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IHG is an industry leaderin the global hotel market.
With a portfolio of award-winning brands combined with
best-in-class systems, IHG can help you maximize your
growth potential.

Contact our Development Team for
more information,

1.866.933.8356
IHG.com/development
development@IHG.com
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President of THMASC
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JE ke B & #FR : 11-18-2015 EHR =
JE 3% & 36,25 (Location):
BEEAS M G L& AL M F R - B RGBS T o
Culture Center of Taipei Economic and Cultural Office in Los Angele
Kot © 9443 Telstar Ave. El Monte, CA 91731, U.S.A.
FA8: 2016 FHo M| JE #bZE 693% F B AF 3/ 2016 Hospitality Real Estate Investment Strategy
% B 573t €/ EDUCATIONAL TRACK
® 09:30 AM — Check in & Social
® 10:15 AM (In English 3235 ) 248 ¥ 7k 5 69 DL B 4L 9 3t
e 11:00AM (In English 3t3% ) #7 % & ¢4 fic& R 47/ Legal Updates and Lawsuits Alerts
1% & #38/INVESTMENT TRACK
e 1:15PM 15 A+ 5 #7145 4#) &9 #§ 7 / The latest on Credit Card Regulations

T B3 1% B -F- Alliance Bankcard Services

e 1:30PM (In English and Chinese ¥ 3% %) 2016 F#4EE i R Y

2016 Hospitality Real Estate Forecast
e 2:30pm ( In Chinese J %)

Uncovering the upside potential of your next hotel investment

2016 #4EE A YR EA Rk (Part | & 2) A4 Wik 4B E » B R4 Ll hE?
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The Hotel Indigo Anaheim received the IHG® (InterContinental Hotels Group) 2015 Newcomer Award
as one of the best properties to join the IHG system within the last year as a conversion property and the
[HG® (InterContinental Hotels Group) 2015 IHG Club Rewards Excellence Award based on overall
guest satisfaction obtained from guest surveys and by providing outstanding experiences for 1HG
Rewards Club members during stays at its hotel. As one of the only few hotels selected for these awards,
the Hotel Indigo Anaheim had to meet the highest standards of quality and customer service.

“Based in large part on feedback directly from our most loyal guests, the Hotel Indigo Anaheim was
selected as an outstanding example of the service our hotels put forth to ensure IHG maintains strong
brands and outstanding guest experiences, and IHG Reward Club members are consistently valued and
recognized,” said Elie W. Maalouf, Chief Executive Officer - the Americas, IHG.

[n addition, Cleofe Saruca from the Hotel Indigo Anaheim has received the IHG® (InterContinental
Hotels Group) 2015 Best of the Best Front Desk/Guest Service Manager Award. Of more than 350,000
employees, the Best of the Best designations are comprised of an elite group of only 67 winners from the
Americas. Winners were selected based on performance that goes above and beyond normal job
responsibilities, by providing outstanding and unique service to the property, to the guests and to the
community,
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Brighton Management recently won two very important and significant awards

oliday Inn Oceanside and Geoffrey won two very very important awards this year, it was announced
st week during 2015 IHG Americas Owners Conference in San Francisco:

1. The Kemmons Wilson Spirit of Family Award (aka “The Kimmie Award!) This is the highest
honor in IHG. Kemmons Wilson Spirit of Family Award (“Kemmie”), a cherished award among
Holiday Inn brand family hotels. The award, named for the brand’s founder, is awarded
annually to one Holiday Inn property and one Holiday Inn Express property in the Americas
considered to best exemplify the brand values as demonstrated toward guests, employees and
their community. In order to be considered for the Kemmie award, a property must first be
selected to receive the Torchbearer Award — IHG’s most prestigious award.

The Kemmons Wilson Spirit of Family Award is a bronze likeness of the brand’s founder
embracing the original Great Sign, the symbal he created to be a beacon of true hospitality. His
pose reflects the comfortable, familial pride he felt for each hotel, employee, guest and

community he so gladly served. The Kemmie will be on permanent display 2

t the resort.

2. IHG Torchbearer Award, the highest honored bestowed by the InterContinzntal Hotels Grou
for service and performance excellence. The Torchbearer Award is ziven "o hotels that have
achieved the highest level of excellence in all aspects of operation — from quality to custom:

satisfaction. Created to honor the best of the best, as measured by our guests, this av
presented to hotels that raise the bar even further. These outstanding not
_ and represent the highest achievement in quality and service.

v our torch’
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Taiwan Hotel & Motel Association of Southern California

THYHE
Membership Application Form

¥ B# 4% Applicant’ s Name

(%) Name
Address Tel:
Fax:

AA\xaE [P HmAed OPFoABRETH
L&

TREK

(] $100 7o 50 34 o2 F +3k £ 38 3

[ $150 7t 51~99 F 4 +a% 4 38 3

(] $200 7 100 ¥4 2 E +3% 4% 38 3R

(1 $200 7o o & & A (2 3) ) Hak 4 3 3

[ $150 7o % A & A (18 A )+ak i 30
Gl 7t

WAE & 2 8 4 #% Company/Hotel Name

i d Name
Address Tel

Fax
A A B

X F%M:T.LMAS.C
# %:1045 E. Valley Blvd #A212 Tel:626-280-2207
San Gabriel, CA 91776 Fax:626-280-2243

AWM AARE
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TAIWAN HOTEL & MOTEL ASSOCIATION OF SOUTHERN CALIFORNIA

TREEIE MR 1R B &

HOTEL & MOTEL NEWSLETTER MONTHLY ADVERTISING RATE
fﬁiﬁ, (Color) $2,000.00 ﬁﬂaﬁfﬁfmﬁiﬁﬁi $1,500.00
Bus O (Color) $1,800.00 éf:cljifff irﬁﬁiﬁfﬁg $1,000.00
i;,iﬁﬁf i (Color) | $1,500.00 ;%ﬂfff ;ﬁgiﬁﬁi $1,000.00
ﬁiﬁﬁim (Color) | $1,500.00 iﬂaﬁf’fiﬁﬁiﬁﬁi $1,000.00
ia?jgiifiﬁgi $300.00 ;%iifff? ﬁﬁf{ﬁ‘f $250.00
f‘si?epoqthﬁeifi;_{al(?gge $250.00 ;%Effff? Pﬁfﬁ:ﬁ $200.00

