B G E R R RIS AE | e

PAID

IJ Septemi:er
2011
HOTEL & MOTEL JOURNAL .. 137

Your Newt Growth |58

Woe are an industry leader in the global hotel

market. With a portfolio of award-winning brands,
. combined with our best-in-class systems, IHG

can help you maximize your growth potential.

Contact our Development Team to learn
how you can be a part of our success.

Call 866.933.83506,
visit IHG.coin/development or
email development@IHG.com.
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Fairfield Inn host unveiling art event with Wyland Foundation.

Joseph Fan

On Friday Sept. 2nd, 2011 Fairfield Inn & Suites
hosted the first Public Art unveiling ceremony in the
City Of West Covina. The statue “Ancient Voyage” is
an incredible sculpture that was designed by world
renowned marine life Artist Wyland. This project
encompasses the city of West Covina’s culture for
environmental awareness and the passion to conserve
at Fairfield Inn & Suites. We wanted our artwork to
encourage water conservation and guide our youth to
a greener planet. Wyland’s extraordinary sculpture
“Ancient Voyage” along with the tiles at the base of
the statue that were designed and hand painted by our
local West Covina elementary students is inspiring.
West Covina leaders Mayor, Mayor Pro Tem,
Councilmembers, presented  Certificates  of
Recognition to the Fairfield Inn & Suites for
Providing Greater Access to the Arts for the Residents
of West Covina and the Public At-Large. A Certificate
of Recognition was also presented to the Fairfield Inn
& Suites for promoting awareness of the need to
protect our oceans, and enhancing the beauty of the
public spaces in our community. The City of West
Covina presented Brighton Management with a
certificate commemorating the Public Art Unveiling
Ceremony for the West Covina Fairfield Inn & Suites
by Marriott.

Our master of ceremonies Mrs. Wyland shared
experiences about the life of her son “Wyland” who
has taught us so much through his artwork.

Children from Christ Lutheran School were
present to learn about water conservation and why it is
important to keep the ocean clean. They had an
opportunity to enhance their education inside the
Wyland Mobile Learning Center, which was among
one of the many activities for this event.

Fairfield Inn & Suites, West Covina has “The
Spirit to Serve” and loves to spread the Spirit to
Conserve Water & Energy as well as the Spirit to
Recycle. The Fairfield Inn & Suites, West Covina is
an energy efficient property and is dedicated to
making our future healthier and greener. Energy
conservation education was provided directly from
Edison; The local Power Squadron taught us all about
boating safety; Suburban Water a local West Covina
business was here as well to show us how we can
conserve water and MSI was excited to inform us all
why we should “Recycle Your E-Waste”. Every child
left with magic seeds for a healthier planet.
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THMASC members take special kids to Long Beach Aquarium

Joseph Fan

I would like to express my sincere appreciation to all
the donors and volunteers who helped with the
Aquarium of the Pacific event on September 10, 2011.
With your help, 100+ kids and volunteers from the
Special Olympics and McKinley Children’s Center
visited the Aquarium of the Pacific. To say the least,
the participants were thrilled to be there and all took
home memories as well as a keepsake to treasure.

A special Thank You to Holiday Inn Bakersfield for
financial contribution, Tom Petersen, and Anita Mays
of Valkyrie Yachts for their contribution both
financially as well as volunteering to guide a group of
kids from the McKinley Children’s Center through the
aquarium during the event.

As the kids were guided through the Aquarium of
the Pacific by our volunteers, they learned about sea
life in the Pacific Ocean along the way. The kids
visited exhibits such as the Shark Lagoon, Lorikeet
Forest, Molina Animal Care Center and the Watershed
Exhibit.

In addition to teaching the kids about marine life,
the kids learned how our water conservation and
recycling directly affects the natural balance of the
ocean.

The event was a huge success as everyone was
smiling and happy at the end. Great Job!

I cannot thank you all enough for your
participation and support to help us bring these kids an
exciting adventure they will not quickly forget.

With my sincere appreciation,
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Taiwan Hotel & Motel Association of Southern California

TAVYHE

Membership Application Form
# A% % Applicant’ s Name

(¥ x) Name
Address ) Tel:
Fax:
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o
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[] $100 55 50 34 22 F +2k 48 i 20

(] $150 7 51~99 ¥ 4 12 4838 3

(] $200 50 100 B4 24+ 4% 38 3R,
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W AE & 2> 8 4 #% Company/Hotel Name

P X Name
Address Tel

Fax
AR AL ¥

X E2%M:T.HMAS.C
# % :1045 E. Valley Blvd #A212 Tel:626-280-2207
San Gabriel, CA 91776 Fax:626-280-2243
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TATWAN HOTEL & MOTEL ASSOCIAT ION OF SOUTHERN CALIFORNIA
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A message from President
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Wilson Wang
President of THMASC

