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HUBERT JOLY, CARLSON HOTELS

Carlson outlines specifics for Radisson rebranding

By Stephanie Ricca
EDITOR IN CHIEF

Orranpo-Following several
years of quiet growth in the U.S.—
notably from its Country Inns &
Suites brand—Carlson Hotels is
launching a major rebranding ini-
tiative for Radisson that includes
service and design strategies.

This is part of the company’s
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five-year strategy rolled out at its
global brand conference in March.
While the spotlight is on Radis-
son, the company also named the
Country Inns & Suites and Park
Inn brands as priorities over the
next five years.
During the past two years,

Carlson Hotels has quietly shift-
ed its leadership and business fo-
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cus. Under presidentand CEO
Hubert Joly, the company sold
its cruise segment in 2008 and its
marketing segment in 2009, pav-
ing the way to focus on its core
businesses of hotels, restaurants
and travel.

Radisson

“We want to expand Radisson asa
powerful, globally consistent, first-
classbrand,” said Hubert Joly, pres-
identand CEO. “Thatis the picce
de résistance of the strategy.”

To do that, the company will
commit more than $1 billion
to the brand in North America
alone.

Up to $700 million of that
sum will go toward establishing
flagship Radisson properties in
key U.S. gateway cities, with the
firstone to be announced this year.
The company also plans to invest
in sales and marketing, technolo-
gy, revenue optimization and ren-
ovations at franchised and corpo-
rate-owned properties.

The goal, according to Joly, is
to become known as “a vibrant,

innovative hotel company;” to be
the No. 1 hotel company to work
for; to be the No. 1 hotel company
to invest in; and to grow the glob-
al portfolio at least 50 percent by
2015.

By revamping design, adding
new service standards and differ-
entiating the brand into two ters,
Joly said the brand will increase its
emphasis on leisure travelers, par-
ticularly by promoting the fact
that the brand is empathetic to
travelers.

“We know how painful trav-
el can be,” he said. “The hotel is
the only part of the travel process
where you have a chance of being
treated like a human being. The
hospitality world has meaning.
For us, we translate that into travel
empathy. Our strategy is focused
on developing this travel empathy.
This is a guest-centric strategy.”

Carlson EVP and chief brand-
ing officer Gordon McKin-
non calls Radisson’s challeng-
es in North America “fairly
fundamental.”

While Joly, McKinnon and

Thorsten Kirschke, EVP and
COO, The Americas, empha-
sized that, to the guest, Radissons
worldwide will have these com-
mon elements of vibrancy and ser-
vice, the brand itself will bifurcate
into the traditional Radisson, not-
ed with a green “swoosh” on the
logo and positioned at the up-
scale level, and the upper-upscale
Radisson Blu, differentiated by a
blue swoosh.

“Our focus is not so much on
the color of the swoosh,” Joly said.
“Ourfocusison building the qual-
ity of the assets.”

That said, the company will
undergo significant renovations
and select new developments to
position each Radisson as an up-
per-upscale Radisson Blu oran up-
scale Radisson.

The Radisson Blu rollout will
be progressive. “When do we in-
troduce Radisson Blu in the U.S.
market?” Joly asked. “When we
have a critical mass of true up-
per-upscale properties in the U.S.
market, then they will be Blu.

See Carlson | page 16
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NarroNaL REPORT-Brokers responding to
HotEL & MOTEL MANAGEMENT's annu-
al broker survey are preparing themselves
for another year of waiting for transaction
volumes to pick up. While most expect to

handle more transactions in 2010
than in 2009, they don’t expect
pre-recession levels to return for
years.

We asked 31 brokers when
they anticipate business will re-
turn to the dollar volumes gen-
erated in 2007. Two respondents
said 2010, seven said 2011 and 14
expect 2007 levels to return in
2012. One respondent summed
it up this way: “Hotel real estate
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hotels, was over-valued in 2007.”

Respondents were more optimistic

when it came to seeing clarity in valuations,
however. Seven expect to see more clarity
by Q1 2011, and 15 expect to have clari-
tyby Q22011.