A EE R TE— KA -

MR REITIEAR  FE BRI B A RS
Taiwan Hotel-Motel Association of Southern California
1045 E. Valley Blvd. #A212, San Gabriel, CA 91776

Tel: 626-280-2207 «  FAX: 626-280-2243

II.llll.ll.lllllI.IIIIIIII-.IDIIIIIIIlIlll.ll.'l'll.l.l.ll.ll..ll‘...l'lllll.ll

ADVERTISING ORDER
COMPANY:
NAME:
ADDRESS: . TEL:

FAX:

ADVERTISER HEREBY JOINTLY AND SERVERALLY AGREES TO PLACE
ADVERTISEMENT IN HOTEL & MOTEL NEWSLETTER AS FOLLOWS:
QUANTITY , DESCRIPTION AMOUNT

PAYMENT IS DUE UPON SIGNING OF THIS CONTRACT.
PLEASE MAKE CHECK PAYABLE TO: TH.M.A.S.C.
Mail to: 1045 E. Valley Blvd. A212, San Gabriel, CA 91776
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Marriott’s deal for Starwood a sign of things to come

Leverage with OTAs and a counter against alternative lodging are

both plausible outcomes of this mega deal

By David Eisen

BUYSJ
starwood

Hotels and
Resorts

National Report — In the end, it was Marriott
International holding the prize. The Bethesda, Md.-based
hotel operator, owner of 19 brands, had prevailed in
what amounted to a two-horse race with Hyatt Hotels
Corp. to acquire Starwood Hotels & Resorts Worldwide,
its 11 brands, management contracts and real estate
holdings for $12.2 billion. The deal is expected to close
next year.

When consummated, the combination will create the
world’s largest hotel company, with more than 1 million
rooms and powerful product across all chain segments,
from luxury (St. Regis, Ritz-Carlton) to select service
(Aloft, Courtyard).

One thing is certain in this case: bigger is, in fact,
better. Arne Sorenson, Marriott CEQ, said as much after
the deal was officially announced. “We thought,
strategically, we could drive better value and compete
better by being bigger.”

It also puts online travel agencies and home-sharing
sites on notice. “This is a transformative deal for
Marriott and the industry,” said Michael Bellisario, VP
at financial services firm Robert W. Baird & Co. “It
better positions Marriott to compete against the other
major global brands as well as the new alternative
lodging companies, such as Airbnb, that are impacting
the competitive landscape of the hotel industry today.”




A Shot across the bow

Scale has its benefits. Larger hotel companies are able
to negotiate better fees with OTAs, such as behemoths
Expedia and Priceline. Meanwhile, as the Airbnbs of the
world eat into market share, hotel companies are
compelled to enlarge their global footprints as a defense.

In order to do this, and in lieu of growing organically,
which takes time, hotel companies are considering M&A
as a growth vehicle. Why build when you can buy?

“Marriott made a very smart acquisition,” said Leland
Pillsbury, former Marriott executive, now chairman of
Thayer Lodging Group, a Brookfield Company. “This
gives them much more leverage dealing with the OTAs
and other travel intermediaries, enhances their rewards
program with travelers and gives them new growth
platforms.”

According to Phocuswright, OTAs last year were
responsible for about 17 percent of all hotel bookings,
and their commission structures range anywhere from 10
percent to 25 percent—the larger hotel brands
establishing more equitable rates.

Specific to OTAs, Sorenson said implicitly that the
deal allows Marriott more leverage. “It gives us more
relevance in negotiations. It’s useful in getting good
terms,” he said.

The deal also gives Marriott added global stretch. “We
have been in the business for a long time, but Starwood
is more global than Marriott is,” Sorenson, who will lead
the combined company, told CNBC. “It’s a good thing
that we will have more sources [of growth] from around
the world.

Tale of the tape: Marriott/Starwood merger
COMBINED MARRIOTT STARWOOD
Sale price: $12.2 billion 19 brands 11 brands
Total brands: 30 4,364 properties 1.271 hotels
Total hotels: 5,635 749,990 rooms 362,623 rooms
Total rcoms: More than 1.1 mition Pipeline: 1,591 hotels, Fipeline: 510 hotels,
260,000 rcoms 113,000 rooms
Marrioit Rewards members: 54 million SPG members: 21 million

IR RE g T

“[Starwood] has done a nice job in China. They are a
bit bigger in number of hotels and percentage. But the
deal is not principally China focused. It’s also about the
power of putting Marriott Rewards and Starwood
Preferred Guest together—about cheaper costs in
reservations and other systems.”

Consolidation Continuance

Will contraction within the hotel industry continue?
For its part, Marriott, even before the Starwood deal,
had pursued this path, putting together a band of
smaller deals.

In 2012, Marriott acquired the Gaylord Hotels brand
for $210 million. At the time of the deal, Adam
McGaughy, managing director at Jones Lang LaSalle
Hotels, had this to say: “Consolidation has not
happened in a while; however, if revenue per available
room continues to grow, this trend will increase in the
future.”

In January of this year, Marriott struck again,
acquiring Canada’s Delta Hotels & Resorts for $130
million. And last year it finalized the deal for Africa’s
Protea Hospitality Group.

Meanwhile, other hotel companies followed suit.
Also this year, IHG acquired Kimpton for $430 million.
And France’s AccorHotels is reportedly in talks to
acquire Canada’s FRHI, whose brands include
Fairmont, Raffles and Swisshotel.

