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Lodging: 4Q15 and 2016 Industry Outlook Remains Positive; 
Review of 3Q15 Results 
 
Key Points 

1. Our work continues to point to good mid-single digit RevPAR growth 
for the Brand Co’s through the 4Q15 and into 2016 as industry 
participants note a rebound in group after a more modest 3Q, strong 
forward booking trends, and ability to drive rates.   

 
2. We expect 4Q RevPAR growth to show a slight pick-up from 3Q, 

about in line with guidance levels. October and the 1H of November 
sound to be especially strong for Group, which is supporting pricing 
power on last minute Transient business.  

 
3. Feedback on both Group and Corporate remain positive, as many in 

the industry point to favorable Group pace through 2016, increasing 
F&B spend per room, and good leverage going into corporate rate 
negotiations. 

  
Conclusion 
We touched based with industry participants to get an update on how 4Q is 
tracking and how the budget/outlook for 2016 is materializing.  Feedback points 
to a rebound from the more modest group and corporate demand seen in 3Q, 
which was hindered by the calendar set up. In this report, we a.) include 
feedback from a recent conversations with industry participants, b.) provide a 
recap of 3Q and updated 2015 outlook and estimates for RevPAR, room 
growth, and fee growth for the Brands, and c.) include forward 
commentary/guidance from the Brand’s and REIT’s most recent earnings calls. 
Overall, we remain constructive on the solid fundamentals in the lodging sector, 
which should support mid-single digit RevPAR growth for the next 12 months.  
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Lodging Industry Report: Executive Summary 

 
Section 1 – Updated full year estimates and review of 3Q RevPAR, fee, and room growth by Brand/REIT  
In this section, we walk through 3Q and 2015 RevPAR, fee, and room growth (actual and our forward estimates) for the Brands and 
REITs. Overall, 3Q RevPAR growth moderated 120bps on avg. for the ~20 publicly traded hotel companies. For those that provide 
guidance, the 4Q outlook calls for similar growth to what was seen in 3Q, and the full year 2015 outlook sequentially down 60bps to 5.1% 
(5.9% in 2Q, 6.4% in 1Q). Commentary was mixed in 3Q as a softer than expected August was somewhat offset by a better September. 
Management’s comments on October highlighted strong Group trends but not quite the ramp in Transient month/month vs. September. 
Generally, the hotel co’s continue to note a positive outlook for 4Q and in 2016, with ADR the principal RevPAR driver in most regions.  
 
For the Brands specifically, 3Q RevPAR growth was in the upper half or above guidance for Hilton and Starwood, and was in the lower 
half of guidance for Marriott (Hyatt does not guide).  Hilton and Marriott both guided 4-6% for 4Q, while Starwood guided 3-5% 
growth.  Updated guidance that was provided by brands suggests that the yearly outlook has essentially remained in line with the prior 
quarter outlook. For 2015, we are modeling H at 6.1%, HLT and MAR at 5.8/5.5% respectively (HLT near the midpoint of guidance, 
MAR did not provide updated 2015 outlook on the 3Q15 call, previous guidance 5.5-6.5%), and HOT at 4.8% (at mid of reduced 
outlook). From a fee standpoint HLT’s fees in 3Q came in ahead of expectations, up 14.7% yr/yr (guidance +10-12%) driven by base fees 
up 7%, incentive fees up 17%, franchise fees up 17%. For MAR, after tracking up 13% in the 1H, 3Q fees moderated more than 
anticipated to 4% (guide 5-7%) due to the lapping of certain one-time fees and softer core growth. For 3Q fee growth, HOT noted core 
management and franchise fees were up 1.9% in actual dollars, in line with expectations, despite a 90bps drag on growth due to the shifts 
in foreign exchange since guidance was issued. For HOT, excluding foreign exchange, core fees were up 8%, HOT’s highest growth since 
2Q14. From a room growth perspective, for 3Q15, HLT saw managed and franchised room growth of 6.1%, while MAR room outlook 
edged down 50bps to 6-7% net from prior 7%, and HOT systemwide rooms were up 2.8% yr/yr (was up 2.5% in 2Q), as managed and 
franchised room growth of 3.8% (3.5% in 2Q) was offset by owned hotel sales. For 3Q, H added 9 new hotels, bringing the yearly total to 
37 hotels, a 28% increase over the same period last year. 
 