EEAﬁiimAEﬁ'%Aﬁﬁ'%EEE
RENER - EQUEEBSREIBINMGT - 2
EXFERERITERRATEMFBDOMET
FRIDBIREREN T 36, - BATEI7E ¢ 10
LT ERIREESR RSB R EE - RIKEVBF
RERRESAEZRAOWYS - BOOREEE
NRIMERET - (AR DFTRARE I
BE -

AERNEHEENIEURE SR - EIE
TRYE ~ ZEEHRD -~ HBHER - SWRIKE R
FESZIREHEH © R - ASHiGER
JEEMEERIGRE B R ME R EE) - UF
HViREEATEIREEERTIBPL—F 2 - H
EIRREES MR TERSIEHN - HEIRESE
EIREE BB EERAIE -

SEEEPEREREST - SEEINIE
FILREELUS - TIEMBPERBEES
2 BRRZ -

President's | etter to the Members

The joy of the success from the predecessors is the
biggest gain in filling the new position. For me, my
sincere appreciation goes to all the past Presidents and
members of the Taiwan Hotel/Motel Association of
Southern California. Without your hard works in the
past thirty-six years, I would jot be able to enjoy the
foundation in this fine institution. In this 37th year of
service, as we faced the recent years of economic
downturn and hotel market declines, I will commit to
work more diligently by following the footsteps of my
predecessors.

In this fiscal year, we will conduct many activities
such as workshops, visiting regional members,
Chinese New Year celebrations, golf tournament, and
annual banquet and trade show. In addition to these
traditional events, the Board and I will join force with
the North America Association and sister associations
in organizing national events, so that Taiwanese
American hoteliers will gain our recognition and
presence in the hospitality industry. For all these
efforts, I would welcome suggestions and comments
so that we can take our hotel business to a new peak.

This year is the 100th year of Republic of China.
Although we are far away from our motherland
Taiwan, our thoughts and prayers are constantly
present for Taiwan. Here we wish long and
prosperous nation for Taiwan.

Regards,

Wilson Wang
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2011 Mid-Year California Hotel Sales Survey

Prepared by: Atlas Hospitality Group

Southern California Highlights

Sheraton Universal

Los Angeles County

The number of Los Angeles County hotel
transactions increased 177.8% in the first half of
2011. The total dollar volume rose 272.4%.

The county's average price per room increased
30.4% and the median price per room rose 84.8%.

The largest Los Angeles County hotel sold was
the 451-room Sheraton Universal in Universal City.
The most expensive sale was the 237-room
Mondrian Los Angeles in West Hollywood, which
sold for $137 million.

San Diego County

Hotel sales in San Diego County increased
475.0% with total dollar volume up 6,428.4%.

The average price per room decreased 8.5% and
the median price per room dropped 28.8%.

The largest and most expensive hotel sale was
the $570 million paid for the 1,625-room
Manchester Grand Hyatt in San Diego

Manchester Grand Hyait

Orange County

In the first half of 2010, Orange County sales
decreased 20.0% with dollar volume down 5.1%.

The average price per room increased 15.4%
and the median price per room rose almost
31.0%.

The largest hotel sold was the 230-room Hilton
Suites in Orange. The most expensive reported
sale was the $19 million plus paid for the
142-room Hyatt Summerfield Suites in Cypress.

i L S
Hilton Suites Anaheim/Orange

Inland Empire

Riverside County transactions rose 175.0% and
total dollar volume increased 82.8%. San
Bernardino County went up 50% in sales and

116.8% in total dollar volume.

In Riverside County, the average price per room
increased 34.4%, but the median price dropped
5.8%. San Bernardino County had a 48.7%
increase in average price per room and a 29.5%
rise in median price per room.

The largest Riverside County hotel sold was
the 410-room Renaissance Palm Springs Hotel.
The largest San Bernardino County sale was the
309-room Hilton Ontario Airport.
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Northern California Highlights
San Francisco County

In the first half of 2011, San Francisco County
saw an 11.1% increase in sales transactions and an
84.5% rise in total dollar volume.

The county’s average price per room increased
61.0% and the median price per room rose
166.6%.

The largest and most expensive hotel sale was
the $172 million paid for the 676-room The Westin
San Francisco Market Street.

The Westin SF Market Street

Hilton Sacramento
Arden West

Alameda County

Alameda County had no change in the number
of transactions. However, the total dollar volume
rose 140.0%.

The average price per room rose 63.1% and the
median price per room increased 26.8%.

The largest and most expensive sale was the
approximately $31.4 million paid for the 234-room
Hyatt Summerfield Suites/San Francisco Bay Area
in Emeryville,
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Sacramento County

Sacramento County transactions increased
50.0% with the total dollar volume up 346.4%.

The average and median price per room both
rose 367.4%.

The largest hotel sold was the 331-room Hilton
Sacramento Arden
West.

Summary

Hotel sales, fueled by improved performance
and strong pent-up demand, continued to take off
in the first half of 2011.

We expect this trend to continue as, historically,
trading volume is much higher during the latter
half of the year.

In the United States, the four busiest markets
accounted for 65% of the $7.5 billion in hotel sales
during the first half of the year. Three of the four
were in California: San Diego ($1.5 billion), Los
Angeles ($606 million) and San Francisco ($490
million). New York led the country with $1.7 billion
in sales.

