cohort
of HIRES arrivals including Tofino Resort
+ Marina, Long Beach Lodge Resort,
and Shelter and Shed Restaurant. The
second cohort were welcomed to their
new jobs at the end of March, by industry
partners in Kelowna (Delta by Marriott
Grand Okanagan Resort, Accent Inn/
Hotel Zed, The Eldorado, Hampton Inn,

Courtesy of Camosun College
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by Eliza Seaborn

and Four Points), Vernon (Prestige Hotels),
Fairmont Hot Springs Resort, and Tofino
(Pacific Sands Beach Resort and SurfGrove
Campground).
“Despite all the challenges and setbacks
brought about by the pandemic, we were
overwhelmed with the tremendous level
of employer engagement, openness, and
ultimately, dedication to making this program
a reality,” says Executive Director, Chris
Eaton. WUSC invites the industry to help
shape the continuation and scalability of this
exciting refugee labour mobility pathway and
expects to launch the next iteration of this
program by the summer.
There is tremendous potential to scale this
project and bring greater diversity and talent
to the hospitality industry. WUSC and the
pilot stakeholders aspire to continue to grow
this model, working with more leaders in the
hospitality industry to provide opportunities
for young refugees to thrive and start new
lives here in Canada.
The HIRES pilot was funded by Refugees,
Citizenship, and Immigration Canada (IRCC).
For inquiries and further information,
please contact eseaborn@wusc.ca

HOTELIER FEATURE:

David
Rooper

General Manager of the Old House
Hotel & Spa in Courtenay
by Amy Watkins

Courtesy of David Rooper

Recently named Hotelier of the Year in recognition of his positive
leadership and passion for the industry, David Rooper’s illustrious
career has taken him across Canada, and indeed across the world,
working his way up to his current position as general manager of the
Old House Hotel & Spa in Courtenay on Vancouver Island.
Rooper had an early start in the hotel industry, having grown up in
a popular tourist destination loved by many. “I had the great fortune
to grow up in Victoria, BC and to be immersed in an environment that
already had the reputation of drawing tourists from around the world,”
says Rooper. As a teenager his parents encouraged him to get a job
and when he was 15 years old a family friend who was connected to
the Harbour Towers Hotel (now an apartment building) suggested that
Rooper take a job in housekeeping as a houseman, which led to him
later becoming a bellman.
“As it turned out, being a night owl served me well,” says Rooper.
“While attending Camosun College, I enjoyed being a night auditor for
two years at the Executive House Hotel (now the DoubleTree by Hilton)
and was subsequently promoted to assistant manager. The allure of
travel called, and I headed to Europe for a few years and landed another
night owl role as the night manager with Trusthouse Forte’s Heathrow
Flagship property, the Excelsior Hotel.”
Rooper’s career has been very diverse, both geographically and
organizationally, having worked around the world and coast-to-coast,
from PEI to Alberta and BC in a range of large and small properties.
His career highlights have included working for Ian Powell at the Hotel
Vancouver and being part of the opening teams of the Empress Hotel
renovation and the Grand Opening of the Chateau Whistler Resort.
Rooper was recently awarded the 2022 BC Hotelier of the Year
Award at the 2022 BC Tourism & Hospitality Awards Gala, hosted
by the Tourism Industry Association of BC (TIABC) and BC Hotel
Association (BCHA), to recognize and celebrate excellence, leadership,
and innovation within BC’s tourism and hospitality industry. “Being
recognized as the BC Hotelier of the Year is the career highlight for me,”