Section 2 – 2015 Outlook and Forward Commentary from the 3Q Earnings Calls and Recap of 3Q15 Results  
In this section, we include a recap of HLT, MAR, HOT, and H’s RevPAR growth for 3Q. We also provide RevPAR metrics/guidance and 
commentary from the lodging REIT’s.  
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Section 1:  Updated full year estimates and review of 3Q RevPAR, fee, and room growth by Brand/REIT 
 

In this section, we walk through 3Q and 2015 RevPAR, fee, and room growth (actual and our forward estimates) for the hotel co’s:  
 
 
 
 
 
 
 

 
 
 

 
 
 

 
 
 
 
 Below is a summary of 3Q15 results, 4Q15 outlook and updated 2015 guidance by Brand/REIT. 

 
1.) We break out average growth by hotel co group in the chart below: 

 
3Q showed ~120bps deceleration in yr/yr growth vs. what was seen in 2Q. We break out quarterly RevPAR growth averaged out by 
Brand, Full Service, and Select Service REIT’s in the chart below. The Brands showed stable growth Q/Q at ~4.5% as international 
acceleration offset a moderation in domestic growth. The Full Service REIT category posted 2.4% yr/yr RevPAR growth, which was 
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Key Takeaways in this Section 
For all publicly traded hotel co’s: 
• 3Q RevPAR growth moderated 120bps to 4.0% on avg. for the publicly traded hotel co’s, and began to rebound in September as 

the industry moved past the difficult calendar setup of late Aug/early Sept 
• For those that provide guidance, 4Q outlook calls for similar growth as 3Q; 2015 outlook tempered 60bps to 5.1% 
• Group continues to track up mid-singles; 4Q should present rebound from difficult 4Q; 2016 outlook strong 
For the Brand’s: 
• RevPAR growth guidance for 4Q points to in line to slightly higher domestic growth 4Q vs. 3Q and a moderation in international 
• Fee growth in 3Q came in ahead of expectations for HLT at 15% (guided 10-12%), below expectations for MAR at up 4% (guide 

5-7%), and in line for HOT at 3% (guided 2-4%). Full year fees raised 100bps for HLT (now 12-14%), reduced 100bps for MAR 
(now 9-10%), and unchanged for HOT at flat.  

• Room growth tracking in line with guidance; H leading growth in 7-8%, followed by HLT & MAR in 6-7%, and HOT near 4% 
 

Market   
Ticker Company Cap ($B) 1Q13 2Q13 3Q13 4Q13 1Q14 2Q14 3Q14 4Q14 1Q15 2Q15 3Q15 1Q15 2Q15 3Q15 4Q15

Loding Brand Co's
HLT Hilton Worldwide Holdings, Inc. $23.4 5.4% 5.4% 5.1% 4.7% 6.6% 6.7% 8.4% 6.6% 6.6% 5.2% 5.8% 5-7% 5-7% 4.5-6.5% 4-6% 5-7% 5-7% 5-7% 5.0-6.5%
MAR Marriott International, Inc. Class A $17.7 4.6% 4.7% 4.8% 4.3% 6.2% 5.8% 8.1% 6.2% 6.8% 5.3% 4.5% 5-7% 5-7% 4-6% 4-6% 5-7% 5-7% 5.5-6.5%
HOT Starwood Hotels & Resorts Worldwide  $11.9 5.0% 4.4% 4.7% 4.3% 6.3% 5.3% 7.4% 4.4% 5.2% 4.1% 5.4% 4-6% 5-7% 4-6% 3-5% 5-7% 5-7% 4-6% 4-5%
H Hyatt Hotels Corporation Class A $7.1 3.2% 4.6% 5.6% 5.9% 7.7% 6.1% 8.0% 5.1% 7.4% 5.6% 5.4% --- --- --- --- --- --- ---
IHG InterContinental Hotels Group PLC Spo  $8.5 3.3% 4.1% 3.4% 4.4% 6.0% 5.8% 7.0% 5.1% 5.9% 4.4% 4.8% --- --- --- --- --- --- ---
WYN Wyndham Worldwide Corporation $8.8 4.0% 2.1% 3.4% 3.8% 4.0% 5.6% 4.6% 3.0% 1.7% 0.0% 3.3% --- --- --- --- 5-7% 4-6% 2-4% 3-4%
LQ La Quinta Holdings, Inc. $2.3       6.7% 7.7% 8.9% 8.4% 8.2% 4.0% 2.1% --- --- --- 5.5-7% 6-7% 4.5-5.5% 3.5-4.5%
CHH Choice Hotels International, Inc. $2.7 4.6% 3.5% 3.0% 1.3% 5.6% 7.6% 8.4% 11.2% 9.6% 6.7% 5.8% 11.0% 7.0% 6.5% 5.5% 6.5-8% 6.5-8% 6.5-7.5% 7.0%
Average 4.3% 4.1% 4.3% 4.1% 6.1% 6.3% 7.6% 6.3% 6.4% 4.4% 4.6%  7.0% 6.0% 5.5% 4.9% 6.3% 6.3% 5.3% 5.1%