According to Smith Travel Research (STR),
California’s hotel occupancy during the first half of
2011 was 65.3%, up from 61.7% in 2010. Rev
PAR rose 11.2% for the state overall. Of the 28
California markets tracked by STR, 12 showed
double-digit Rev PAR increases.

Hotels, particularly California hotels, are one
of the most desirable real estate investments
today. Investors see huge upside potential as
prices had dropped to historical lows and
revenues are now rebounding.

Investors feel that hotels should offer some of
the best returns of any real estate investments
over the next five years.
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Develop the Right Strategies for Your Hotel Website

7Sl A R

With more customers booking their travel plans
onling, it is critical to have a great website. This
requires monthly upkeep, a clean look and
engaging content to drive more visitors to your site
and customers to your hotel.

There are a few key points to consider when
designing a hotel website. From a visual
standpoint, the website should be attractive, but it
is important to keep images at the optimal size so
they do not slow the site down. Hotel industry
websites attract many visitors and being able to
respond to their requests in an agile manner is a
must. Keep it simple and clear so that visitors can
find what they want. A direct connection to the
reservations engine and on-site search functionality
are important features to be included on the home
page. Visitors should be able to manage their
account, search for destinations and make
reservations easily.

There needs to be a good catalog that allows
the visitor to search by brand, destination,
activities, interests and more. The internal search
must be fast and precise to find the different
hotels that fit a specific search. Today, more
people do a search for a hotel in terms of the
amenities so the catalog must be able to
accommodate this.

Hotels are constantly changing so make sure
you can update the catalog database in a timely
manner. If your site includes multiple hotels,
consider including all the hotels you manage in
your catalog.

Having a quick, easy-to-use website with a great
design isn't enough to increase bookings. Internet
marketing is critical to bring in additional visitors
and customers. By utilizing search engine
optimization (SEQ) and pay-per-click advertising
(PPC) campaigns, companies can increase traffic
to their site. With Royal Holiday, a company with
more than 70,000 members and more than 180
destinations worldwide, WSI has been using a PPC
campaign to afttract potential new members that
can go through the sales process on the site to
become new members.
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In addition to getting people to the site, keeping
visitors on the site longer is important. The goal is
to have visitors stay on the site for more than three
and a half minutes. In normal season, every visitor
browses an average of three pages per visit.

Getting people to visit your site isn't the final
step. People that search for hotels online find so
many offers that when they land on a site they
expect to find the exact content they were
searching for that solves their information need. If
the content is not precise and directly linked to the
search term, the visitor will abandon the site.
Therefore, it is important to make sure the content
on the site is relevant. Instead of relying only on
globalizers like Expedia, rework the contents of
your site so that it includes the content customers
are searching.
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Many hotels, especially smaller ones, do not
have a good back office process so that even if the
site works fine and the search marketing strategy
brings them new prospects, they lose them. Hotels
can keep these potential customers by improving
the way they answer the phone or follow up on
customer requests submitted through the site’s
contact form. When WSI redid the Royal Holiday
website, we installed a live chat feature so visitors
could reach a human customer service
representative immediately.

Also consider alternative strategies to reach new
customers, Royal Holiday utilizes their electronic
newsletter. Email marketing through an electronic
newsletter is a great opportunity to reach your
customer base with a cross selling strategy. For
example, a customer that has used the site to
book vacations in beach and golf resorts might be
a good prospect for a cruise vacation. You can
reach the customer through email marketing and
direct him or her to the site so he or she can see
the full offer from the company. Social media can
also be leveraged to contact customers. Most
people use social networks so inserting PPC
advertising on these sites can attract followers to
the social properties, which in turn can direct
traffic to the website.

For any website and Internet marketing
campaign, persistency and consistency is critical to
building a brand. Stop-and-go campaigns are not
effective; SEO and social media require
consistency and knowledge. Websites need
constant improvement and updates so keep this in
mind as you move forward.

http://www.hote
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Holiday Inn and Hotel Indigo Have Been Ranked Highest
in Guest Satisfaction
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INTERCONTINENTAL.  CROWNE PLAZA
InterContinental Hotels Group FOTELE A LETGETE ToTEis & sisoATs

IHG (InterContinental Hotels Group) [LON: IHG,
NYSE:IHG (ADRs)], the world's largest hotel group
by number of rooms, is honored to announce that
both Holiday Inn and Hotel Indigo ranked highest
in guest satisfaction among mid-scale and upscale
full service hotels respectively in the J.D. Power and
Associates’ 2011 North America Hotel Guest
Satisfaction Index Studysm. “This tremendous and
prestigious honor is the result of hard work and
dedication by Holiday Inn and Hotel Indigo team
members across our portfolio and we want to thank
them for their commitment to delivering such a
high level of service to each and every guest,” said
Gina LaBarre, Vice President, Brand Management,
IHG. “QOur Holiday Inn global brand relaunch and
the attention to detail in every Hotel Indigo location
has propelled the brands and helped make us a
favorite of leisure and business travelers alike. We
are continually committed to delivering a high level
of guest satisfaction across all of our brands.”

