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ransaction activity across Canada cooled significantly in 2018.
The transaction volume for the
year was $1.5 billion, well off
the historical peak in 2016 of
$4.1 billion and $2 billion below the total registered in 2017. A notable shift in relation to portfolio transactions
took place in 2018. Portfolio transactions
accounted for more than 40% of trade activity in 2017, whereas hardly any took place
in 2018. A few small portfolios primarily involving mid-scale properties occurred, but
there were no large portfolio acquisitions.
The most significant trade in Canada in
2018 was the sale of the Sheraton Centre in
downtown Montreal.
The cooling of trade activity reflects the
fact that Canada has reached the peak of
the cycle—a large number of the country’s
major assets have traded in the last three
years and are unlikely to trade again in the
near term. The slowdown is also indicative
of the recent reduction in the availability of
Chinese capital, which is what had been
fuelling much of the investment in large
portfolios. Nevertheless, the demand for
assets in the high-barrier core markets of
Vancouver, Toronto, and Montreal remains
strong. Notably, the volume of investment
in Quebec increased significantly in 2018—
Quebec was the only province in the country to post an increase in the average price
per key for the trades that took place. This
is a sign that investors are looking beyond
traditional markets to find acquisitions
with the potential to drive higher yields.
Nationally, however, the average price per
key declined by almost 30% in 2018, which is largely due to a lack of activity in the
upper-upscale and luxury segments of the
market.

of $1.8 billion that the country registered for
the period from 2009 through 2018. Major
urban centres and downtown markets with
high barriers to entry are expected to drive hotel transaction volume in 2019. The
financing environment remains favourable
for the hotel sector, and performance fundamentals remain strong throughout most
markets in the country, which are both positive signs for trade activity. At the same
time, the ongoing weakness in the resource
sector and Canada’s tenuous relationship
with China have the potential to negatively
affect travel and investment, which could
function to slow hotel transaction activity in
2019.

Carrie Russell, Senior Managing Partner
at HVS has provided hospitality consulting
services including appraisals, feasibility and
market studies, and other specialized consulting services including asset management guidance for over 1,000 hotel properties throughout Canada and the United
States. She has authored several articles on
various topics relevant to the industry and
is a highly sought-after speaker, invited to
speak at several conferences on a regular
basis.

Carrie is a graduate of the University of
Victoria, obtaining a Bachelor of Commerce
with Distinction. After graduation and some
time spent gaining valuable hands-on experience in the hotel industry, Carrie joined
HVS as an associate almost 22 years ago.
Carrie has attained designation in both Canada and the United States, having completed the requirements to obtain the AACI
designation from the Appraisal Institute of
Canada and the MAI designation from the
Appraisal Institute in the United States. As
well, Carrie is a member of the Real Estate
Institute of BC (RIBC), the Real Estate CouLooking ahead to 2019, the annual trade ncil of Alberta (RECA), and the International
volume is expected to be near the average Society of Hospitality Consultants (ISHC).
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A D S AT I S M A N A G E M E N T

Business Value in
Property Tax
By Hien Tran

H

otels and motels are almost always valued by income capitalization
approach that takes the property’s stabilized net income and capitalizes it into an estimate of market value. The valuation of hotel and
motel is a highly specialized form of real estate appraisal, requiring
not only a thorough understanding of the many principles and procedures of general appraising, but also an in-depth knowledge of
hotel operations. Valuation of hotels and motels consists of three components: real
property, personal property, and business value. All these unusual characteristics
should be considered during the hotel valuation process in order to derive a supportable estimate of market value.
Besides the real property like the building and land, hostelries require a significant
investment in personal property such as furniture, fixtures, and equipment that have
a relatively short-used life with much higher depreciation rate. Food and beverage
services also complicate the operation and require additional business and managerial talents. The business component of a hotel income stream accounts for the
fact that a lodging facility is labor intensive. Unlike retail, apartment, or office building
where rents are secured in multi-year leases, a hotel experiences a complete turnover in every two to four days. A good will or bad reputation spreads rapidly and can
have an immediate effect on the occupancy. Another facet of the business value is
the benefits that accrue from an association with a recognized franchise or management affiliation.
Removing the business value from the income stream can reduce property tax
significantly. Identifying and quantifying the business value of a lodging facility is an
act. Knowing your assessment values and your rights can ensure the fairest property
values and lighten your property tax burden.

Contact us at 855-388-8282 or 403-483-9888 or email info@adsatismanagement.com
for a free review of your property tax valuation. Customer delight is our top priority.
No property tax saving, no fee.
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S H AW B U S I N E S S

CLOUD-BASED
SYSTEMS LET
HOTELIERS
SLEEP AT
NIGHT

I

t goes without saying that the phone
system is the central nervous system
of any hotel property. From the moment of check-in, it is the connection
point between the guest and any services they might need during their
stay – from concierge to housekeeping to
maintenance. And, of course, in the event of
a medical or other emergency, the phone
system is literally their lifeline.