says Rooper. “Given the last two years of unbelievable challenges
and being in the arena of so many worthy candidates nominated for
this award, it’s awesome that I can accept this award on behalf of
my amazing team and so many great people and organizations in
the Comox Valley.”
Rooper acknowledges that he’s been very fortunate to work with
some “pretty amazing” people, from front-line staff to supervisors,
managers, and corporate directors, who have all played a part in
shaping his management style and strategic skills.
Valuing people on his team has been a key aspect of Rooper’s
management style and one of his greatest perceived challenges has
turned out to be one of his greatest assets in this realm. Rooper is
on the high-functioning end of the Asperger’s Syndrome spectrum,
which has meant that he has never gotten caught up in politics or
workplace drama and instead, he prides himself on leading and
supporting his teams, working with a laser focus and passion for
bringing people together. “Strangely, while emotional intelligence may
seem a stretch for a guy like me, I have learned it is part of my skill
set,” explains Rooper. “I found I thrived within organizations where
I was allowed freedom to manage in a manner that rewards good
people working together to innovate, build trust, care for one another,
value accountability, and who can laugh and enjoy family priorities.”
Fostering a positive workplace is essential for Rooper and he is
keen to pass on his passion and knowledge to all of his staff. When
it comes to inspiring the next generation of hoteliers, he has some
sage advice to impart: “Make sure you are entering this industry for
more than a paycheck.”
Instead, he suggests finding somewhere that aligns with your
values and celebrates all team members. “This is an industry of
fast-moving, team-oriented people, so do some research on the
organization you’re interested in and focus on their culture and
values,” he suggests. “See if they devote the time and energy in
celebrating and rewarding their people. Take pride in everything
you do and humbly go about making a positive contribution in
your role while focusing on your next goal/role. Seriously consider
volunteering on staff committees or working groups or any crosstraining opportunities. Lastly, have fun!”
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NAMES IN THE NEWS

by Deb Froehlick

New Members
The BC Hotel Association is proud to
welcome these new members:
Associate members:
Blue Mountain Solutions Inc.
Edge Telecom
IT Partners Inc
Operto Guest Technologies
Schooley Mitchell - Expense Reduction
Services
Standard Textile
Whitecap RSC Medical
Hotel members:
Panorama Inn & Suites
Pender Harbour Resort
Bedford Regency Hotel

Congratulations
Congratulations to the winners of the 2022
BC Tourism and Hospitality Awards.
Nine awards were given out at the 2022
BC Tourism & Hospitality Conference
awards gala that recognize and celebrate
excellence within BC’s tourism & hospitality
industry. Congratulations to all finalists for
their outstanding contribution, remarkable
leadership, and for raising the bar for our
industry.
Acc e s sibilit y Awa rd | Sponsore d by
Destination British Columbia
• WINNER | Kootenay Adaptive Sport
Association
• Finalist | Museum of Surrey
• Finalist | BC Wildlife Park Kamloops
Businesswoman of the Year Award |
Sponsored by Prince of Whales
• WINNER | Teara Fraser | Founder and
Lead Executive, Iskwew Air
• Finalist | Marion Harper Treskin | Dual
Property General Manager, JW Marriott
Parq Vancouver & The DOUGLAS,
Autograph Collection
• Finalist | Nancy Arsenault | Managing
Partner, Tourism Cafe
Community Contribution & Impact Award |
Sponsored by FortisBC
• WINNER | British Columbia Tourism
Resiliency Network
• Finalist | Small Ship Tour Operators
Association of BC
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• Finalist | Fraser Valley DMO Group
Employees First Award | Sponsored by
go2HR
• WINNER | Accent Inns & Hotel Zed
• Finalist | GolfBC Group
Hotelier of the Year | Sponsored by BCDMOA
• WINNER | David Rooper | General
Manager, Old House Hotel & Spa
• Finalist | Madone Pelan | General
Manager, The Oak Bay Beach Hotel
• Finalist | Marion Harper Treskin | Dual
Property General Manager, JW Marriott
Parq Vancouver and The DOUGLAS,
Autograph Collection
Indigenous Operator of the Year Award |
Sponsored by Indigenous Tourism Canada
and Indigenous Tourism BC
• WINNER | Squamish Lil’wat Cultural
Centre
• Finalist | Gulf Island Seaplanes
• Finalist | Quaaout Lodge & Talking Rock
Resort
Innovation Award | Sponsored by City of
Richmond
• WINNER | Malahat SkyWalk
• Finalist | Wine Growers British Columbia
• Finalist | SKY Helicopters Inc.
Professional Excellence (DMO) Award |
Sponsored by Destination Think!
• WINNER | Tourism Revelstoke
• Finalist | Travel Penticton
• Finalist | Tourism Hope, Cascades &
Canyons
Sustainabilit y Award | Sponsored by
Nanaimo Airport
• WINNER | Siwash Lake Wilderness
Resort
• Finalist | Bella Coola Heli Sports
• Finalist | The Parkside Hotel & Spa
Jef f Guignard,
Executive Director
at ABLE BC, has
been named one
of 40 finalists for
We s t e r n L i v i n g ’s
20 2 2 F o o d i e s o f
t h e Ye a r f o r h i s
instrumental role in
Jeff Guignard
achieving permanent
wholesale pricing for food and liquor
primaries! “I am surprised and delighted to see
my name among so many impressive foodies