Lodging REIT's
Full Service:
HST Host Hotels & Resorts, Inc. $13.2 5.1% 6.1% 5.5% 6.6% 6.8% 5.1% 7.9% 3.2% 3.8% 4.8% 2.8% --- --- --- --- 4.5-5.5% 4.5-5.5% 4.5-5% 4-4.5%
LHO LaSalle Hotel Properties $3.5 5.1% 6.7% 5.1% 5.2% 4.0% 10.3% 11.5% 7.7% 5.4% 4.1% -2.4% 4-5% 4.5-5.5% 1-3% 1-3% 4.5-6.5% 4.5-6.5% 3.5-4.5% 1.7-2.2%
DRH DiamondRock Hospitality Company $2.3 5.6% 6.7% 5.0% 3.3% 8.4% 11.9% 18.6% 8.3% 7.9% 6.0% 2.2% --- --- 3-5% 6-7% 6-7% 6-7% 4.25-5%
RHP Ryman Hospitality Properties, Inc. $2.6 -1.2% -3.9% -2.7% 0.0% 6.5% 3.6% 10.2% 10.3% 4.0% 3.1% -1.8% --- --- --- --- 4-6% 4-6% 3.5-4.5% 3.5-4%
BEE Strategic Hotels & Resorts, Inc. $3.7 5.0% 9.9% 10.8% 9.7% 6.3% 7.2% 7.0% 6.9% 10.9% 2.1% 3.3% --- --- --- --- 4-6% 4.5-6.5% 4-5%
PEB Pebblebrook Hotel Trust $2.7 8.5% 6.0% 6.2% 5.2% 8.5% 9.2% 11.4% 7.4% 3.6% 3.8% 4.0% 1-3% 4-6% 4-6% 2.5-4.5% 6.5-7.5% 6.5-7.5% 4.5-5.5% 3.5-4.0%
CHSP Chesapeake Lodging Trust $1.7 5.5% 7.7% 4.2% 4.8% 12.0% 7.0% 11.4% 7.5% 9.5% 7.0% 7.2% 3-4% 5.5-7.5% 6.5-8.5% 5.5-7.5% 7.5-9.5% 6.5-8.5% 6.5-8.5% 6.1-6.6%
SHO Sunstone Hotel Investors, Inc. $2.8 2.1% 2.6% 7.6% 3.5% 8.6% 6.2% 7.7% 6.0% 7.0% 7.1% 3.5% 5-6.5% 6-7% 3-4% 2.5-4% 5-7% 5-7% 5-6.5% 4.75-5.5%
Average 4.5% 5.2% 5.2% 4.8% 7.6% 7.6% 10.7% 7.2% 6.5% 4.8% 2.4% 3.9% 5.8% 4.4% 3.8% 6.0% 6.0% 5.3% 4.3%

Select Service:
HPT Hospitality Properties Trust $3.9 7.2% 7.1% 8.1% 7.9% 10.1% 8.4% 11.8% 10.4% 10.1% 10.6% 7.0% --- --- --- 6-8% --- 6-8% 7-9%
RLJ RLJ Lodging Trust $3.6 10.6% 8.7% 5.4% 3.9% 6.0% 6.6% 9.6% 6.0% 10.7% 5.0% 2.9% --- --- --- --- 5-6.5% 5-6.75% 4.5-5.5% 4-5%
INN Summit Hotel Properties, Inc., $1.0 6.9% 7.5% 11.4% 11.3% 10.4% 8.8% 7.6% 4.9% 9-11% 6-8% 4-6% 4-6% 5.5-7.5% 6-8% 6-8% 6.75-7.25%
Average 8.9% 7.9% 6.8% 6.2% 7.9% 8.8% 10.9% 8.9% 9.9% 7.7% 4.9% 6.1% 6.6% 6.7% 5.8%