In the meantime, Marriott is putting more space
between itself and competitors. “Marriott is distancing
itself from Hilton and InterContinental and all the other
major global brands,” Baird’s Bellisario said. “One has
to think if Marriott didn’t buy Starwood, maybe one of
the other big players would have, and that would have
put Marriott at a disadvantage.”
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2. FNEBRIR

Marriott International will buy Starwood Hotels &
Resorts Worldwide in a cash and stock deal valued at
$12.2 billion to create the world's largest hotel chain.

BRERGEBRSIRD A SR EEER
B WHERIER 122 (8277 R 2%
AL 5T ERAGIBISEHER -

Starwood shareholders will receive 0.92 shares of
Marriott Class A common stock and $2 in cash for each
Starwood share held, the companies said Monday.

EEZREATH  SERREFOE B 8
WEIREL 0.92 RESH) A RSB (Class A
common stock ) ) 2 ZETTHIRSE -

The offer translates into $72.08 per share for Starwood,
a discount of about 4 percent to the stock's Friday close.

RIBEBNBLX  EXRSREBNR
72.08 27T - AR RAMBRET 4%60173E - R
BEERORESINEIZAR 7.8 FETTHIETIMK
BB B T EEEEDIEHSMEES)
TS AR SE B30 275 E1 Interval Leisure EEENS
A o

The deal is expected to close in mid-2016, the
companies said.
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MARRIOTT INTERNATIONAL TO ACQUIRE
STARWOOD HOTELS & RESORTS WORLDWIDE,
CREATING THE WORLD’S LARGEST HOTEL
COMPANY

Bethesda, MD, and Stamford, CT, November 16, 2015
— Marriott International, Inc. (NASDAQ: MAR) and
Starwood Hotels & Resorts Worldwide, Inc. (NYSE:
HOT) announced today that the boards of directors of
both companies have unanimously approved a definitive
merger agreement under which the companies will create
the world’s largest hotel company. The transaction
combines Starwood’s leading lifestyle brands and
international footprint with Marriott’s strong presence in
the luxury and select-service tiers, as well as the
convention and resort segment, creating a more




comprehensive portfolio. The merged company will offer
broader choice for guests, greater opportunities for
associates and should unlock additional value for
Marriott and Starwood shareholders. Combined, the
companies operate or franchise more than 5,500 hotels
with 1.1 million rooms worldwide. The combined
company’s pro forma fee revenue for the 12 months
ended September 30, 2015 totals over $2.7 billion.

Transaction Highlights and Strategic Benefits

Summary of Transaction: Under the terms of the
agreement, at closing, Starwoodsharcholders will receive
0.92 shares of Marriott International, Inc. Class
Acommon stock and $2.00 in cash for each share of
Starwood common stock. On a pro forma basis, Starwood
shareholders wouldown approximately 37 percent of the
combined company’s common stock after completion of
the merger using fully diluted share counts as of
September 30, 2015. Total consideration to be paid by
Marriott totals $12.2 billion consisting of $11.9 billion of
Marriott International stock, based on the 20-day VWAP
(volume weighted average price) of Marriott stock ending
on November 13, 2015, and $340 million of cash, based
on approximately 170 million fully diluted Starwood
shares outstanding at September 30, 2015. Based on
Marriott’s 20-day VWAP ending November 13, 2015, the
merger transaction has a current value of $72.08 per
Starwood share, including the $2 cash per share
consideration. Starwood shareholders will separately
receive consideration from the spin-off of the Starwood
timeshare business and subsequent merger with Interval
Leisure Group, which has an estimated value of
approximately $1.3 billion to Starwood shareholders or
approximately $7.80 per Starwood share, based on the
20-day VWAP of Interval Leisure Group stock ending
November 13, 2015. The timeshare transaction should
close prior to the Marriott-Starwood merger closing.

Total Estimated Value to Starwood Shareholders

Share Price of Marriott International, Inc.
$70.08*

y el

Cash Consideration Per Share
$2.00

Value of Vistana Disposition
$7.80%*

Total Value
$79.88

*Marriott 20-day VWAP ending November 13, 2015,
calculated at 0.92 of $76.17

**Baged on ILG 20-day VWAP ending November 13,
2015. Excludes $132M of cash consideration and
reimbursement from ILG to Starwood

After adjusting for the value of consideration to be
separately received by Starwoodshareholders in the
Vistana transaction, the merger consideration represents
apremium of approximately 6 percent over the Starwood
stock price using the 20-day VWAP ending November
13, 2015 and a premium of approximately 19
percentusing the 20-day VWAP ending October 26, 2015
(prior to recent acquisitionrumors).

Arne Sorenson, President and Chief Executive Officer
of Marriott International, said: “The driving force behind
this transaction is growth. This is an opportunity to create
valueby combining the distribution and strengths of
Marriott and Starwood, enhancing our competitiveness in
a quickly evolving marketplace. This greater scale should
offer a wider choice of brands to consumers, improve
economics to owners and franchisees, increase unit
growth and enhance long-term value to shareholders.
Today is the start of an incredible journey for our two
companies. We expect to benefit from the best talent from
both companies as we position ourselves forthe future. I
know we’ll do great things together as The World’s
Favorite Travel Company.”
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J.W. Marriott, Jr., Executive Chairman and Chairman
of the Board of Marriott International, said: “We have
competed with Starwood for decades and we have also
admired them. I'm excited wewill add great new hotels to
our system and for the incredible opportunitiesfor
Starwood and Marriott associates. I'm delighted to
welcome Starwood to theMarriott family.”

Bruce Duncan, Chairman of the Board of Directors of
Starwood Hotels & Resorts Worldwide,said: “During our
comprehensive review of strategic and financial
alternatives, it was clear that our talented people,
world-class brands, global leadership and spirit of
innovation were much admired and key drivers of our
value. Our board concluded that acombination with
Marriott provides the greatest long-term value for our
shareholders and the strongest and most certain path
forward for our company. Starwood shareholders will
benefit from ownership in one of the world’s most
respected companies, with vast growth potential further
enhanced by cost synergies. Starwood’s shareholders will
also receive the value of the previously announced sale of
our vacation ownership business to Interval Leisure
Group, which is not part of this transaction.”