from BC and Canada,” said Guignard, who is
number 26 on the list. “The work that ABLE
BC does for BC’s liquor industry wouldn’t
be possible without the help and support of
our industry partners and the tireless efforts
of hospitality experts
across the province.”
Destination Greater
V ictoria gave its
M i r a c l e A w a r d to
Brenda Ollis. As the
general manager of
the Chateau Victoria
Hotel, Ollis was
Brenda Ollis
recognized for her
exceptional leadership and achievement
in developing and supporting the industry.

Appointments
Destination Vancouver
is pleased to announce
that Matt Taylor has
joined Destination
Vancouver as Manager
of V isitor Ser vices.
Prior to joining
Destination Vancouver,
he led Rocky Mountaineer’s guest care
programs.

Matt Taylor

Hote l A s so ciatio n
of Canada is thrilled
that Sara Glenn,
Chief Operating Officer Canada, Mexico,
Central America and
the Caribbean at
Accor North America has become
the first woman to
Sara Glenn
chair the Hotel
A s s o c i a t i o n o f C a n a d a’s B o a r d
of Directors. This is an incredible and
long overdue moment for the association and industry. Ingrid Jarrett, President & CEO of the BCHA, is also on the
new board of directors.

TRENDS & INSIGHTS

Solo Travellers

A recent Booking.com survey reported
17% of respondents were planning a
solo trip, which is down from 30% when
people were surveyed in July 2020.
Following are results of a Reader Survey from Solo Traveler:

70% are ready to travel internationally again
66% want passengers & staff to be vaccinated
55% want high vaccination rate at destination
to travel internationally

22% will travel more often
20% will take longer trips
15% will opt for greater luxury
37% will travel more consciously and sustainably
26% will take more road trips
2359 people responded to the survey. 66% were Americans and 21% were Canadians.
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Fort
St. John
BC’s Oldest Interior
Community and Largest
City Along the WorldFamous Alaska
Highway
by Danielle Leroux

With a population of 21,000 and growing,
For t St. John is the largest cit y in
Northeastern BC and the largest BC city
situated along the world-famous Alaska
Highway. Deemed ‘The Energetic City’ by its
municipal government, the name reflects Fort
St. John’s large resource base of oil, natural
gas, forestry, and agriculture, as well as the
young average age of its residents.
While oil and gas are large draws to the city,
many tourists stop in Fort St. John, located at Mile
47 of the Alaska Highway, on their way from Mile 0
in Dawson Creek to Alaska. But there’s more to see
and do in the city than the Alaska Highway and there’s
a growing accommodations industry to go with it.

Holiday Inn Express

Conveniently located near the Alaska Highway and Fort
St. John’s Airport, the Holiday Inn Express Fort St. John
prides itself on being the only hotel in town that has a pool,
hot tub, and waterslide. General Manager Priyanka Singh
Dsouza says the pet- and kid-friendly hotel attracts oil and
gas corporate clients, tourists passing by on their way to
Alaska, hockey teams, and even members of the US army.
Besides the pool and ample green space, Singh Dsouza
says the hotel is known for its customer service: “You won’t
get this customer service at any other hotel in town. Guests
frequently comment on the warmness of our staff and how
customer-oriented the Holiday Inn is.”
While Fort St. John may be a largely industrial city, it isn’t just for
those in the oil and gas industry. Singh Dsouza says tourists can also
visit Site C, the hydroelectric dam under construction on the nearby
Peace River. There’s hiking in town, and tourists frequently travel to
nearby Tumbler Ridge, a dream destination for outdoor enthusiasts.
Fort St. John is home to 11 hotels and the owners of the Holiday Inn
Express own three of them: the Pomeroy Hotel & Conference Centre,