Small Caps
FCH FelCor Lodging Trust Incorporated $1.1 6.7% 6.3% 7.1% 7.7% 7.0% 9.2% 9.8% 9.3% 13.1% 7.3% 7.0% --- --- --- 7-9% 8-9% 8.5-9.5% 8.75-9.5% 8.75-9.0%
CLDT Chatham Lodging Trust $0.9 4.2% 2.7% 3.5% 4.9% 7.8% 8.0% 10.5% 6.5% 7.9% 6.4% 5.3% 4-6% 6-8% 5-6% 5-5.5% 5-7% 5.5-7% 5.5-6.5% 5.75-6%
Average 5.5% 4.5% 5.3% 6.3% 7.4% 8.6% 10.2% 7.9% 10.5% 6.9% 6.2% 7.3% 7.6% 7.6% 7.4%

Source: Company Filings

15 from 2Q15 from 4Q
Quarterly Guide Annual Guide

Lodging Brands and REITS 2014 Guidance
Quarterly RevPAR Growth

15 from 3Q15 from 1Q
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hindered by the two REITs that were negative on the quarter due to extenuating circumstances, and would otherwise have been closer to 
~4%. Select Service REIT’s saw a moderation in demand but continued to lead the industry from a yr/yr growth perspective at ~5.5%. 
Most co’s have called out a strong July offset by the Labor Day shift as well as the timing of Rosh Hashanah and Yom Kippur having a 
greater than expected impact, as demand was more modest than hoped for during 2H of August through 1H of September.  Late 
September showed a bounce back of demand and RevPAR growth, which sounds to have continued into 4Q. Some attributed the lower 
level of growth in 3Q a.) weaker than expected group/corporate demand stemming from calendar setup, b.) continued weakness in New 
York and Houston/oil and gas customers, and c.) the FX headwind leading to weakened international inbound. 

 
2.)We break out quarterly guidance and historical results by hotel co in the chart below.  
 

   
Outlooks for 4Q generally call for similar growth to a slight acceleration from 3Q, and should more closely resemble 2Q.  4Q should 
benefit from the push/pull effect of group and corporate travel that was pushed into October due to the calendar setup of 
August/September. While companies do see a pickup in Group, Transient looks to be closer to inline with 3Q than initially expected, as 
many expected a pickup in transient demand for 4Q.  Many have noted particular strength in group through the month of October, and 
positive growth through the end of the year. 
 
3.) We break out annual 2015 guidance by hotel group in the chart below: 

 
2015 outlook moved down 60bps to 5.1% avg. growth as of the 3Q calls (for reference growth was 7.9% in 2014, and 5.1% in 2013), 
consisting of 6.6% for the REITS (avg growth was 8.4% in 2014, and 5.5% in 2013) and 5.8% for the Brands (avg growth of 6.7% in 
2014 and 4.4% in 2013). Of the 16 publicly traded hotel cos that provide guidance, 4 maintained their full yr outlook, 12 lowered their 
outlook, and none raised their yearlong outlook (most trimmed high end). 

 
 

4.) We break out growth by Brand and REIT in the tables below: 
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As shown above, aside from LQ and WYN, the major Hotel Brands grew quarterly RevPAR MSD yr/yr, generally within 50-100bps of 
the previous quarter.  HLT experienced positive RevPAR growth in 3Q, about ~5% domestically, and ~9% internationally. HLT expects 
4Q domestic growth to look similar/modestly ahead of 3Q levels (up 5%); international should show more moderate growth in 4Q (after 
an up 9% in 3Q). HLT noted they put an overlay of “conservatism” in their guidance ranges. For MAR, 3Q RevPAR came in up 4.5% 
(was 5.3% in 2Q) as MAR saw lower growth in N. Am at up 4.2% (5.4% in 2Q), at the low end of sytemwide guidance of 4-6%, similar 
to a number of lodging REIT’s who have shown a Q/Q deceleration in growth. International was a bright spot in the quarter, stepping up 
to 6.2% (4.5% in 2Q), meaningfully ahead of guidance of 3-5%. Marriott guidance for 2015 was maintained at up 5-7% for North 
America, reduced about 100bps to up 3-5% for international, and also reduced reduced 100bps at the midpoint to up 4-6% for overall 
systemwide guidance. Systemwide constant dollar RevPAR for Starwood was up 5.4% in 3Q15. On the international front, HOT showed 
an acceleration in growth to up 5.5% in 3Q (was up 2.7% in 2Q). European hotels performed exceptionally well, with the region up 10.1% 
(ahead of the up 6.1% in 2Q). For Hyatt, Americas Full service RevPAR growth decelerated to 5.3% (7.3% in 2Q) and Select service 
remained in line at up 7.2% (7.2% in 2Q). International RevPAR growth also was stronger with Asia Pac up 3.1% (2.2% in 2Q) despite a 
difficult Hong Kong, and Europe/Africa/Mid E./SW Asia accelerating significantly to up 6.2% (-0.2% 2Q). HOT does not provide 
guidance by region however, overall guidance was lowered slightly at the high end. 
 