Adam Aron, Starwood Hotels & Resorts Worldwide
Chief Executive Officer on an interimbasis, said: “We are
excited to play a vital role in the creation of the biggest
and best hotel company in the world with tremendous
upside potential. The combination of our two companies
brings together the best in innovation, culture and
execution. Our guests and customers will benefit from
somany more options across 30 hotel brands, while our
hotel owners and franchisees will derive value from our
combined global platform and efficiencies. We are also
delighted thatour
opportunities as part of a larger organization that is

associates will have expanded

consistently recognized as one of the best companies to
work for in the world.”
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One-time transaction costs for the merger are expected
to total approximately $100 to $150 million. Transition
costs are expected to be incurred over the next two years.
They cannot be estimated at this time, but are expected to
be meaningful,

Marriott will assume Starwood’s recourse debt at the
closing of the transaction. Marriott remains committed to
maintaining an investmentgrade credit rating and to
continue managing the balance sheet prudently after the
merger. Marriott expects to maintain our 3.0x to 3.25x
adjusted debt to adjusted EBITDAR target.

Ame Sorenson will remain President and Chief
Executive Officer of Marriott International following the
merger and Marriott’s headquarters will remain in
Bethesda, Maryland. Marriott’s Board of Directors
following the closing will increase from 11 to 14
members with the expected addition of three members of
the Starwood Board of Directors.

The transaction is subject to Marriott International and
Starwood Hotels & Resorts Worldwide shareholder
approvals, completion of Starwood’s planned disposition
of its timeshare business, regulatory approvals and the
satisfaction of other customary closing conditions.
Assuming receipt of the necessary approvals, the parties
expect the transaction to close in mid-2016.




Investment conference

At NATHIC, FDI into hospitality put under the microscope

By David Eisen

MIAMI — Cross-border investment into North
America was a central theme of the 2015 North America
Tourism & Hospitality Investment Conference at the
Fontainebleau Miami Beach, and one thing is certain:
Investors and developers are at the ready.

Foreign direct investment (FDI) into hotels, in the
Americas, hit $4.2 billion in the first half of 2015, and
the trend toward more transactions and development is
unceasing.

Barry Johnson, the founding executive of SelectUSA
and now a principal of 32 Advisors, delivered NATHIC’s
opening keynote address. In it, he referred to FDI as a
“full-contact sport,” with cross-border investment acting
as an accelerant to boosting a local market economy.

In regard to hospitality, Johnson noted that FDI is as
much an investment as it is an export. “When a Japanese
investor comes and invests in hotels, there is a line to
tourism,” he said.

Johnson acted as a voice of FDI; a panel of global
developers and brands discussed what’s going on from
the inside. One of which, Derek Cheung, the CEO of
New Century Asset Management, a China-based REIT,
said he is actively searching for deals in North America,
specifically via acquisition. “We want to extend our
network in North America, where, unlike Europe, we
aren’t as strong,” he said.

One of the larger FDI deals in recent times is Anbang
Insurance’s nearly $2-billion buy of the Waldorf Astoria
from Hilton Worldwide. As Matt Sparks, SVP of luxury
and corporate development at Hilton Worldwide, said,
“It allowed us to reinvest proceeds from the sale toward
other real estate.”

This is one example of how FDI is a pure benefit for
both the buyer and seller. “The deal freed up capital for
Hilton,” said Johnson. “The Waldorf is not being taken
to China.”

Meanwhile, discussion turned to any drawbacks from
FDI. Brian McGowan, EVP and COO of the Metro
Atlanta Chamber of Commerce, had trouble finding
fault in any portion of FDI. “It’s an injection of capital,”
he said.

Representing one of the biggest forces in global FDI
was Wanda Hotels & Resorts’ deputy general managet,
Eddy Tiftik. China-based Wanda owns and operates
hotels, and has a reputation for being able to
consummate deals more easily due to its cash-rich
position. “I won’t deny it,” Tiftik said, “but I may need
to. Our reputation is all over investment around the
world, buying what we can. But we are not walking
around with bags full of money.”

Wanda, in recent times, has changed its strategy from
being a pure owner to an operator and competing on the
global stage with the likes of Marriott and Hilton, to
name two. It has around 100 hotels open now and its
own brand, Vista.
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North America: In Their Sights

Hilton’s Sparks parsed North America. “North
America has had a good run over last few years,” he
said. “The change in government in Mexico has been a
stimulus and given a reason for investors to look again.
Meanwhile, Canada reflects a toned-downed version of
the U.S. Canada historically has been more stable, but
doesn’t see the big run ups and lows magnified.

“Our goal is to have product where customers want to
go. Having product there is important to guests and to
strategy. It is not as much about a return.”

Cheung is concentrated on the U.S. as an investment
vehicle, calling it more mature than Canada, for
example.

In regard to Wanda, Tiftik said they can create the
destination. “We are not scared about entering any
market,” he said. Wanda has recently done deals in
Chicago and New York.

Specific to the U.S., McGowan said Atlanta is now
working to become a true global city, whose true
competitors aren’t just neighboring cities and states, but
global gateway cities in other countries. It’s transformed
itself by improving its airport and adding cultural
attractions, such as museums. “It’s meant to signal to the
global community that Atlanta is a smart, safe place to
invest,” he said. “We don’t necessarily see Charlotte as a
competitor. We see global cities like Beijing and
Shanghai as competitors. The global city is truly
connected and welcoming to international visitors and
investors.”

In regard to how deals are getting done, Sparks said
that buying an asset is a simpler equation than building
new. “Clearly, buying is less risky,” he said. “The minute
you put a shovel in the ground, there could be problems.
And during that [build] period, there’s no income. If you
buy, right away there is.”