Courtesy of Northern BC Tourism/Shayd Johnson
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Stonebridge Hotel, and Pomeroy Inn & Suites. Many of the hotels
were built in 2014-16, prior to the market crash. “While 2016 was
a hard year, with the recession hitting the oil and gas industry,
business picked up pretty fast,” says Singh Dsouza. “People
again stopped travelling during COVID, but we’re starting to get
customers back again, and are especially seeing loyalty-based
customers returning.”
Singh Dsouza expects to have a busy season this summer
with the continued construction of Site C and rising oil and gas
prices. The hotel landscape is also changing, with new brands
coming to the city: Ramada recently took over the Northern Grand
Hotel (now called Ramada by Wyndham Northern Grand Hotel &
Conference Centre), Travelodge took over the Econolodge, and
Coast Hotels took over the Lakeview Inn & Suites.

Best Western Plus Chateau Fort St. John

The Best Western Plus Chateau Fort St. John, located in a
residential district off the Alaska Highway, features a sleek,
modern design with ample amenities, including a hot tub, steam
sauna, fitness centre, and in-house restaurant.
Catering to those working in the oil and gas industry or on their
way to Alaska, General Manager Leo Saad says visitors enjoy
the ‘calm city’ that is Fort St. John. “People want to stay in the
town to relieve their stress.” With all 123 rooms equipped with

kitchenettes it is also an ideal location for longer term stays.

Home2 Suites by Hilton

General Manager Nadya McLean says the “Home2Suites
by Hilton is unique and fitting for the community. We are an
extended stay hotel catering to people who come to Fort St.
John for a long period of time.”
Besides the saltwater pool and hot tub, McLean says the
hotel amenities—like BBQs, patios, and green space—are
designed to help long-term guests build connections and a
sense of community. “We want to make it easier for people to
be away from their families.”
McLean encourages visitors to explore the North Peace
Cultural Centre, home to the Peace Arts Gallery, The Fort St.
John Library, and a Cafe in the heart of the city. She says the
Pomeroy Sports Centre is also one-of-a-kind and worth a visit,
featuring 2 NHL-sized ice rinks and one of only four indoor
Olympic-sized long-track speed skating ovals in North America
(others being in Utah, Wisconsin, and Calgary).
Whether you’re stopping by on your way to Alaska or
planning an outdoor adventure in Tumbler Ridge, it’s clear
you’ll have a warm welcome in Fort St. John from its hoteliers
and the community.

Courtesy of Northern BC Tourism/Shayd Johnson
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Gender
Transparency,
Inclusion, and
Flexibility
by Joanna Jagger
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The Shecession is the term used to describe
how COVID-19 disproportionally affected
working women. In the early months of the
pandemic, we saw the lowest female labour
force participation rate in Canada in 30
years. Women lost jobs at twice the rate of
men across industries, but it was especially
damaging to women in hospitality. When the
accommodation and food services
sector shed 48,000 jobs, 80% were
women. The Shecession in tourism
was especially brutal for youth and
women of colour who suffered the
greatest job losses.
On the heels of the Shecession
came the great resignation. When jobs
rebounded, women who were pushed
out elected not to return. In a McKinsey &
Company study, 47% of leisure and hospitality
employees surveyed said they were “somewhat
likely” to leave their current job in the next 3-6
months. Women began to evaluate if they
should stay, when other industries offered
greater flexibility and job security. Tourism
HR Canada reports that men now outnumber
women in accommodation sector employment
in Canada. There are 40% less women working
in hotels than two years ago. It’s clear that in a

traditionally female dominated industry, women
are not dominating. They’re leaving.
The tourism labour shortage has resulted in
an abundance of coalitions, working groups,
and task forces focused on fixing the crisis. It
seems everyone is offering advice on finding
talent for the sector. What if the talent is there,
we just haven’t asked what it would take to keep