“One time I received an email from Shaw
saying, ‘your system is back up and running.’
Puzzled, I called them and said our system
wasn’t down. They said, “yes sir, it was, but
your LTE backup came into place, so you
didn’t experience any issues.’ So, the problem was immediately solved before anyone even noticed there was a problem at all.”

Cloud-based managed services deliver
critical functions for hotel operations, enHaving that lifeline suddenly disappear suring that the guest experience is free of
due to a phone system crash is a nightma- any headaches. SmartVoice Hospitality also
re scenario. But thankfully, technology now integrates instant messaging, email and
permits hoteliers to take that off the list of video conferencing functions, while Hotel
Managed WiFi provides seamless, secure
things that keep them up at night.
connectivity for guests and staff alike.
As part of the Shaw Business suite of serAnd on the hotel security front, Smartvices, their SmartVoice Hospitality system
is entirely cloud-based with LTE backup, Surveillance enables remote access to all
making it immensely more reliable than live camera feeds and recorded HD video
old phone technology. Utilizing the exis- in a single portal, and it’s quick and easy
ting telephone cabling and in-room phones, SmartVoice Hospitality connects the
hotel system to their cloud-based platform.
From there, they can constantly monitor
your phone system’s operation and make
any adjustments or improvements and add
new functionality and services seamlessly
on the back end.
“Shaw is the only operator in Canada
that has launched this type of cloud-based
service available specifically to the hospitality industry,” says Rob Myatt, Vice President,
Enterprise, Service Provider & Carrier Solutions for Shaw Business.
SmartVoice Hospitality has been in place
at Calgary’s Hampton Inn & Suites for more
than 18 months. [in a customer testimonial
provided to Shaw Business,] owner Sameer
Mawji says the cloud-based aspect of the
system gives his operation an unprecedented level of reliability.
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to find any footage of interest with motion
search and heat mapping.
For the hotel and hospitality sector, a range of cloud-based, enterprise grade phone,
WiFi and security systems from Shaw Business offer the level of functionality and reliability that are imperative for operations of
any scale.

T
M E T R O WA L L C O V E R I N G S

CREATING EXPERIENCES. NOT JUST SPACES.

Changing Trends
in The Hospitality
Industry
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he decision makers within the economy are
shifting as the millennial
population is on the rise.
Millennials are steadily
growing and are shaping
consumerism trends around the world, including the hospitality industry.
According to research conducted by
Airbnb, Millennials and younger generations are expected to represent 75%
of all consumers and travellers by 2025.
As the economy changes so do organizations, and we must adapt to consumers’ changing habits, tastes and
trends. Unlike past generations, Millennials are one of the largest groups of
travellers in the world, and they prefer
to spend their money on experiences
rather than material goods. They may
not be willing to splurge on luxury cars
or designer handbags, but they are
more likely to indulge on a vacation.
Before a guests’ stay even begins,
their first impression is shaped based
on their interaction with the hotel’s
website and social media accounts.
With technology at our fingertips, consumers can make more informed decisions - you can easily compare price,
value and conduct research based on
customer reviews. With so many options at the click of a button, consumers are not only looking at value for
money, they are looking for a hotel that
can provide a unique experience that
adds to their vacation.

Unique Interior design, and personalization is what is setting hotels apart,
based on millennials consumer habits.
From the moment the guest steps in
front of the hotel, photos are being shared on social media, and their online
review is already being formulated. The
lobby is one of the first things a guest
sees, and with so many competitors in
the hospitality market, especially with
disrupters like Airbnb, it’s not just about
creating a well-designed space anymore, its about creating an experience with interior design. We are seeing
more open spaces and hubs for guests
to enjoy their time in the hotel outside
of their own room.
Within the design community Metro
Wallcoverings has noticed these shifts, as there are more requests for custom wallcoverings and unique finishes.
The hospitality industry is moving away
from the more traditional and moving
towards creating memorable experiences not just spaces. With the ability to
create unique custom wallcoverings,
using digital printing and various wallcovering substrates, has allowed Metro
Wallcoverings to adapt to the changes
and trends in the hospitality industry, and partner with hotels to not just
create beautiful spaces, but to create
unforgettable experiences.
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UNIQUE INTERIOR
DESIGN, AND
PERSONALIZATION
IS WHAT IS SETTING
HOTELS APART

N

oise frequently tops the list
of complaints, from economy to luxury properties.
However, as demonstrated by the JD Power North
American Hotel Guest Satisfaction Survey, the majority of guests don’t
speak to staff about this problem. Instead,
they simply decide not to return, leaving
hoteliers in the dark—that is, until they read
the unflattering reviews.