NA Investing: The How, where and why

In every cycle, there is the question of whether it’s

IR BE -8

the right time to buy, build sell or hold. Many times,
these questions are answered as a result of where
supply and demand sits.

A panel of brokers, developers and consultants looked
to give more definitive answers,

Peter Nichols of brokerage firm Marcus & Millichap
said now is the time to step back and evaluate assets in
order to make a determination of where the market is
going. “If there are legs,” he said, “hold—or
recapitalize to take advantage of the new cycle.”

Ravi Patel of Hawkeye Hotels was more wary of
restructuring the debt/equity mix. “If you decide to
recapitalize by refinancing, you can get boxed in,” he
said. For him, and his Towa-based hotel company,
which owns and operates, “If there is a good
opportunity to sell, that’s the direction I’1l go, but only
if you know what you are going to do with the cash that
comes in from it.”

Gerry Chase of New Castle Hotels said it is a good
time to do it all. Chase said he is more likely to part
with mature assets in locations that aren’t growing. “If
this is the peak, you don’t want to wait until the actual
peak, because then it goes down. If close to it, time to
sell.”

Chase said his buy opportunities are in urban areas
where there are underperforming assets.

HM | Meri Greene

An opening panel at NATHIC looked at FDI in North
America. From left: 32 Advisors’ Barry Johnson, New
Derek Cheung, Atlanta Chamber of
Commerce’s Brian McGowan, Wanda Hotels and
Resorts’ Eddy Tiftik and Hilton Worldwide’s Matt
Sparks.

Century’s

HM | Meri Greene

A panel led by Mike Cahill of HREC (far left)
discussed buy and sell opportunities in North America.
He was joined on stage by Hawkeye Hotels’ Ravi Patel,
Marcus & Millichap’s Peter Nichols, RCI’s Ricardo
Montaudon, New Castle’s Gerry Chase and HVS’ John
Lancet.
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1. BffI8EERE¥ 0 - BAEEE @ HREEIBNEHE
BENRANBE & - BAIRTERLENE
= "ABBEEREIRE - WERRBSAR
HERZIRERGEVARTS -

We practice teamwork and treat each other with the
same respect we afford our family and best guests. We
adhere to Mr. Marriott’s belief that "If we take care of
each other , we will be able to take better care of our
guests."

2. H#if5s - EERORIIR - DIFRIRE ARETBARY
RERMREZNRE - HEARRLEFMNIE
BUREE - ISR ERETE -

Genuine care and comfort of our guests to ensure their

return is our highest mission . Display genuine and

enthusiastic interest in the guest, and always pay
complete attention,

3 ZRUA - BBIESHEA - USMEEIE
NBTROEERSARY - BTEMEANS
FRETL - BLBESOSE - BREHE
BRI i3S -

Smile and greet every guest. Speak to the guest in a
warm, friendly and courteous manner, Use their name as
often as possible. Always use appropriate vocabulary.
Avoid slang and hotel jargon.

4. RS AR - RUMEEARBR - Sibf
ERAER < RI¥NBISE B N REBH TR -

Thank the guest for their business and bid them a fond
farewell. Make their last impression of the hotel warm
and positive.
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5. RAMHBANTEE  BEksS - 8M"x&
FE"WRA BLS AR - REAWE » M
IRIRESROE RIS - ST ASHESN -

Anticipate guest needs and be flexible In responding to

them. Practice "Proactive Hospitality". Pick up on

non-verbal cues to initiate personalized service and
delight all guests.

6. ARSI TIFrEA T W55 - SN0 TIEFEN
PRE1EEIRIE -

Be knowledgeable about your job. Attend all training
courses required for your position.

7. HIRBREIE AR - B ERERIEE
c EALEARNER - £ECENSHEAEND
BREEANEL - RRREREFRERIEE AR
aff » EREOBOME -

Any associate who receives a guest complaint "Owns"
Use the L.E.A.R.N. process to do
everything in your power to never lose a guest. Follow

the complaint.

guest response procedures to ensure that the guest is
delighted.

8. BURPEHERIERBNEESANELS - &
BALBIS RS ZIRER6AVARTS

It’s everyone’s responsibility to learn and honor our
guests’ preferences so we can personalize their stay.

9. (HUBABWERREVARERARE » 8B
BiEE ERIRES -
It is the responsibility of every associate to report

defects in the hotel, including shortages of equipment and
supplies.
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10. —#AHATEREE - EBURASENE
t - FREICEIRTER - BERENRE -

Uncompromising standards of cleanliness are

everyone’s responsibility. Clean as you go. Both the Front
of the House and the "Heart of the House".

1. BPIBE—ROLTERE - i BRAREE
NREAS - EHRERBISFRTKE - FDHE
FAT - 2EREERIRA - MISROEER
ERE TRRIRARDE -

This is a great place to work, so please always be an
ambassador of your hotel and company, both in and
outside of work. Avoid negative comments. Never
complain in front of a guest. Express workplace concerns
in a constructive manner.

12. iR SR BIEHEE -

Always recognize repeat guests.

13. #BEMIBRT WES @ BEIFEEHIDEE A
BUREEE - MR ETHRABSEERR - RE
REASI - ERIBHLEUAREL - WREAR
B - BOEBAERS -

Be knowledgeable about hotel information to answer
guest inquiries. Always recommend the hotel’s food and
beverage outlets first. Escort guests rather than pointing
out directions. When this is not possible , take the guest
the first three steps.

14, SETEEEIRE - BHNE - BRER - A2
REDRERERE=Y - MESHEERIER
B - EREBRSBIABHHER - WRAKEER
HHRE - BEFEERIKE -




Follow telephone etiquette .Introduce yourself. Always
answer within three rings. Use appropriate greetings .
Always request the guest’s permission to transfer their
call or place them on hold. Eliminate transfers when
possible.