CHH continued their deceleration in growth down towards up MSD, but still had a positive quarter, noting continued success with 
Comfort and Quality Inn brands.  CHH guided 4Q up 5.5% vs. implied of 5.0% as of the 2Q call, representing a step up in 4Q 
expectations. IHG growth accelerated slightly from 2Q, with strong growth in essentially all international markets.   Neither H or IHG 
guide. WYN upped their 2015 range 100bps to 3-4% in constant currency after seeing an acceleration in yr/yr growth in 3Q vs. 2Q levels. 
The company still expects 5-6% growth domestically. Part of the step up in growth 3Q vs. 2Q was due to less of a headwind from FX and 
lower RevPAR generating properties in China.  For the second quarter in a row, LQ showed the most meaningful deceleration Q/Q of the 
Brands, but noted a few unexpected/company specific issues, which they attributed to the decrease of 650bps of performance. LQ expects 
4Q to return to the levels seen in 1H15 (up high singles). 

 
 

As shown above, the full service lodging REIT showed primarily low-single digit RevPAR growth for the quarter.  HST, DRH, BEE, 
PEB, and SHO all reported comparable RevPAR growth in the 2-4% range, while LHO and RHP each reported negative RevPAR for the 
quarter, down ~2%.  The LHO RevPAR decline was partially driven by health and safety concerns that LHO claims were brought up as 
an “attack” against their business, as rooms had to be shut down, but investigation found no violations. Excluding the effect of the 
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incident, LHO would have reported flat to slightly positive RevPAR growth, still shy of initial guidance.  RHP has high exposure to the 
group side, thus the calendar setup had a greater impact on them, but should reverse in October. On the other side, CHSP reported 7% 
RevPAR growth due to a very strong July and September, and an above industry average August.  
 
Following the stronger than expected headwinds from inbound demand and the calendar setup, PEB saw 4% growth in 3Q (guidance was 
4-6%) and lowered the outlook for the year by 125bps to 3.5-4.0% from 4.5-5.5% prior. 4Q was guided slightly below the 3Q level at 2.5-
4.5%, however, PEB notes strong group pace into 2017, driven by very strong ADR improvements.  DRH 3Q was up 2% in 3Q, below 
guidance of 3-5%. The 2015 outlook was reduced almost 200bps to 4.25-5%, from 6-7% prior. This implies approximately ~2.5% growth 
in 4Q, which is similar to the 3Q level.  The company noted October RevPAR was tracking just under 4%.  3Q RevPAR for Sunstone 
came in up 3.5%, at the midpoint of guidance for 3-4%.  While the calendar setup did impact Sunstone, the effect was already factored 
into guidance.  4Q was guided up 2.5-4% (similar to 3Q), and the outlook for 2015 moderated ~50bps to 4.75-5.5%, down from 5-6.5%. 
Sunstone noted a positive start for the month of October. 
 
Though an impact from the calendar shift was expected for the quarter, many in the industry noted that it hit harder than anticipated, and 
as a result, lowered guidance mid-quarter, or missed for the quarter and lowered expectations for the full year.  However, most industry 
participants that either lowered outlook or missed on the quarter did not see it as a major cause for concern, and still believe that the 
industry fundamentals and supply-demand dynamic lends itself to continued RevPAR growth in 2016.  Among companies that provided 
mid-quarter updates, LHO and PEB not only cited the calendar setup as reasoning, but also decreasing international inbound demand. 
 

 
For publicly traded Select Serve/Small Cap Lodging REITs referenced in the above chart, HPT and FCH posted the highest levels of yr/yr 
growth in 3Q, both exceeding guidance. HPT noted strength with the Sonesta portfolio as a driver for RevPAR growth in 3Q, as well as 
success with the Wyndham, Hyatt and Carlson portfolios. However, due to weak market conditions in Houston, management lowered 
expectations slightly for 4Q. FCH noted strength in San Diego, Los Angeles, Boston, and Philadelphia as drivers to the 3Q beat. 
Furthermore, management stated that supply growth remained well below historical averages in most of their markets, even in areas such 
as Houston and Miami. On the low end, RLJ cited tough comps, weakness in Houston, and the Labor Day shift as drivers to their softer 
quarter. Excluding Houston, RLJ yr/yr 3Q RevPAR would have been up ~4% for the quarter.  
 