To earn the top satisfaction ranking, Holiday Inn
and Hotel Indigo outperformed all other hotel
chains in their respective categories, scoring
highest in overall guest satisfaction, as determined
by seven key measures: reservation;
check-in/check-out; guest room; food and
beverage; hotel services; hotel facilities; and costs
& fees. The 2011 North America Hotel Guest
Satisfaction Index Study is based on responses
gathered between June 2010 and May 2011 from
more than 61,300 guests from the United States
and Canada who stayed in a hotel between May
2010 and May 2011.

CANDLEW®D
SUITES

Holiday Inn recently completed a $1 billion
global brand relaunch, the biggest ever project of
its kind in the history of the hospitality industry.
The relaunch includes a renewed focus on quality,
improved arrival and welcome features, enhanced
bedding and showers, a "Stay Real" service culture
and a new and up-to-date look, including a
redesigned logo and signage. Hotel Indigo offers
guests a unique hotel experience with the modern
design and intimate service associated with
boutique hotels along with the peace of mind and
consistency from staying with the world's largest
hotel group. With 37 hotels open globally, each
hotel is committed to creating memorable
experiences by delivering special touches that
really bring the neighborhood and hotel to life for
the guest.
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About Holiday Inn

With over 1,200 hotels worldwide, Holiday Inn is
the most widely recognized lodging brand in the
world. In fact, Holiday Inn was one of the first
international hotel brands to establish a presence in
China in 1984. Holiday Inn provides the services
that business travelers need, while also offering a
comfortable atmosphere where all people can relax
and enjoy amenities such as restaurants and room
service, swimming pools, fitness centers and
comfortable lounges. The casual atmosphere and
amenities such as meeting and on-site business
facilities, KidSuites rooms, Kids Eat and Stay Free
programs  demonstrate the long-standing
commitment of Holiday Inn to serving travelers and
have helped to establish the brand as "America's
Favorite Hotel." For more information about Holiday
Inn Hotels and Resorts, including IHG's new
timeshare brand Holiday Inn Club Vacations, or to
book reservations, call 1-800-HOLIDAY or visit
http://www. holidayinn. com/.

About Hotel Indigo

Hotel Indigo is an upscale boutique brand that
delivers a refreshing and inviting guest experience
that is truly reflective of the local community. From
the locally-inspired murals to the renewal program
where the images, music, scent, and menu items
change throughout the year, Hotel Indigo delivers a
vibrant, engaging and genuine boutique experience
that gives guests the confidence to step out and
explore the local neighborhood. Each Hotel Indigo
property is unique and designed to reflect the local
culture, character and geography of the
surrounding area while brand hallmarks ensure
consistent and reliable service from location to
location. No two hotels are the same. For more
information or to make a reservation, visit www.
hotelindigo.com, Find us on Twitter
www. twitter. com/hotelindigo or Facebook
www. Facebook.com/hotelindigo.
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About J.D. Power and Associates

Headquartered in Westlake Village, Calif,, 1.D.
Power and Associates is a global marketing
information services company operating in key
business sectors including market research,
forecasting, performance improvement, training,
Web intelligence and customer satisfaction. The
company's quality and satisfaction measurements
are based on responses from millions of
consumers annually. For more information on
travel ratings, car reviews and ratings, car
insurance, health insurance, cell phone ratings,
and more, please visit JDPower.com. J.D. Power
and Associates is a business unit of The
McGraw-Hill Companies.
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Hotels, and How (Not) to Choose Them
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If there's one thing even more mystifying than the
meaning of life itself, it's the success of the
TripAdvisor website. Just how bereft of common
sense do you have to be to take the advice of
anonymous strangers on something as important
as a hotel stay?

If there's one thing even more mystifying than
the meaning of life itself, it's the success of the
TripAdvisor website. Just how bereft of common
sense do you have to be to take the advice of
anonymous strangers on something as important
as a hotel stay? And that is even without
considering how many reviews, if positive, were
planted there by the hotel, its staff, and the sneaky
little companies that do so for a fee; o, if they are
negative, are put up by rivals. Small wonder that
the Advertising Standards Authority is to investigate
the provenance of the reviews upon which so
many, apparently, set such store.

Even if the site managed to expunge all the
fraudulent and fictitious reviews, there is still the
issue of subjectivity., One person's "firm,
comfortable bed" is, if you think about it for a
nanosecond, another's "hard, unforgiving mattress"
- and one's "fun-loving laid-back staff" is liable to
be another's "insolent waitresses lacking respect".
All in all, when it comes to choosing a hotel,
TripAdvisor is about as useful as a 60-year-old AA
Guide.