15. BFHIRRESEE  SEMwECHER
F FEALGROER - BEET " BEARN"K
- RIFBEABERRELE -

Follow uniform and appearance standards, including
nametags, appropriate footwear and "The Basics" card.
Personal hygiene is of the utmost importance.

16. EANAENG R - 2HPIREIEHSEIR -
TRERSERFECERAanET - LIFNEa
PRS-

The safety and security of our guests and associates is
a top priority. Know your roles during emergency
situations and be aware of fire and life safety response
processes.
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Practice safe work habits. Abide by all job safety
policies. Immediately report incidents, accidents and
hazards to your supervisor.

18. REFREVBENME - BIRBAGHAN -
BHARE - BIRZSRENMISTEISMRMNER
i o

Protect and care for the assets of the hotel. Use our
resources wisely. Eliminate waste . Ensure proper

maintenance and repair of hotel property and equipment.

19. ITERABSHFABEIPNER - IREEMEHR
BEAEMNERIEE - BIFFEAEIRSE
25 BA - BARSREENESHNLIR -

Know the goals of your department. It is your
responsibility to share your ideas, Suggestions and
energies to continuously improve sales, profit, guest
satisfaction, and associate morale.

20. {RSEIABISIRENEE - BIRAERES
ANRE - WELEF - EERSEIT - BEWNQLL
RIFTBUS AR 2" -

You are empowered and trusted to handle guest needs
and problems to the best of your ability. Seek assistance ,
if needed. Think of creative ways to say "Yes".
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Why Is Upselling Important?

7S o 358

How Can Hotels Improve Revenue Directly from the
Front Desk?

The importance of upselling at the front desk has
increased over recent years due in large part to the
changing methods of booking rooms. A well-managed
upselling program can benefit all parties involved if
done correctly.

The importance of upselling at the front desk has
increased over recent years due in large part to the
changing methods of booking rooms. The popularity of
reserving rooms online from a third-party travel site, the
property’s website, or packaged with a flight and/or
rental car means that the front desk agent’s reception is
often the first person-to-person interaction that guests
experience. This trend gives the front desk agent the
opportunity to become a member of the sales
department by selling upgrades (upselling) to guests
upon arrival. Upselling allows a property to maximize
revenue from its occupancy and increase the ADR, or

average daily rate.

The act of selling upgrades can benefit the property,
the front desk agent, and the guest if there is a quality
system in place. The benefits for the property include
higher guest satisfaction and higher revenue/ADR.
Proactively upselling can make a big impression on the
bottom line, no matter the size of the property. For
example, not

up ce\ind

too long ago, a smaller, high-end, boutique property in
the mid-Atlantic region, with less than 150 rooms
implemented a new upselling program in 2007, and its
upsell revenue jumped from $20,000 in 2006 to
$120,000 in 2007. The following years’ upselling
revenue increased significantly as well: to $145,000 in
2008, $190,000 in 2009, and more than $200,000 in
2010. The hotel paid for training and provided agents
with upselling incentives; and even with such
expenditures accounted for, the property increased
profits by $168,000 over the previous year.

The front desk agent has the opportunity to profit
from an upselling program through a commission-based
incentive program. For example, an effective incentive
program that has been implemented at a number of
properties (ranging from full-service luxury resorts to
boutique and urban corporate properties) offers 5% of
the upgrade amount; and thus the difference between
the rate booked and the new (upsold) amount is added
as a bonus to the agent’s paycheck after the guest has
checked out. For example, if a guest makes a
three-night reservation at $115/night, and the front desk
agent sells an upgrade to the guest increasing the rate to
$145/might, the front desk agent’s commission would be
$4.50 (5% of $90) and the hotel would gain $85.50

from the increase in rate.
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Team and individual selling goals are also
opportunities for a property to motivate front desk
agents to upsell proactively. If the team, for example,
achieves its monthly goal for upsells, the incentive
percentage can be increased to 10% and paid
retroactively. In 2010, at the small mid-Atlantic hotel
referenced above, an agent had an annual upsell total
just short of $45,000; because her team made the
monthly goals each quarter and so achieved the 10%
bonus bracket, the agent earned an additional $4,500 for
the year. This kind of financial reward can be extremely
motivating for staff. In this instance, the hotel realized
an additional $40,000. It should also be noted that guest
satisfaction surveys were higher that year than in
previous years — an all-around win!

Recognition-based rewards are also great tools to
incorporate into an upselling program. Honoring staff
for the most upsells, highest dollar average of upsells,
and highest monetary amount of upsells can be
recognized with cash bonuses, plaques, prime parking
spaces, gift cards, or even lunch with the General
Manager.

An incentive for converting a “walk-in" reservation
is also an opportunity to consider. This type of selling
may warrant a slightly larger commission percentage
because there is a different level of skill and effort
needed from the front desk agent. In these situations, an
8% to 10%
appropriate.

“commission” may very well be

As you can see, upselling is a win/win/win scenario
for the property, front desk agent, and guest -- if done

correctly.

How Can Our Hotel Upsell Properly?
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Best Practices for Implementing an Upselling
Philosophy

One of the most common mistakes the front office
staff can make when implementing an upsell program is
to establish “higher revenues” as the ultimate goal.
That’s when a guest’s experience is almost always
diminished. Instead, the focus must be placed on the
guest and his/her comfort. When the agent is trained
and incentivized to enhance the guest’s experience, the
upsell progresses naturally.




Again, as the front desk staff is quite often the
guest’s first contact with the hotel, it’s critical that the
front desk agent “consult” the guest about the hotel —
topics such as comfortable accommodations,
appropriate packages, or guest room types, etc. Most
frequent travelers report that front desk agents rarely
make an effort to recommend any accommodation other
than the one booked. On the rare occasion that an agent
does make a recommendation, quite often the effort is a
transparent attempt to “get more money” from the
guest. There is no connection to the recommendation
and the guest’s needs. This approach can be very
off-putting. The first step to successful upselling is a
shift in focus and presentation; a keen awareness of the
guest and sincerity regarding what that guest may
require for comfort and satisfaction need to be the

primary concern.