Women earn 77 cents
for every dollar a
man earns.
them, or better yet, bring them back.
I spent 20 years working in tourism and
hospitality, most recently as a human resource
professional with global hotel brands. I
witnessed an exodus of women from the
industry long before COVID came calling. It’s
no secret the industry has an invisible off-ramp
for mid-level female management. Instead of
keeping women in the driver’s seat, we allow
them to follow the exit signs to pursue careers
elsewhere. We direct women to the exit even

faster if they choose to start a family. There
is relative parity for mid-level management in
accommodation, but women only hold one
executive role for every 10.3 men.
This led me to build WORTH Association,
a society designed to accelerate women in
recreation, tourism, and hospitality leadership.
Since 2018, this grassroots organization has
worked to move the dial by offering
resources to elevate, educate, and
advocate. Along with Laurel Sliskovic of
the Sociable Scientists and two student
researchers from Capilano University,
we embarked on a research study aptly
named Seat At The Table. We invited
industry leaders to add their voices to
a series of focus groups. The study
produced recommendations related to balance,
flexibility, benefits, inclusion, learning, and
safe workplaces. Three key themes emerged.
Women desire more transparency, better
inclusion leaders, and more attention towards
flexibility.

Transparency
Research from the latest census uncovered
that in Vancouver, women working in
accommodation management earn 77 cents
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for every dollar a man earns. Closing the wage gap is long overdue.
Women no longer wish to be left in the dark about pay grades and
salaries. We recommend reviewing salary bands and being open
about them, both internally and in job postings. Leaders can share their
salary philosophy, elaborating on how compensation is determined and
calculated. Done correctly, pay transparency is a powerful retention
and recruitment tool as women seek
to grow their careers.
Women also feel some employers
are not transparent in communicating
oppor tunities and policies.
Participants of the study want to
know more about the business and
the opportunities available to them to
grow within it. They want professional development but are not clear
on training allowances or budgets. As a result, organizations must
evaluate how they communicate and share information, starting from
the top leadership. Leaders should coach women on opportunities
available and share feedback to support their career paths. This also
means evaluating and enhancing professional development funds. If
they aren’t learning, they’re considering leaving.

Inclusion Leaders
Our research showed that champions for inclusion appear to be absent
in many organizations. Women are demanding a greater focus on
diversity, equity, inclusion, and reconciliation. We recommend creating
a balanced employee resource group including executive leadership,
ensuring the labour is not solely asked of women and women of
colour. Organizations should set
targets related to inclusion efforts,
with policies and action plans to
show progress. Employers must
also evaluate hiring practices. This
includes looking at the language
used in job descriptions, using a
panel to make hiring decisions and
sourcing candidates from diverse backgrounds. Companies should
also develop a mentorship program and provide this support to newly
hired individuals and women with leadership ambitions.

If they aren’t learning,
they’re considering leaving.
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Flexibility
We learned that one size doesn’t fit all, but all participants in our study
desire more flexibility. We need to shift the traditional hotelier model

and modernize our workplaces. Women want choices. This starts
with evaluating benefits to explore whether a health care spending
account or flexible benefits can be introduced. Respondents
recognized working from home is not always a possibility given the
nature of the industry. However, women desire hybrid initiatives like
four-day work weeks, standardized core working hours or reduced,
part-time schedules. They are seeking employers committed to
work-life balance, where the culture allows unplugging when away
from work. Flexibility offers women the opportunity to feel more
control over their work environment, rewards, and growth.
Transparency, inclusion, and flexibility are key themes of the Seat
at the Table study, but we uncovered many more recommendations
through our research. The team at WORTH Association created a
gender equity checklist comprised of 65 best practices for leaders
to audit their organization’s inclusive practices. You can find the
audit and more details from our study at www.worthassociation.
com. We invite all genders to the table to continue the conversation
about equity in our industry. We encourage you to take action in
your organization. Let’s work to ensure our voices are heard to
clear the road ahead so women can remain in the driver’s seat.
Joanna Jagger (she/her) is President of WORTH | Women
of Recreation, Tourism, & Hospitality and can be reached at
joanna@worthassociation.com.
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How to Save
Money on

Insurance
by Danielle Leroux
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Hospitality insurance rates have skyrocketed over the past two years,
putting more pressure on an already strained industry.
Industry experts say hospitality insurance has become more expensive
for several reasons. According to a 2020 Deloitte report, insurance loss
ratios have climbed faster than premiums. The rise in extreme weather
events, the COVID-19 pandemic, and macroeconomic conditions have
exacerbated problems. Because of this, some companies have stopped
offering hospitality insurance, meaning fewer players in the market and
higher rates for hotels and restaurants.
While businesses in the hospitality sector saw the highest jump
in short-term optimism in an April 2022 Canadian Federation of
Independent Business report, labour shortages and rising costs continue
to hold businesses back from recovery.
What can hotels do to mitigate risk, preve nt loss, and
s a v e m o n e y o n i n s u r a n c e?
The BC Hotel Association, in
par tnership with the Alber ta
Hotel & Lodging Association,
Manitoba Hotel Association,
Hospitality Saskatchewan, and
Ontario Restaurant Hotel & Motel Association have released a
series of eight videos, ‘Loss Prevention Training: It’s Good Business,’
to help hotels reduce insurance costs. The videos were created
in consultation with Western Financial Group.