Sleep studies show that as the amount
of change between the background sound level and intermittent noises increases,
so does the likelihood of sleep disruption
because our senses are designed to detect
such variations in our environment, even
while asleep. That’s why, for example, the
bursts of noise from infrequent traffic are
far more disruptive to sleep than the relatively constant sound produced by high-density traffic.

Once aware, hoteliers tend to try structural fixes (i.e. for walls, windows, doors) and
procure quieter equipment (e.g. HVAC,
minibars). While these strategies can be
an important part of an overall acoustic
plan, they don’t address—and, in fact, can
worsen—the issue that’s most often at the
heart of a lingering noise problem: low background sound levels.

While it’s impossible to eradicate all
noises, one can reduce the magnitude of
change they cause within the guest’s room.
The technology required is readily available
in the form of MODIO Guestroom Acoustic Control, a commercial-grade sound
masking device designed for hotels.

The lower a guest room’s background
sound level becomes, the easier it is for occupants to hear the noises that remain. In
fact, hoteliers might be surprised to learn
that the ones leaving guests bleary-eyed
in the morning are often not more than
40 A-weighted decibels (dBA). That’s not
loud…except in the context of the library-like conditions exhibited by most guest
rooms, which typically weigh in at a mere
28 to 32 dBA.

MODIO is mounted on the back of a TV,
to furniture or a wall and diffuses a soothing
background sound into the room. Although
adding sound might seem contrary to the
goal of making the room quieter, the effect
is one with which most are already familiar.
For instance, picture yourself running water
at your kitchen sink while trying to talk to
someone in the next room. You can tell the
other person is speaking, but it’s difficult to
comprehend what they’re saying. That’s because the water has raised the background
sound level in your area. Indeed, out of frus-

tration, hotel guests often try to use their
room’s HVAC system in this manner. They
instinctively know that it will cover at least
some offending noises.”

Of course, when introducing a background
sound to a guest room, it’s vital to ensure
that it’s as effective and unobtrusive—not to
mention as maintenance-free and energy-efficient—as possible. Although MODIO’s
sound is most often compared to softly
blowing air, unlike ventilation or ‘white noise’ apps, it follows a spectrum engineered
to balance acoustic control and comfort.
Guests can adjust the volume, allowing
them to control their rooms’ acoustic ambience as they would temperature and lighting.

MODIO GUESTROOM ACOUSTIC CONTROL

Helping Guests
Get a Sound Sleep
By Niklas Moeller
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Canada Keeps the
Party Going With
Continued Record
Hotel Performance
in 2018
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fter record performance
for the Canadian hotel
industry in 2017 due in
main part to the country’s
150th anniversary, many
people expected a bit of a
let-down in 2018. Canada had other plans,
however, and kept the party going for another year.
2018 saw record performance again for
Canadian hotels. There were more hotel
rooms available than ever before (nearly
160.8 million), more rooms sold than ever
before (106.7 million), and more revenue
generated than ever before ($17.43 billion).
Supply growth in Canada continued its rise
at a modest rate of 1.0%, outpaced by a
healthy 2.0% demand growth that pushed
2018 occupancy 1.0% higher than 2017.
Annual occupancy of 66.3% was the highest this century, eclipsed only by the late
1990s when occupancy reached an all-time high of 67.4% in 1998. Strong pricing
power continued in 2018 with a record
$163 average daily rate (ADR), 4.3% higher
than the previous year. That combined
growth in occupancy and rate in 2018 gave
Canadian hotels their highest revenue per
available room (RevPAR) in history—$108—
up 5.3% over 2017.
The Vancouver and Toronto markets led
the way in 2018. Vancouver had another
year of amazing growth. Despite supply
growth of 1.3%, occupancy grew 1.3% to an
impressive 79.3% for the year. That means
Vancouver hoteliers were selling on average

8 out of 10 rooms every night of the year!
But the real growth was in rate—ADR increased 10.2% year-over-year to $209, and
RevPAR was up 11.7% to $166.
Toronto’s supply growth in 2018 (0.3%)
was well below the Canadian average and
allowed for a 1.4% increase in occupancy
to 77.1% for the year. That, coupled with
a 6.1% increase in ADR to $195, produced
a very healthy 7.6% increase in RevPAR to
$150.
Montreal performance in 2018, on the
other hand, was bogged down by supply
growth (4.1%) that was four times the Canadian average. That caused a decline in occupancy of 3.7% year-over-year. With an increase in ADR of only 2.5%, annual RevPAR
was down 1.4% for the year. Montreal ended the year with 71.5% occupancy, $178
ADR and $128 RevPAR. Looking forward,
Montreal’s supply growth should normalize
in 2019 and allow occupancy to recover.
That, combined with continuing rate growth, should bring RevPAR growth back into
positive territory.
So, what should we expect for Canada
in 2019? Well, Canada doesn’t seem to
be slowing down. Supply growth for the
country should continue its upward trend
at around 1.3% in 2019, while demand will
continue to grow at a slower pace. Still, Canada should see slightly higher occupancy
in 2019 and continued pricing power that
will keep RevPAR growing for some time to
come. In other words, the party is not over
yet!