So what to do? I must have booked hundreds
of hotels down the years, and can recall only one
truly duff one (of which more anon). The iron rule
is never to make a reservation without first calling.
However beguiling the website, however
impressive the low-light photographs of the
conservatory restaurant, never book without first
dialling the hotel's number. Countless times I have
rung an attractive-looking place only for the phone
to take ages to be answered, or, when it finally is,
for a cold voice to sound entirely uninterested in
who you are and what you want. If they can't
exhibit the will to win before they have sold you a
room, they are very unlikely to discover it once
they have. (Hence a reason to spurn any hotel
which makes you ring a central reservations
number - you will not be speaking to the people
who will actually be looking after you.)

A hotel website can unwittingly reveal a lot.
Ones which make much of the alleged
personalities and interests of the owners should
sound loud alarms. My advice: never book a hotel
run by "characters". Similarly, shun establishments
whose website is illustrated by line drawings,
especially of the main building or its gardens.
There is no surer sign that, although Wren-like in
appearance and "on the outskirts of a mainly
Georgian town", the hotel is actually located next
to World of Leather.
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How not to waste recruitment costs and effort

When people start with you, a thorough induction
is absolutely key to ensuring you're not wasting all
the time, cost and effort you've put into recruiting
the right person.

The first few days in any job will create a lasting
impression with any new employee and determine
how well they do their job and whether they will
want to stay with you. People like (and need) to
know what's expected of them. So when people
start with you, a thorough induction is absolutely
key to ensuring you're not wasting all the time,
cost and effort you've put into recruiting the right
person.

The benefits

How soon after joining do new hires have to face
guests?

The more thorough the induction you give your
team, the quicker they’'ll be up to speed and able to
carry out their job effectively. This ensures a better
customer experience, as well as putting less
pressure on other team members. Training new
starters on the information, guidance and skills
they need for their job will give them confidence,
and, in turn, will give you confidence in their ability
to stand on their own two feet, leaving you or your
managers to get on with other tasks.
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Devoting the time and effort in new team
members right from the start creates the right first
impression that shows that their role is valued.

What do people need to know?

New hires need to know all of the standards for
their job (and have these written down
somewhere to ensure consistency). But there are
other things as well. Yes, they need to know what
their job is. Yes, they need to know about their
holiday entitlement. Yes, they need to know about
their pay, where they can leave their belongings,
health, safety and hygiene procedures. All of those
things are very important—but look a little bit
beyond that.

Think about your own values and philosophy.
What is the type of experience you want your
guest to have when they stay with you? And
communicate that to your staff.

Where does their job fit into the bigger picture?
Where does their role fit in with everybody else's?
What does everybody else do? What are all the
other services and facilities that you provide? Staff
can't upsell if they don’t know what you offer.




So if, for example, they are working reception,
they need to know what a bedroom looks like and
the distinction between a superior room and a
standard room. They need to know about the menu
offer. If they are in the kitchen, let them know what
goes on front of house as well. Give them an
opportunity to go into the restaurant, to see a
room, and if you have other leisure facilities, let all
your staff get a feel for them and experience them
first hand.

I was recently conducting some training at a
local hotel and all but one of my delegates had
never even set foot in any of the meeting rooms,
let alone experienced it from a guest or conference
delegate’s perspective. If your staff is to have
empathy with your guests, they need to have some
experience from a guest’s viewpoint. Okay, they
may not all be selling these things all of the time,
but they need to have an idea of the bigger picture
and what your guests will be experiencing.

when people start with you, a thorough induction
is absolutely key to ensuring you're not wasting all
the time, cost and effort you've put into recruiting
the right person.

Involving your team

Involve your team in the induction process. They
know what's needed and in many cases will be
more familiar with the practicalities of the role.
However, ensure that one person has overall
responsibility; ideally their immediate supervisor or
manager should enable them to establish their
authority and credibility.

Recognise that you or their line manager won't
necessarily be there all the time to keep an eye on
new starters, so allocate a buddy or someone they
go to with ad hoc questions; someone to look over
their shoulder; guide them and support them as
necessary ensuring, of course, that this person will
be patient and supportive when asked.
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However don't fall into the trap of enabling
them to pick up bad habits, so make sure whoever
is involved with passing on their knowledge is
working to the standards you want and expect
from your team. We've already mentioned first
impressions; don't let cynical or negative
employees breed discontent before new starters
have had an opportunity to make their own
judgements.

You can't do it all at once

Avoid overloading new employees by giving
them everything on day one. Prioritise what needs
to be covered, and schedule this to take place
over the first few weeks. Cover some of the
material before they even start. Go through the
job description so there are no surprises on day
one, and aim to go through some of the
contractual arrangements. This won't always be
possible or practical, but the more that can be
covered up front, the sooner you get the new
employee working on the job.

RUSHEPASSPUR13CUN
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Breakdown big topics such as food hygiene or
health and safety. These are obviously important
subjects, but they can be dry. Trying to cover
everything in one session can be complete
overload. Depending on their role, cover on day
one the essentials, such as fire evacuation and
personal hygiene, and then go into more detail
over the coming days.

Build in time for reviewing, checking understanding
and opportunities for them to check back and ask
questions.