The first video in the training series, Why Invest in Loss Prevention,
details steps you can take to protect your property and improve your
hotel’s risk profile. Learn how to protect your hotel against common
threats.

The Importance of Reporting Incidents
Reporting incidents is essential to protecting your property, regardless
of how serious the incident is. An incident is any undesired, unplanned
event that could cause physical harm to a person or damage to the
property.
Many incidents are not recorded, leaving your hotel open to liability
claims. Train your staff how to complete incident reports and explain
the importance in doing so. Report the incident to your insurance
company when a complaint has been
filed by a guest or there is property
damage. Reporting employee injuries
to WorkSafeBC may also be required.
In addition to the importance of
reporting incidents, the second
training video, Why Report Incidents,
explains how to maintain a property
incident logbook, when it is appropriate to collect evidence, and if you
should disturb an incident scene—all keys to minimizing your losses.

Many incidents are not
recorded, leaving your hotel
open to liability claims.

Why Invest in Loss Prevention?
Canadian hotels have had hundreds of insurance claims over the past
five years, resulting in $100 million in losses. Many of these could have
been prevented by implementing a loss prevention plan—strategies to
minimize risk that will help your business operations and protect your
bottom line.
A hotel could be at risk to a number of costly threats, including property
damage, extreme weather, injury, cyberattack, and automobile incidents.
Loss prevention and risk management help ensure guest safety, create
a safe and healthy workplace, and save you money.

Cyber Security: Protect your Data
Cyber security is a rapidly growing issue for all businesses, including
hotels, with 82% of Canadian businesses reporting an increase in
cyberattacks over the last 12 months. Common cyber threats include
phishing emails to steal user data; ransomware designed to disrupt,
damage, or gain unauthorized access to a computer system; and
physical damage by the hacker by gaining access to a computer
system that controls equipment or climate.
The third training video, Cyber Security: Protect your Data, shares
ways to protect your data and business from cyberattacks. These
include: keeping your software, applications, and passwords up to
date; requiring encryption for employees who are telecommuting;
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installing reputable anti-virus and whitelisting software; deploying
a web filter to block malicious websites; creating regular off-site
back-ups of your files; and educating your staff on how to spot
common cybercrimes.

Prepared by Planning Ahead, explains how to develop an Emergency
Response Plan and communicate response expectations to your
staff. Watch the sixth and seventh videos in the series for practical
tools to prevent fire and water damage.

Property Security

Liquor and Cannabis Liability

Hotels are at a high risk of theft activity because they have many
things on the premises that are considered highly desirable targets,
like video lottery terminals, tobacco, lottery tickets, ATMs, and
alcohol. Theft and insurance claims are increasing across the
country, with 175 claims equalling $24 million.
The fourth training video, Property Security: Protect your Guests
& Staff, explains how to mitigate theft and reduce your likelihood
of being targeted. Tools include: installing an alarm system along
with video surveillance;
physically securing the
building; implementing
security policies and
training for staff; securing
stock and large sums of
money; and having an
emergency response plan
in place. It is also important
to conduct regular staff training and drills to reduce panic and
minimize the chance of a situation turning violent.