CLDT growth modestly decelerated in 3Q, however was still up MSD. CLDT expects approximately 5% growth in October, which is 
then expected to accelerate further in November and December.  CLDT narrowed 2015 guidance to ~6%. INN experienced a moderation 
in growth to up ~5% driven by a deceleration in occupancy. ADR growth continued acceleration, and INN expects similar growth in 4Q, 
guiding the quarter up 4-6%.  INN narrowed the full year guidance, and maintained the midpoint at 7%. 
 
• Group RevPAR moderated in 3Q as expected; Companies saw pent up demand for October, and good group pace into 2016 
We break out quarterly Group RevPAR growth by Brand in the chart below: 
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Group RevPAR growth moderated in 3Q due to the unfavorable holiday/calendar set up which pushed Group business out of September 
and into October. Within the 3rd quarter, July was a very strong month, with many lodging companies calling it the best month of the year.  
This momentum carried into early August, however, during late August, the calendar setup began to have a larger than expected negative 
impact on demand, which lasted until mid-Sept. Specifically, industry-wide group demand for the month of September was down over 
4.5% with group occupancy down 3.5% and group RevPAR actually declining 0.7%, creating a drag on the month and the quarter’s 
performance. Most lodging companies then noted that the later weeks of September were very strong, and that Group pace into October 
and into 2016 was positive 
 
Below is summary of Group growth/commentary by Brand/REIT:  
 
Brand Co’s  
• Hilton – Up 4% in 3Q  down from 6% in 2Q and 7% in 1Q; pacing up MSD for 4Q and 2016 
• Marriott – Up 3% in 3Q down from 6% in 2Q and 5% in 1Q; 4Q15 pacing up high singles/4Q up HSD; 2016 up 7% 
• Starwood –  Negative in 3Q,  down from up 1.4% in 2Q and 6% in 1Q; and is pacing HSD in 4Q; 2016 remains  up  LSD  
• Hyatt– Up 3% in 3Q down from 10% in 2Q and 10% in 1Q; 4Q pacing up 8%; 2016 is up LSD with two thirds of business on the 

books, and the outlook for 2017 up MSD 
 

Lodging REIT’s 
• Host – Domestic group lower than expected, came in flat for 3Q, down from up MSD in 2Q and 4% in 1Q; 4Q pace is solidly up and 

the 2016 outlook is strong 
• LaSalle – Group up 1.6% in 3Q, down from 7-8% in 2Q and 6-7% in 1Q; 4Q15 pacing negative (due to difficult comp, renovations 

scheduled for the quarter, and a continued trend of slowing demand growth), and 2016 up 7%  
• Diamond Rock – Group revenue was down 7.2% for the quarter, down from up 6.7% in 2Q, 6.6% in 1Q and 4.7% in 4Q14; DRH is 

seeing a pickup again in 4Q, up 6% yr/yr, 2016 outlook is roughly flat 
• Ryman –  RevPAR down ~2% on the quarter, down from up 3% in 2Q and 4% in 1Q; 4Q is looking to be the best of the  year, with 

group business on the books is a primary driver, 2016 Group pace also strong 
• Strategic – 3Q inline with 2Q, with Group rates up yr/yr but occupancy down yr/yr (noted tough compare from specific large group 

events) down from the Group revenue up 7% in 1Q, 2016 Group Rev pace up ~15% (13% rooms, 2.5% rates) 
• Pebblebrook – 3Q Group revenues declined 5.6% (ADR up 6%, Occupancy down 11%), down from 2Q up 1%, 1Q up 10.8% and 

4Q14 up 11.5%. 4Q15 Group rev up 3% (ADR up 2.4%, Occ up .5%), 2016 revenue pace up 11.7% driven mostly by rate (up from 
last Q 2016 estimate of 7.3%) 

• Sunstone – 3Q Group revenue up 2.1% (ADR up 2.6% and a slight decline in occupancy), down from 2Q Group rates up 7% yr/yr 
and rooms up 1.4%; 2015 Group pacing up 6.2% (5.6% mentioned on the 2Q call and 4% mentioned on 1Q call); future group rates 
increase 8% in 2016, 12% in 2017, and 8% in 2018 

 
More on the Brand’s Group Performance  
HLT noted that Group RevPAR was up 4% for the quarter (July was 8% but difficult comps for the quarter and the holiday shift/setup 
hindered growth), which fell behind transient RevPAR growth, which was up 6% in 3Q.  This trend was the reverse of 2Q, in which 
Group growth of 6% exceeded transient RevPAR growth. Hilton expects that with the holiday setup behind them, and good pace through 
October and the remainder of the quarter, 4Q should bring a step up in group RevPAR growth, which was said to be up over 500bps in the 
Americas, and strengthening in pace, more closely resembling 2Q. This guidance puts 2015 Group growth also up mid-single digits, and 
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looking ahead to 2016, that trend should continue.  
 