Agents must learn to recognize and anticipate the
needs of the guests as well as have the proper product
knowledge to make an educated suggestion of a more
comfortable room option. For example, if someone is
traveling with children and has booked a standard room,
the agent could point out that the guest may be more
comfortable being in a room type with a separate area,
so that the parents aren’t required to have an 8:30 bed
time. Or perhaps someone staying for an extended
amount of time would find value in a room that has
more space. Oftentimes, guests don’t fully understand
the full range of room-type options that are available,
and the situation should be approached in an
informative and helpful manner, and never with a
disparaging tone or remark about the currently reserved
room. Again, the goal is to maximize the guest’s

experience.
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How Do We Measure Our Front Desk Upselling
Success?

Once an upselling program is implemented, it is
critical to also commit to a tracking system that
measures the results and impact and provides an
accurate incentive payout. The tracking systems will
vary among properties due to the different PMS in
place, but there are aspects that should be universal. The
system should be smooth and easy to process by the
front desk agent. Incentives should be paid out after the
guest has checked out and his/her payment has been
received. The number of upsells, the average amount of
upsells, and the total amount of upsells should be
tracked on an individual and team basis.

A full-service resort on the west coast of Florida
tracks its upsells in this manner:

The agent leaves the original reservation room type
on the reservation but adds an “upgrade” charge for the
amount, let’s say $20;

The agent makes a screen print of the reservation
and highlights the upgrade amount, number of days,
date, and initials (ID);

The agent gives the printout to the Front Desk
Manager, who verifies the information;

The Front Desk Manager gives the reports to the
payroll department, which applies it to the paycheck of

the agent after the guest has departed and paid his/her
bill;
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Accounting also creates the upselling statistics
reports for individuals and teams.

How Can HVS Train Your Staff to Upsell?

Historically, front desk agents have been viewed as
the “front line” at a property. They handle guest
requests, complaints, maneuvering through oversold
dates, delivering promises made by group sales
managers, etc. Consequently, when staffing the desk,
management has looked for individuals with qualities
such as diplomacy, confidence, charisma, and, quite
often, nerves of steel.

While these traits still serve an agent well, the
changing landscape of reservation-making has created
the need for a new skill set for the front desk agent — the
ability to sell effectively. Agents need to be trained
properly on how to qualify the guest, use appropriate
verbiage, assess availability, identify appropriate
packages or promotions, and quote pricing. Upselling
can seem daunting, but the rewards are indisputable —
happier guests (translating to a higher repeat ratio),
higher revenues, and better compensation for the agent.

A well-managed upselling program can benefit all
parties involved if done correctly. To stay competitive,
it is necessary that a property be able to adapt to the
changes in the hospitality industry. There is a delicate
balance between good customer service and quality
sales that, if done properly, could amount to great
success for an upselling program. Proper training and
an energized front desk team will create the right
atmosphere for a
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productive upselling program with a great return on
investment. HVS’s expert staff can help you create a
customized program for your property, provide sales
and customer service training for the frontline staff, and
help you implement a tracking and rewards systems for
the program. HVS Sales & Marketing Services can also
help you instill a philosophy of upselling through
personal training, webinars, tutorials, and more. For
more information, please contact Leora Lanz at
llanz@hvs.com.

HVS Sales & Marketing Services would also like to
acknowledge Miss Lacey Hagen for her enthusiasm,
attitude, and contributions to this article. Lacey is a
Graduate Assistant at Temple University pursuing a
Master's Degree in Tourism and Hospitality
Management. She has a Bachelor's Degree in Sport
Management from the University of Minnesota. Lacey
has worked at the front desk of the Residence Inn
Minneapolis City Center, as a Social Media Intern for
the Minnesota Timberwolves, and as a Recreation and
Front Desk Intern for the Tradewinds Island Resort on
St. Pete Beach, Florida.
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**#0tfered by NYLIFE Securities, LLC (member FINRA/SIPC, a licensed insurance agency
& B (626) 912-6565
Registered Representative for NYLIFE Securities, LLC. WWW. b ensonl 140 E com

#E A R RIFUL S5 —aahE EEE\’J%%?%E EA E_ﬁrﬁ

gE{E{%ﬁn TENEINSEE - BEAENEERBTIS
7 |3 s

LLOM SR > BUURLBEET”
e RERBREEARBATER -
REEED - WE—EER -

K TR BB R | LR |

E%‘ﬁ %ﬂﬁ{gA%k*ﬁ 17506 Colima Rd, Suite #101 Rowland Heﬁuzgéfg?% L

www.anyhealthinsurance.com ﬂ@nﬂ www.any24hours.com

@© WJ 2013/ YPODO195




B e 0 2l 9% 3EE fIR BB

JOFIREEIRBIERE SR IH oM
SXTERIEF RIS

HIEIREESES Y
2% ; \ .

7 \ ;

DIRETERNATIONAL
Phone 323-268-8886 Fax 323-268-6188
www.vicinn7.com gwang@vicinn7.com
1455 Monterey Pass Rd., Suite 201
Monterey Park, CA 91754
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Royal Electronic Lock & Supply, Inc
1538 E. Lincoln Ave. Anaheim, CA 92805
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SAFLOK LOCK & i
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Locksmith Lincese No.: LC 04215

SAFLOK LOCK
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A\arriott

A World of Opportunity o Nanan
RS

With the most powerful brand portfolio in the world,
Marriott sets the bar for the hospitality industry. Our
relentless focus on innovation and action fuels the Residé-ncé:fﬁhe San Diego North/San Marcos
way we do business. Intuitive, innovative designs O10.BeiCoprichLLC

and thoughtful service touches deliver exceptional ;

customer experiences, while world class

reservations channels and rewards programs
provide strong investment opportunities for our
owners.

With more than 3,800 properties worldwide and
the broadest portfolio in lodging, Marriott is the right
choice for travelers and the right choice for your

next project.