2018 Occupancy and ADR for Canada & Key Markets
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ow you can find business
savings someplace you probably wouldn’t expect —
your On-Premise Laundry.
Just switch to the Tide Professional Coldwater System
for soft, white linens and bottom-line savings up to $6,300*!
Tide Professional Coldwater is more than
a laundry detergent. It’s a whole new System of Clean — with four products formulated to work together for a dependable
clean with less water and colder temperatures.**
The System comprises of Tide Professional Coldwater detergent, Downy Professional fabric softener, Clorox bleach and
Tide Professional Whiteness Enhancer. The
pH-neutral formula that linen fibres stronger, longer, plus a whiteness enhancer that
keeps linens white, bright and looking like
new helping to reduce linen replacement
costs by up to 15%.†

PROCTER & GAMBLE PROFESSIONAL

The Cold, Hard Facts About Tide® Coldwater Washing
When you switch to the Tide Professional
Coldwater System from the standard hot
system you can reduce the energy used to
heat water in your washing machines by up
to 75% and you’re the water used in your
machines by up to 40%.††
Our advanced formula uses more enzymes designed for lower wash temperatures
to help break down stains in colder water.
Our innovative wash process reduces the
number of fills and water used per wash.
In fact you can fill 20 average-sized pools a
year with the water you save! †††

•
•

ty, compliance and customer satisfaction
Automatic product portioning helps
avoid mistakes — no overdosing or
product contact
Colour coding and lock-and-key
connectors make refilling simple

To learn more, please call 1-888-4747765. Visit www.pgpro.ca or contact your
P&G Professional representative today.

Tide® Professional
Turns Your Laundry
Into a Money-Saving
Machine

Simplicity & Service
The Tide® Professional Coldwater System is simple to use, and switching is easy
too:
•
Trouble-free professional installation
•
Dedicated local service consultant
measured on responsiveness, quali-

* Annual savings based on switching from a standard alkaline system to the Tide Professional Coldwater System. Assume Canada national average water and gas costs
according to Canada West Foundation “Water, Water Use & Water Pricing Around the World” report (figure 8), September 2011 and the National Energy Board of Canada
“Short-2014-2016- Energy Market Assessment”. Must have fully programmable washing machines to qualify for savings. Linen savings based on a 50-cycle test vs. the leading
alkaline system. Savings assumes the standard competitive system is priced parity with Tide Professional Everyday system (Tide Detergent, Clorox and Downy) and uses linen
replacement cost data based on a study among Hospitality key decision makers in April 2014.
***As low as 32°C compared to regular Tide® Professional.
† **vs. leading alkaline system in 50-cycle test with full Tide® Professional system — Tide® Detergent, Clorox, Whiteness Enhancer and Downy
†† For guest room linens.
††† Based on a 150 room property and Sierra Club reporting the average pool requires 18,000 gallons of water to fill.
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A Reliable Canadian
Source for FF&E

erval Corporation is a Canadian one-stop FF&E wholesale supplier
that has been in business since 1985. We are a preferred vendor
for a variety of major brand hotels across Canada and we have
recently brought our offerings to the American Market. Nerval specializes in custom designed furniture. We offer a wide range of
case goods to ensure your hotel looks and feels incredible. In addition to offering an aesthetically beautiful product, we are consistently monitoring
the quality of our products to ensure they meet the high standards that our clients
expect. Nerval has three offices overseas which are strictly dedicated to quality
control and shipping logistics. Furthermore, we have a team of in-house hospitality
specialists that will work with your interior designers to help you turn your design
concepts into reality. Our case goods are constructed with solid wood, and Wilsonart or Formica High Pressure Laminate tops. Other products that we supply and
install to hospitality clients are soft furniture, lamps, lighting, shower doors, barn
doors, mirrors, artwork, window blinds, bathroom hardware, shower surrounds, cabinets and more. We have a 120,000 sqft distribution facility in Sherwood Park, Alberta with a large inventory of our products that are ready to be shipped. At Nerval
Corporation, we ensure that your project will be on time and on budget. Our 34
years of business experience goes into manufacturing, importing and distributing
our products. All our deliveries are sent directly to your business in perfect condition. Our clients always come first, and our main goal is to bring their ideas and
concepts to life.
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SUITE 1206 - 130 ALBERT STREET
OTTAWA, ONTARIO | K1P 5G4
(613) 237.7149
INFO@HOTELASSOCIATION.CA
@HOTELASSOC
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