MAR did not provide Group RevPAR for 3Q, but did note that they saw a moderation in Group RevPAR growth in the in 3Q vs. 2Q, as 
expected, due to a difficult comp and a calendar setup that pushed Group travel into Oct.  Production in the quarter for all future periods 
(good leading indicator) was strong at up 7% yr/yr. 4Q is pacing up 7% based on the shift into October. 2016 group bookings are also 
ahead for North American full-service hotels, up more than 7% with about 75% of expected Group business volume booked thus far. 
Contributing to the 7% increase in Group RevPAR pace for 2016 is an ADR increase of 3%.  
 
HOT noted that group performance slowed in 3Q as expected due to the holiday set up in September (Labor Day shift and timing of 
Jewish holidays).  In North America specifically, Group revenue in the quarter was roughly flat yr/yr and retail transient revenue was up 
9% in the quarter.  Looking ahead to the fourth quarter, group pace was called out as up high single digits, and  U.S. RevPAR growth is 
expected to continue in the 5-6% range. For 2016, group pace is in the low single digits, at a similar level to prior year pace, with most of 
the RevPAR increase attributable to rate growth (rate growth up low to mid-singles).  As of the end of 3Q (9/30/15), nearly 60% of HOT 
forecasted Group business for 2016 was on the books. 
 
H’s US Group RevPAR was up 1.4% in 3Q, a significant but expected deceleration from 2Q (calendar setup), which was up about 10%. 
Group rates were up 4.7% in the quarter, the fifth straight quarter of increases in group rate, but performance was impacted by lower 
association demand.  H noted that the outlook for Group demand remains positive, and the calendar setup was the primary culprit for the 
deceleration.  Hyatt noted that they did see a step up in October, with overall RevPAR up 8%, which was driven primarily by group. H 
highlighted that near term demand in Group was strong as October in-the-month, for-the-month bookings were up nearly 25%, and 
October group production (bookings for future periods) was up over 20%.  Going forward, H stated that the remainder of 2015 is pacing 
at a high-single digit growth level, with 2016 pacing in the low single digits, with 2/3s of business on the books already.  
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• Brand Co’s RevPAR Growth by Geography 
Below are our estimates for HLT, MAR, and HOT’s domestic and international RevPAR Growth: 

  
As shown above, we are modeling systemwide RevPAR growth for the Brands to remain up in the mid-singles in 4Q15 and into 2016. 
For 4Q, we are modeling HLT at 5.5% (3Q was up 5.8%), MAR at 5.4% (3Q was up 4.5%) HOT at 4.6% (3Q was up 5.4%), and H at 
5.9% (3Q was up 5.4%). For 2016, we are modeling HLT at 5.1% (2015 at 5.8%), MAR at 5.0% (2015 at 5.5%), HOT at 4.6% (2015 at 
4.8%), H at 5.0% (2015 at 6.1%). 
 

  
As shown above, we are modeling domestic RevPAR growth for the Brands to remain up in the mid-singles in 4Q15 and into 2016. For 
4Q, we are modeling HLT at 5.6% (3Q was up 5.1%), MAR at 5.5% (3Q was up 4.2%) HOT at 5.5% (3Q was up 5.3%). For 2016, we are 
modeling HLT at 5.5% (2015 at 5.5%), MAR at 5.0% (2015 at 5.5%), and HOT at 4.8% (2015 at 5.7%). 
 

  
As shown above, we are modeling international RevPAR growth for the Brands to remain up in the mid-singles in 4Q15 and into 2016. 
For 4Q, we are modeling HLT at 5.4% (3Q was up 8.9%), MAR at 5.0% (3Q was up 6.2%) and HOT at 3.5% (3Q was up 5.5%). For 
2016, we are modeling HLT at 5.1% (2015 at 6.7%), MAR at 5.0% (2015 at 5.6%), and HOT at 4.4% (2015 at 3.8%). 
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Section 2: Recap of 3Q15 Results, 2015 Outlook and Forward Commentary from the 3Q Earnings Calls 
 

In this section, we include a recap of HLT, MAR, HOT, and H’s RevPAR growth for 2Q. We also provide RevPAR metrics/guidance and 
commentary from the lodging REIT’s. 
 