How to approach it

Induction, as with any training, needs to be
two-way and interactive. Naturally there will be a
lot of information to give about your venue,
product information and so on, but ask for their
views, feedback, comments, observations and
recommendations,

Ensure you make the content relevant. Rather
than just giving a list of procedures and standards,
ensure you make it relevant to the job and bring it
to life with examples. “What this means in
reality......". “You'll see this happen when .....”” “This
will affect you when you ....."
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When discussing standards and expectations,
give reasons why they are important, and how
they help them. If your way of doing something is
different explain why you want it done that way;
people are unlikely to adopt your approach unless
they see a benefit such as saving time; it leads to
more tips; it's safer; etc,

It’s more than chalk and talk

Strike a balance between what takes place in
the training room and what happens on the job.
Add variety to how you approach the different
sessions and where they take place. Involve new
starters in the customer journey; take them out to
the car park and let them see what your guests
see before they arrive. Go back a step further and
see what's on your website, what's been in the
press, anything your guests will see before, during
or after their stay.

The best way to be introduced to other team
members is to see them in their own working
environment. When introducing new members to
the housekeeping team, for example, take them
around the hotel to meet existing staff members
as they go about their daily chores. Not only does
it give them the opportunity to meet people, but it
starts to build teamwork by enabling them to see
(and appreciate) what they their coworkers do,
the relevance of their job, how it impacts them,
and where to find them if need be.

So for the next person you take on, don’t waste
your recruitment effort and costs by poor
induction. Increase the likelihood they will want to
stay, do the job to the standard you expect, and
become a loyal employee by giving them a
thorough induction.
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Reputation Management Should Be a Team Effort
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Everyone who works in a hotel has their particular
job and sticks to what they do best. But everyone,
at some point, touches the guest and has the
ability to shape his or her experience. Therefore
online reputation management has got to be a
team sport—hotel managers should strive to get
everyone involved, experts say.

Everyone who works in a hotel has their
particular job and sticks to what they do best. But
everyone, at some point, touches the guest and
has the ability to shape his or her experience,
Therefore online reputation management has got
to be a team sport—hotel managers should strive
to get everyone involved, experts say.

That's not to say the housekeepers should be on
TripAdvisor posting responses to reviews. Larger
properties should have a dedicated point person,
said Daniel Edward Craig, former GM of the Opus
Hotel Vancouver and now an independent hotel
consultant.

“Whether you have an actual reputation manager
or youre not there yet, you need a
gatekeeper—someone responsible for monitoring
reviews and feedback,” he said. “Then you need a
champion to make sure you're acting on that
feedback and responding to it.”

For most hotels, one person can oversee online
feedback from the vARIety of different
sites—TripAdvisor, Google, Yelp, Facebook and
Twitter, to name a few. Craig said, for one midsized
hotel, he estimates it takes approximately 10 hours
per week to monitor and respond to critical
reviews.

REPUTATION T

A reputation that took decades to build}

cart be threatened by a single ecoent.

"It requires discipline and some streamlining,
but if you're spending more than that you should
be getting some strong results,” he said.

Josiah Mackenzie, director of business
development at ReviewPro, said for any major
initiative there has to be a point person making
sure it’s coordinated and set up.

“Who should that be? Choose the position more
based on the personality than the person’s role in
the organization,” he suggested. “Are they
trustworthy? Detail oriented?”

Get everyone involved

But online reputation has moved beyond
monitoring and responding to reviews. Guest
feedback now is being used to modify operations
and price hotels. And for that to occur, different
team leaders need to stay informed on what's
being said online. The reputation manager, if you
will, must get the information to the right people
at the right time.
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“The first thing I always recommend is it not just
fall to one person at a property but the properties
that really do well at reputation management are
the ones where everyone is aware what effect their
own personal job has on the hotel’s reputation,”
said Brian Payea, head of industry relations at
TripAdvisor (http://www.tripadvisor.com/), which
recently modified its Management Center tool.

TripAdvisor’s new Management Center, released
last week, gives hotels more functionality and new
educational content, such as a library of videos,
resources for training new staff, tip sheets, in-depth
how-to guides and a blog with updated sources of
information. It is intended to work in tandem with
third-party reputation management software that
aggregates feedback from additional sources.

“Properties where it's really cultural—where
positive reviews are seen as positive
affirmation—are the ones who really do well,”
Payea said. “Not just one person but multiple
people sign up for alerts.”

He said the volume of reviews a hotel is receiving
will determine how much time needs to be spent
disseminating and responding.

“If you're getting consistently great reviews you
don't need to be quite as obsessive, but I definitely
recommend responding as quickly as possible,”
Payea said.

Mackenzie said the hotels most successful in
reputation management are delighting customers
by making it a “team sport” from operations to
revenue to sales.

“Make it very visible—something that can be
tracked—and let everyone know, especially the
frontline staff, that your job and your interaction
with guests plays a huge role in occupancy,” he
suggested.
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As an example, Mackenzie said CitizenM hotels
share guest feedback with its teams by printing
out reports and placing them in staff break rooms.
Another group of hotels incentivized staff
members that are mentioned by name on a
review, he said.

