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The Hotel Group value driven in more ways than one

By CHRISTOPHER OSTROWSKI

EDMONDS, WA— The true
mark of hospitality greatness
that owner and operator The
Hotel Group (THG) is perpetu
ally striving for doesn’t always
come in the form of a brand
developer-of the year award or

J-D. Power award, although the
company can indeed boast of
such accolades. Rather, some-
times it as simple as words spo-
ken in a hotel laundry room.
Douglas Dreher, president of
Edmonds, WA-based The Hotel
Group, found this out first hand
recently when he visited the

Doubletree Hotel THG owns
and operates in Norwalk, CT.
“We have a very well-defined
service vision, but we strive for
hospitality greatness and we have
the ‘key three’ things that every
associate is expected to practice
darn near all the time. They are:
acknowledge, smile and antici-
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| We believe work should be meaningful end that hard work and resulfs

| should be rewarded. Our managers are creative, high energy individuals
with an entrepreneurial spirit and an exfraordinary drive, We work hard to
provide an environment that fosters growth for our talented professionals
as well as our financial partners.

Our culture has been designed to expand the lives of the people who
stay and work here. The Dow Hotel Company sees the hotel industry

differently and it shows = in the smiles on our faces and the strength of
our financial performance.
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pate,” he explained. “Well, hay-
ing spent time recently at our
Doubletree Norwalk, it's unbe-
lievable how everyone practices
it, from the laundry to the
kitchen to the front office—new
employees and veterans. And it
was funny because Betty down in
the laundry; she was very engag-
ing and doing her job. And I
said, *You really are doing all
the key things.” And she said,
“Well, we're not doing it just for
you.” That's music to my ears.
Don't do it for us, the execu-
tives. We're nobodies. Do it for
the regular guest. So it’s very ex-
citing to see hospitality great-
ness in action and that’s one of
the things that separates us
from the pack.”

According to Dreher, there
are many other aspects to THG
that make it unique whether
the comparison is to other
owner/operators or simply
other third-party managers.

The Crowne Plaza Hotel in Billings,
BT, speaks to the diversity The Hotel
Group possesses in terms of both
markets and brands.

Chief among them are the
company’s core values, he said.

“We have well-defined core val-
ues that have been well estah-

| lished through our 24 years,” he

noted. “A lot of the players in
our arena are relatively new to
the business, so we've actually

" weathered through several cy-

cles. And we have a very well-de-
fined mission statement that we
focus on. Our overriding values
are based on integrity and doing
the right things when no one is
around. It’s easy to kind of com-

| promise here or there on your
| values, and we don't do that.”

Built through an acronym, the
core values are known as

" TEAM, Dreher said, with the

letters representing Trust, En-

| gage, Accountability and Mojo.

continued on page 28
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Turnaround opportunities primary targets for The Hotel Group

continued from page 24
THG's distinctive attributes
don’t end there, though, ac-
cording to Dreher, as he went
on to also cite the company’s
general alacrity and its entre-
preneurial spirit that is instilled
in its general managers, who
don’t get bogged down with

such things as voluminous
THG-formulated marketing
plans. “We like to give the GMs
the tools to the job and get out
of the way,” he said.

Of course, while values, mis-
sion statements and idealistic
goals are all well and good, at
the end of the day, it’s all about

operational performance in the
hotel industry and, more specif-
ically, RevPAR. But Dreher
noted that the philosophical
basis behind THG and its way of
doing business have proved
their worth and tanslated well
down. into the bottom line.

“At the end of the day, espe-

cially in a down market or
tough market like this, you ¢an
have great plans, you ¢an have
a great location, but with our
hospitality greatness we'll maxi-
mize the RevPAR index and the
bottom line,” he asserted. “This
past year we had a 10% in-
crease in RevPAR and also had

If excellence is your standard of service,
select the name that signifies quality.
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a 16% EDITDA, which had a
64% flow-through, 50 our team
is delivering some good num-
bers. And that’s not just the
properties that are stabilized.
That's the portfolio as a whole.”

THG also doesn’t pad its port-
folio with stabilized assets. In-
stead, like many owner/opera-
tors, it looks to acquire hotels
that can benefit from a reposi-
tioning, Tenovation and/or op-
erational improvement.

In purchasing those hotels,
THG utilizes opportunity funds
through which it is the manag-
ing member and a contributor
along with high-net-worth indi-
viduals that are principally

| from the Seatfle area. THG just

recently closed the third of

| these opportunity funds.

No need for sliver equity

Back on the other side of

| THG’s business— third-party
| management— it's wnique in

comparison with many
owner/operators today in the
fact that it doesn’t take sliver

| equity in the third-party deals.

Of course, there is a strategy

} behind the strategy. “In our

third-party deals we take no eq-

- uity. You can always do sliver
| equity, but you should always

ask yourself the question,

‘Why?" What are you going to
| gain from it? You don’t control
| the capital,” Dreher explained.

With regard to THG’s chosen
third-party management deals,
Dreher added that they are
mostly relationship based. “The
biggest by far is with [A8A Con-
struction and Development]”

he said. “We’re their propri-

etary management company, if
you will, as we operate all their
hotels. They have at the highest
end a luxury historic building
and at the lower end the high-
est grossing Motel 6 in the en-
tire chain in Anchorage, AK.”

It was with A&A that THG
recently agreed t0 operale an-
other three¢ howels, all of
which will be in Alaska, a
hotbed of investment and
management activity as far as
THG’s portfolio goes. Specifi-
cally, in this latest deal be-
tween the two firms, THG will
operate a full-service hotel in
Anchorage and a Holiday Inn
Express in Fairbanks that will
both be new builds. The third
hotel is an existing Holiday
Inn Express in Seward Harbor
that A&A is expanding.