With most hotels being licensed to serve and sell alcohol, operators
and staff can be held liable in lawsuits for alcohol-related incidents.
Beyond mandatory staff intervention training as prescribed by the
provincial licensing branch (Serving It Right in BC), the final video in
the training series explains Liquor and Cannabis Liability Prevention:
Know Your Responsibilities.
Operators should know what to expect when a patron is
involved in an incident, establish appropriate alcohol consumption
rules in licensed facilities and on
property, and promote responsible,
moderate consumption of alcohol.
Additional steps operators can
take to reduce alcohol-related
incidents include checking for
2 pieces of ID for anyone who
looks to be under 25, assessing
and monitoring the consumption
of alcohol by patrons, promoting a designated driving program,
maintaining a complete alcohol policy and ensuring staff understand
it, and keeping a daily log and incident log.
Policies, training, and documentation are key to your claims of
defense against liability claims. Loss prevention and risk management
not only create a safe environment for your guests and staff but will
protect your bottom line by preventing losses and saving you money
on property and liability insurance premiums.
For more information and to access the videos, please contact
the BC Hotel Association at www.bcha.com.

A well-executed emergency response
plan will help you be proactive in
dealing with an emergency.

Emergency Response Planning
A well-executed emergency response plan will help you be proactive
in dealing with an emergency and minimize your losses—whether
it be people, property, business disruption, or reputation. The
plan is a set of written policies and procedures that allow you to
prepare for, respond, and recover from events that can endanger
your organization, guests, and employees.
The fifth training video, Emergency Response Planning: Be

by Deb Froehlick
Salt Spring Coffee’s single serve K-Cup compatible pods are
uniting convenience and sustainability with their 100% compostable
design. These individually wrapped pods will provide guests with
the bold coffee experience they deserve without compromising the
environment. Available late April 2022, in four roasts.
https://www.bcha.com/salt-spring-coffee.html
Islandaire’s new line of EZVP all electric VTAC units is ready to order
in 9,000 thru 24,000 BTUH capacities. Looking for replacement
PTACS or VTACS for your existing models? GLP Canada distributes
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the Islandaire line of perfect fit replacement units across Canada.
https://www.glpcanada.com/product/gas-ptacs-and-replacementptacs/
GFS Canada believes that the way we choose our food can change
the world. That’s why Goodfinds by Gordon is a program with
meaningful and sustainable solutions in both taste and ethics—
from ethically-sourced ingredients to the latest food technology
advancements, right down to environmentally-friendly packaging.
https://www.gfs.ca/en-ca/products/goodfinds

How To Get
Involved with Your
Hospitality Charity
The BC Hospitality Foundation (BCHF) is in full swing with our annual
Victoria golf fundraiser after hosting successful events in Kelowna
and Vancouver. These tournaments enable BCHF to continue to
serve the BC hospitality industry each year.
We’re looking for people who want to get involved:
• Players
• Committee members
• Sponsors
• Auction prize donors
Victoria Tournament: Tuesday, August 23
Olympic View Golf Course, Victoria, BC
Register: https://bchospitalityfoundation.com/bchf-events/victoria-golf

Why Are These Events, and Your Financial Support,
So Important?

• As a result of the pandemic, BCHF now serves over 80
hospitality individuals annually. BCHF will need your generous
donations to maintain the support for our beneficiaries and
scholarship program.
• $5,000 provides one beneficiary with the financial support and
resources to help them through a medical crisis.
• Silent Auction contributions support our overall fundraising goal.

How Do I Donate to the Silent Auctions?

The auctions are featured prominently in our communications and
are always a huge draw for our community. We would be thrilled
to highlight your business and product through our silent auction,
dedicated social media accounts, and promotional activities. Our
goal will be to create awareness for your business and share our
sincere gratitude for your generosity.

2. Employee Giving
A payroll deduction program enables hospitality industry workers to
give as little as a dollar or two from each paycheque. This program
makes it easy to contribute to the BCHF by spreading donations
throughout the year. Employees who contribute $25 or more per
year will receive a tax receipt.
3. Named Scholarships
Contribute to the next generation with a scholarship in your
company’s name. The Foundation offers companies and individuals
who donate a minimum of $5,000 to have a $1,000 industry
scholarship in their name. Scholarships are awarded annually, and
applications are accepted from March to April.
4. Fundraise
Giving to the BCHF has a measurable, meaningful impact, and
demonstrates compassion and caring for the workers in our industry
who serve your customers. Our corporate giving program is easily
customizable to your company’s needs. Here are a few of the
successful fundraising programs our partners run:
• Partner with BCHF to host an auction or contest.
• Provide a service or experience with partial proceeds to
the Foundation.
• Employee sales incentive – challenge each other to raise funds.
• Online sales campaign – donate partial proceeds for online
sales.
If you are interested in getting engaged with your community by
volunteering, we would love to hear from you. Please get in touch
with lucy@bchospitalityfoundation.com to learn about current
opportunities to help.
We thank everyone for their incredible generosity, and we wish all
of you a safe and busy summer ahead.
www.bchospitalityfoundation.com