“It's a flawed strategy to say you can assign one
person to reputation management and put it all on
that person’s shoulders,” Payea said.

New to the game

At ZMC Hotels, a management company with a
portfolio of 33 branded and independent hotels in
12 states, Ellen Troeltzsch is responsible for
monitoring feedback and relaying important topics
to each of the 33 hotels. ZMC has been using a
third-party aggregator since March and admittedly
is only in the beginning stages of using feedback
to shape operations.

“We're growing some sort of development plan,”
she said.

Currently the plan is Troeltzsch will monitor the
reviews, draft a response and send it to the
respective GM at the property. The GM will change
or approve, send it back to Troeltzsch, who will
then submit it to the appropriate site. “It's a little
cumbersome, but I don't want to keep the GMs
out of the loop,” she said.

She said GMs are good at being in the lobby and
talking to customers but often times don’t want to
sit behind a desk. For that reason, ZMC is telling
GMs if they feel comfortable delegating the
reputation management responsibilities they can.




“The ones that have embraced it, get it. We have
a couple of properties that have ongoing
conversations on Facebook,” Troeltzsch said. “It's a
new habit and it's one of a lot of new habits they
have to get. The pressure is to bring money down
to the bottom line and keep their employees and
guests happy ... This isn’t always on the top of their
list. Once they get it, it's easy and fun.”

Five Basic Guidelines for Managing Your Hotel’s
Online Reputation

Did you know that according to a study by World
Travel Market (2010), 35% of travelers change
their initial choice of hotel after browsing social
media? Good reviews can significantly increase
your conversion rates as well as impact your
average daily rate. Managing your hotel's online
reputation, especially your online reviews, is
absolutely critical. Here are five basic guidelines to
get started with.

1. Create a remarkable guest experience

Give your guests something to write about.
Ensuring a great guest experience is the single best
way to earn great online reviews. This is not just
for luxury hotels! Little things can often make a big
difference. You need to find little details that can
set you apart from the average hotel experience in
your market. And in fact, this may actually be
easier for a 3 star hotel than for a five star hotel,
where a high level of service and "little extras"
have already become a base line expectation.

Show guests you are approachable. Make an
effort to ask people during their stay if there is
anything you could do to make their stay with you
better. Most hotels ask for feedback after a guest
has already left (via e-mailed surveys) or with a
feedback card at the end of their stay. By that time,
if something wasn't right for the guest, you may
already have lost a customer. Listening to your
guests while there is still time to fix mistakes is a

el

great, proactive way of monitoring guest
satisfaction.

Social media portals like Facebook and Twitter
play an important role here, as travelers use them
during their trip. Monitoring these sites gives you
the chance to react to comments while guests are
still at your hotel.

2. Set up listening systems

With hundreds of OTAs and travel sites now
allowing users to post online reviews and an
immense number of blogs, photo and video sites,
social networks and online travel guides out there,

it is virtually impossible to manually check the
internet for mentions of your brand. There are
tools that can help you monitor these sites, and
they range from simple free notification-only alert
systems to highly sophisticated online reputation
management systems that allow you to not only
monitor, but also analyze and react to online
reviews and other mentions of your brand.

Which tools are best for you depends on your
needs as well as your budget. Small individual
hotels might initially be fine with just some alerts
and a tracking tool that shows the latest online
reviews, whereas established individual hotels and
hotel chains will probably need a more advanced
system that enable detailed analysis on a brand
and individual property level, departmental
analysis and benchmarking with competitors.

Remember that reviews are more than just a
marketing responsibility, they can tell you a lot
about your daily operations, guest satisfaction and
overall quality; they can increase or decrease your
revenue. Identify what guests are talking about.
Are there recurring patterns, specific departments
or issues that are frequently mentioned? Make
sure you are sharing reviews throughout the
organization so each department receives
feedback they can act on.
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3. Deal correctly with negative reviews

Negative reviews are usually caused by an
operational failure followed by a service failure. If
you follow guideline #1 and show guests you are
approachable and can solve issues when they
occur, you are on the right path to avoiding
negative reviews. If you do however receive a
negative review, you should usually respond (not
all sites allow this). Showing that you are listening
gives potential customers the confidence that you
care about customer feedback. In fact, a negative
review with a management response is a great
opportunity to demonstrate how you deal with
difficulties, should they occur. Write a brief reply
thanking the reviewer for their feedback, say you're
sorry you didn't meet their expectations and show
you are taking their feedback serious and sharing it
with the respective departments. If the review
mentioned something positive, be sure to mention
this in the reply as well! Then take the important
next step - share the review with your team and
use this valuable feedback to improve your product
or service.

4. Manage your own online presence

You can influence what reviewers write by
impressing them with a great experience at your
hotel. And you can lead by example, by managing
your online presence and having your own voice
online.

Start by making sure you provide consistent
information on all channels. Take advantage of
listing management options. For example,
TripAdvisor allows you to upload photos of your
hotel. Make sure you do this and keep the photos
current.