To learn more, visit MarriottDevelopment.com or
call 301-380-6066.

BYLCART et swMarriort.  EDITION

AUTOGRAPH R AC Marriott.
COLLECTION? RENAISSANCE® HOTELS HOTELS & RESORTS
HOTELS HOTELS MARRIOTT
e e FA@LD
COURTYARD® SPRINGHILL SUITES® INN&SUITES®
Marnoft, Aarriott. Aarriott.
Ay N
Residence ‘TownePlace %3
Inn® SUITES®
Marriotl. Marriofi. GAYLORD HOTELS®
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SUPER 8 - Anaheim

HARER

MOTEL
T

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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ATLAS HoSPITALITY GROUP

The Market Leader in California Hotel Sales
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b I AR A F MM 3R R 2R A€ Wilson Wang 32 3

1901 Main Street, Suite 175 ¢  Irvine, CA 92614

Telephone: 919.622.3100 Ext. 4102 ¢  Fax: 919.622.3410 Atl; ] S

74 Web: www.atlashospitality.com Email: wilson@atlashospitality.com HOSPITALITY GROUP




Headquarter

1744 S. Nogales St.
Rowland Hts, CA91748
Tel: 626-820-1099

Fax: 626-820-1399

Irvine

5404-C Walnut Ave.
Irvine, CA 92604
Tel: 949-769-8888
Fax: 949-769-8885

. First General Bank

ISy N 1 A )

Administration Office

1725 S. Nogales St., Suite 100&101
Rowland Hts, CA 91748

Tel: 626-363-8878

Fax: 626-363-8885

Rowland Heights
1744 S. Nogales St.
Rowland Hts, CA91748
Tel: 626-820-1234

Fax: 626-820-1299

WWW.FGBUSA.COM

Arcadia

1127 S. Baldwin Ave.
Arcadia, CA 91007
Tel: 626-461-0288
Fax: 626-461-0299

San Gabriel

801 E. Valley Blvd. #103
San Gabriel, CA91776
Tel: 626-288-9288

Fax: 626-280-1300

% Member FDIC
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RIGHTON MANAGEMENT

[ would like to thank the Taiwanese Hotel and Motel
Association of Southern California on fostering growth
and collaboration among the Taiwanese hotel community
for the past 40 years.

Congratulations on this milestone and best wishes for a
bright future!

Joseph Fan

President

Brighton Management
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Whether you desire world-class cultural
attractions, top-notch dining or a blissful
night of sleep in our Heavenly® Bed,
you’ll find it all here at The Westin
Bonaventure Hotel and Suites.

f

FOR MORE INFORMATION OR TO MAKE A
RESERVATION, VISIT THEBONAVENTURE.COM
OR CALL 213-624-1000

THEWESTIN

BONAVENTURE
HOTEL & SUITES
LOS ANGELES
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Spg* cron-2014 Starwood Hotels & Resorts Worldwide, Tne, All Rights Reserved.,
Starwood Prelerred Guest, SPG, Westin and their logos are the trademarks of Starwoocd
Preferred
Guest

Hotels & Resorts Worldwide, Inc., orits affiliates. For full terms & conditions
visil thekonaventure.com
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ABOUT US

Brighton Management is a leading asset management company with a history of unmatched innovation, service and success for hotels,
apartments and shopping centers throughout the United States. We continuingly set the standards for integrity, quality and consistency
through a “hands-on” style of management. Brighton Management was founded with the purpose of creating properties that not only
exceed budget performance goals, but also surpass the expectations of our clients, We focus on a wide-scope of management services

ranging from property development to revenue optimization.
ging property P P

Brighton Management is a preferred hotel management company for major hotel chains, such as [HG, Marriott, Hilton, Wyndham,
and Starwood. With over twenty years of experience in the hospitality industry, we are always committed to building a strong

rclationship with hotel owners, franchisors, Employees and guests.

Since its inception in 1994, Brighton Management has become one of the most recognizable leaders in the hotel management industry,
with a porlfvliu of over 40 hotels. Brightun Management works c]esely with our clients to provide an engaging and supportive working
environment; we train and evaluate hotel managers, coordinate ownership transitions, and ultimately improve the financial status and

bottom line of all our properties.

O\
Aarriott  ~ < HLTON ~ WYNDHAM |

WORLDWIDE HOTEL GROUP

IH-

InterContinental Hotels Group




Get comfortable®

Our Features

* Daily Complimentary Breakfast

* Complimentary High-Speed
Internet Throughout the Hotel

* Full In-room Kitchens

* Health/Fitness Center

* Full Service Business Center
With Complimentary
Copying / Printing

* 24 Hour Convenience Store

* Complimentary Self-Serve

| Come and Stay at The Staybridge Suites Irvine East/Lake Forest we Laundry

‘are conveniently located near the lIrvine Spectrum, Foothill » Outdoor Swimming Pool
gRanch/Lake Forest, Mission Viejo and Rancho Santa Margarita * Sports Court
‘business communities. The hotel is easily accessible by Highways 5 & * Barbecue Grill

405, the 241 toll road, and we are just 14 miles from Santa
;Ana/Orange County-John Wayne Airport (SNA).

Keep us in mind for your upcoming
Special Event
Our Weekend Rates Starting at: $99!11
Call to reserve your group block,
If you book,10 rooms or more, we will offer you

a complimentary meeting room for you and your
guest to have an exclusive breakfast together!

| *These rates are subject to availability and can be changed at any
| time prior to booking.

For reservations please contact Gloria Wu at 949-302-7708
2 Orchard, Lake Forest, CA 92630 TEL: 949-462-9500




“We always try our best to let you see the
difference and continue our dedication for exemplary
service for you and your business.”

Chris Chang Dumortier - President

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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1333 Westwood Blvd., Los Angeles, CA 90024
Phone: 310-866-6009 & 909-267-8810

www.grosslight.com
License: 0247283
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