REGISTER TODAY

Other Ways to Get Involved

bchospitalityfoundation.com

The Foundation was created on the idea that we in the hospitality
industry pull together to help our own. For companies and
individuals interested, here are the ways to get involved:
1. Charity of Choice
Choose the BC Hospitality Foundation as your annual charity of
choice. Charity of Choice partners are encouraged to raise funds
throughout the year or make an annual donation. The BC Hospitality
Foundation can issue charitable tax receipts for eligible donations
under Canadian Revenue Agency guidelines as a registered charity.

July 4, 2022
Westwood Plateau Golf
Coquitlam, BC
All proceeds support
BC hospitality workers
in financial need due
to a medical crisis.
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by Mike Macleod, Director of Member and Business Development

As the industry recovers, we are now facing what we have seen coming for
some time, which is concerns around having access to trained people to
operate our businesses effectively. We have heard from many of you that
this is your top issue going forward, and that concern has not gone unheard.
A member organization like the BCHA strives to drive value to our
members at all touch points. While we have been an organization in the
past that has dabbled in education and training as part of our overall
membership value proposition, I would argue that we have never been as
involved in delivering solutions to industry as we are today. In short, we
have rolled up our sleeves to meet the challenge head on.
I am going to highlight two different examples where engagement in
your membership provides access to some unique opportunities in the
workforce space.

Accessing Temporary
Foreign Workers

the 12-week mark of the training they will be placed in Work Experience
programs with the ultimate result being retention as employees within
their matched employer. Our first graduates will be ready to hit the
workforce in late June.
Our goal for this upskilling program is to roll out additional training
cohorts across the province throughout the year. BCHA will play a lead
role in securing regional interest in the program and delivering ready
candidates back to industry. Our commitment to you is value and this
program along with the work of our Workforce Strategist provides
tremendous benefit to your membership.
We are very proud of this initiative and by the end of 2022 we
expect to have trained close to 150 individuals to be ready to work in
our sector. We know that this a
small percentage of the workers
required by industry, but it is a big
step in the right direction.
Finally, speaking of Western
Community College, I would like
to congratulate them for receiving
assent to begin a Bachelor of
Hospitality Management degree program. This is terrific news for the
long-term stability of our industry and is a feather in the cap of our
partners at Western for the reputation they are building.
For more information on either of these programs or any of our
other membership opportunities, please reach out to our Membership
Services team at membership@bcha.com.

By the end of 2022 we expect to
have trained close to 150 individuals
to be ready to work in our sector.

First off, in late 2021, we introduced Alison Langford as our
Workforce Strategist. Alison is
an experienced immigration
consultant by trade. She is going to be your first point of contact going
forward if you are looking to find solutions in the form of Temporary
Foreign Workers. There are multiple layers to these programs and having
an experienced navigator like Alison to guide you is a huge win for our
members. We have designed Alison’s workflow so that our members have
access to her expertise and referrals that will help you to design a strong
temporary foreign worker plan. Think of it as your own consultant—your
membership unlocks that value.

Upskilling Project
Secondly, in January, we began an upskilling project focused on recruiting
talent from domestic labour pools with our partners, Western Community
College and Progressive Intercultural Community Services (PICS), and with
the support of the Province of BC’s Community Workforce Recovery Grant.
The training program, currently being delivered online, features 16 weeks
of Hotel Operations Services Skills training, and allows each participant
to also gain important certifications required in most accommodation
employment settings.
This initial program has 30 participants recruited from the Metro
Vancouver area. Each participant is receiving the skills necessary to enter
(or re-enter) the hospitality workforce, and considerations were made
with respect to candidates from underrepresented communities such
Indigenous individuals, youth (under 30 years old), and persons with
disabilities. BCHA has overseen the project with Western Community
College designing the curriculum and delivering the training, while PICS
worked within the community to recruit candidates. Once candidates hit
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