HRAE &

Next, you should define an online
communication strategy. Decide who should
respond to public comments online. Make a list of
all your online presences and ensure that they are
monitored and updated on a regular basis, and
assign clear responsibilities within the team for
managing this. If you create profiles on sites like
Twitter and Facebook, make sure in advance that
you will be able to regularly post updates. An
inactive page or profile often looks worse than no
profile.

5. Manage reviews proactively and systemically

Once you have set up monitoring systems and
are confident you are aware of everything that is
being said about your hotel online, you should get
into the mindset of managing feedback
proactively, rather than just responding reactively.

If you have acted on previous complaints by
guests and used their feedback to make
improvements in the hotel, you can mention these
to guests at checkout. For example, if you just
renovated your spa and added new lounge chairs,
you may ask, "Did you have the chance to use our
spa while you were here?"

If the guest did use the spa and liked it, let
them know you appreciate their feedback and are
happy to hear they enjoyed it, as you just
renovated the spa and added more comfortable
lounge chairs in response to guest feedback.
Mentioning a particular aspect of your hotel or
service to guests at check-out increases the
chance that they will remember this when they
write their review.

Reputation
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The Market Leader

ATLAS HOSPITALITY GROUP

in California Hotel Sales
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2500 Michelson Drive, Suite 110, Irvine, CA 92612
Telephone: (949) 622 - 3402 Fax: (949) 622 - 3410

Web: ww \\'.:1[lash()spil;llit}'.(‘t:lll Email: wilson ;ul:ishospit:i]il‘\‘.(‘om
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CAL LIGHTING

3625 E. Philadelphia St. Ontario, CA. 91761
Tel: (909) 947-5200 Fax: (909) 947-5673
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Arcadia Brandh:
1127 South Baldwin Avenue
Arcadia, CA 91007
Tel: (626) 461-0288
Fax: (628) 461-0299

\
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First General Bank

ce A #

Corporate Office:
1744 South Nogales Street
Rowland Heights, CA 91748
Tel: (626) 820-1234
Fax: (626) 820-1299

www.fgbusa.com

San Gabriel Branch:

801 E. Valley Blvd., Unit 103

San Gabriel, CA 91776
Tel: (626) 288-9288
Fax: (626) 280-1300
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SUPER 8 - Anaheim

SOFER

MOTEL
S

Super 8 Motel - Anaheim/Near Disneyland
915 S. Disneyland Dr. Anaheim, CA, 92801
Tel: 714-778-0350, Fax: 714-778-3878
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1-714-883-8000

Royal Electronic Lock & Supply, Inc
1538 E. Lincoln Ave. Anaheim, CA 92805

AR AR A
SAFLOK LOCK # fifi g

SAFLOK LOCK &

WEDDINGS ENGAGEMENT SESSIDNS FAMILY PORTRAITS EVENTS

(A: 7 WWW.JCP.LA
e (949) 682-5278
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| 1455 Monterey Pass Rd., Suite 201
Monterey Park, CA 91754
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Fairfield
Inn & Suites
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With my greatest respect and gratitude, I would
like to thank the Chairman, President, Vice Presi-
dent, Board Members and Council Members of
the Taiwan Hotel & Motel Association of South-
ern California for attending the Grand Opening
ceremony on June 8, 2011 at the Fairfield Inn &
Suites in West Covina, CA. In addition, my appre-
ciation goes out to the Director-General, Taipei
Econ & Cult Office in LA. I would also like to
thank the City of West Covina Mayor, City Coun-
cil Members and Congresswoman Judy Chu.
Thank you for your support and for attending our
grand opening.

I would like to express my sincere appreciation
for the flowers and I am truly humbled by the gifts
we received for the Grand Opening of the
Fairfield Inn & Suites in West Covina,

The Fairfield Inn & Suites celebrated its Grand
Opening in the City of West Covina, CA. There
are 110 rooms and the amenities include a Busi-
ness Center, Meeting Room, Fitness Center,
Pool/Spa. The Fairfield Inn & Suites, West Covina
is located near the Westfield Eastland Shipping
Center, San Gabriel Valley, Walnut, Diamond Bar,
Rowland Heights, Disneyland, Cal Poly Pomona
and the Pomona Fairplex.

With Sincere Appreciation,
Joseph Fan




“Always try our best to let you see the difference
and continue our dedication for exemplary service for

you and your business.”

{ Chria Clhang — Choe Puidint

We know the Art of Hospitality

We strongly believe that the knowledge of specialists is the best

insurance. We will not only be your insurance brokers but also your

entrusted partners in understanding your specific and unique
insurance needs and risks.

Team with expertise, dependability, fast response, and
comprehensive resources for Hospitality.
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%%%%%Eﬁ GROSSI AT

INSURANCE, INC.

1333 Westwood Blvd.
Los Angeles, CA 90024

Phone: 310.866.6009
909.267.8810
Fax: 310.235.0443

Email: chris_chang@grosslight.com
sean_chang@grosslight.com
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