“When you have an industry that has

seena 95-percent decrease in trans-
actions from 2007 to 2009, it just
makes it very hard to determine
a standard value for assets,” said
Danny Givertz, VP at Hunter
Hotels.

“We can’t use comps and can't
use revenue analysis because reve-
nue has been plummeting so ag-
gressively month over month.

“In talking with my peers in
the industry about valuations
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has been permanently revalued downward  and how difficult it is to determine values

and we will not see 2007 levels for another
five to eight years. All real estate, including

in a depressed market like we are, I think
the industry will start to see clarity in val-

uations when revenue begins to stabilize,
and more importantly when we see an in-
crease in transactional volume,” he said.
“I think we’re on the right track. We have
seen occupancies and revenue tick up a lit-
tle in January and February. And the mar-
kets that haven't seen an uptick have fu-
ture bookings that look promising, So are
we at the end of the tunnel? I don’t know,
butI think someone’s trying to screw in the
lightbulb.”

The current market

Most properties for sale now are mid-mar-
ket. Eighty percent of brokers who re-
sponded to the survey have midscale-with-
out-food-and-beverage properties on the
market, and 80 percent have midscale-
with-food-and-beverage hotels on the mar-
ket. Seventy-seven percent have economy
chains up for sale while 32 percent have up-
per-upscale product on the block.

» SEE THE H&MM 2010
BROKERS SURVEY Page 18

“We're seeing a lot of mid-market
and economy hotels, but we're beginning
to see more of the higher end mid-mar-
ket chains,” said Steve Kirby, principal at
Mumford Co. “There’s a large amount of
the economy product on the market and
typically that’s what's selling now.”

See Unconventional market | page 20
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Unconventional market

Continued from page 4
Who is doing the buying?
According to the survey, the
most activity is coming from pri-
vate owners who have some expe-
rience in the hotel industry. They

see financing coming mostly
from local and regional banks.
Seller financing and SBA and
USDA programs ranked high as
well.

Kirby agreed: “Right now, all
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of the buyers we see have been vet-
erans of the industry in some ca-
pacity. Most of their acquisitions
tend to be in the regional market
where they already play. I don’t see
a lot of cross-country buying go-
ing on right now.

“There’s a lot of money wait-
ing on the sidelines from peo-

ple who say they’re opportunis-
tic buyers, but I haven’t seen them
buy anything,” he said.

“Iwould give itan 80/20 split,”
Givertz said. “T've met with a few
investment groups that haven’t
jumped into hospitality yet but
have relationships with manage-
ment companies. A year ago there
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H&MM 2010 Top
Brokers Survey By
the Numbers

u Total number of properties
sold in 2009 by survey

respondents 326

u Total number of properties
estimated to sell in 2010 by
survey respondents 413

Source: Hotel & Motel Management

was no interest, but I think we'll
start to see the mix go to 70/30
and even 60/40. As more confi-
dence builds in the market, we'll
see more money being invested
into hotels.”

Givertz said he sees for-
sale properties falling into two
categories.

“One is a conventional seller
that owns a hotel, and the other
is a lender-owned asset,” he said.
“That’s where I'm seeing the lion’s
share of activity and where we're
seeing a lot of financing coming
through. And it makes sense.”

He said conventional sales still
are getting done, but it's a very
painstaking process. Deals that
formerly took 45 to 60 days to get
approval now take at least 60 to
90 days.

“It’s taking much longer to get
done than what we've seen in the
past. You end up holding your
breath until the deal closes and
the loan is processed. The lend-
ers ask very tedious and laborious
questions thatweren’tasked in the
past.”

“From an REQ, short sale
and note sale perspective, with
the lenders being the sellers, and
mostly lender financing, we are
seeing the lender finance the ac-
quisition with anywhere between
35 to 50 percent down,” Givertz
said. “And we're looking at five-
year loans with a 25-year amor-
tization. Depending on the lend-
er, we're seeing some interest-only
loans.

“And that's why were able to
increase the value that the lend-
ers can get in certain instances for
these assets,” he continued.

“The lender providing some fi-
nancing helps build confidence in
the buyer’s mind that the deal is a
viable opportunity.”

vhurt@questex.com


Andrea
Highlight