Below is summary of growth vs. guidance and the updated outlook by lodging co: 
1. Hilton up 5.8% in 3Q (guide was 5-7%1Q was up 5.2%); reducing outlook 25bps to 5.0-6.5% (prior 5-7%) 
2. Marriott up 4.5% in 3Q (guide was 5-7%; 2Q was up 5.3%); did not provide an updated 2015 outlook (prior 5.5-6.5%) 
3. Starwood up 5.4% in 3Q (guide was 5-7%; 2Q was up 4.1%); reducing outlook 100bps to 4-5% (prior 4-6%) 
4. Hyatt up 5.4% in 3Q (doesn’t guide; 2Q was up 5.6%)  
5. IHG up 4.8% in 3Q (doesn’t guide; 2Q was up 4.4%)  
6. La Quinta up 2.1% in 3Q (2Q was up 4.0%); reducing 2015 outlook 100bps to 3.5-4.5% (prior 4.5-5.5%) 
7. Wyndham up 3.3% in 3Q (2Q was up 0.0%); increasing 2015 outlook 50bps to 3-4% (prior 2-4%) 
8. Choice up 5.8% in 3Q (2Q was up 6.7%); maintaining 2015 outlook at 7.0% (prior 6.5-7.5%) 
9. Host up 2.8% in 3Q (2Q was up 4.8%); reducing 2015 outlook 50bps to 4-4.5% (prior 4.5-5%) 
10. LaSalle down -2.4% in 3Q (guide 4.5-5.5%, 2Q up 4.1%); 4Q guided 1-3%; 2015 reduced 200bps to 1.7-2.2% (prior 3.5-4.5%)  
11. DiamondRock up 2.2% in 3Q (2Q was 6.0%); implied 4Q at up ~2.5%, and reduced 2015 outlook to 4.25-5% (prior 6-7%) 
12. Ryman down -1.8% (2Q was up 3.1%); reducing 2015 outlook by 50bps off the high end to 3.5-4% (prior 3.5-4.5%) 
13. Strategic up 3.3% in 3Q (2Q was up 2.1%); not providing any guidance at the moment due to impending merger 
14. Pebblebrook up 4.0% in 3Q (guide 4.5-5.5%, 2Q was 3.8%);4Q guided 2.5-4.5%; 2015 reduced 125bps to 3.5-4.0% (prior 4.5-5.5%) 
15. Chesapeake up 7.2% in 3Q (guide 6.5-8.5, 2Q was up 7.0%); 4Q guided 5.5-7.5%; 2015 reduced to 6.1-6.6% (prior 6.5-8.5%) 
16. Sunstone up 3.5% in 3Q (guide 3-4%, 2Q was 7.1%); 4Q guided 2.5-4%; 2015 reduced ~50bps to 4.75-5.5% (prior 5-6.5%) 
17. Felcor up 7.0% in 3Q (2Q was up 7.3%);4Q guided up 7-9%, 2015 outlook narrowed, slightly reduced to 8.75-9.0% (prior 8.5-9.5%) 
18. Hospitality Property Trust up 7.0% in 3Q (2Q was up 10.6%)  
19. RLJ up 2.9% in 3Q (2Q was up 5.0%); reduced 2015 outlook by ~50bps to 4-5% (prior 4.5-5.5%) 
20. Summit up 4.9% in 3Q (2Q was up 7.6%); guiding 4Q up 4-6% and maintaining 2015 at 6.75-7.25% (prior 6-8%) 
21. Chatham up 5.3% in 3Q (guided 6-8%, 2Q was up 6.4%); 4Q guided 5-5.5%; 2015 outlook essentially maintained at up 5.75-6% 

(prior 5.5-6.5%) 
 
 
1. Hilton up 5.8% in 3Q (guide was 5-7%1Q was up 5.2%); reducing outlook 25bps to 5.0-6.5% (prior 5-7%) 
• Review of growth by Region for HLT: Asia Pacific leading growth; Other Regions Moderate but Remain Up Mid-Singles  
In terms of specific geographies, The America’s region was stable at In terms of specific geographies; The America’s region was stable at 
5.8% (5.2% in 2Q). Growth in the Americas was led by regions outside the U.S., which in total were up 7.5% despite a soft Brazil. The 
U.S. was up 5.1%, similar to 2Q as a strong July and better September supported growth. Asia Pacific continues to lead growth at an 
impressive up 10.2% (9.4% in 2Q). Growth was led again by China, Japan and should remain strong in 4Q. Europe travel was strong this 
summer at up 8.8% (4.6% in 2Q) as inbound arrivals/leisure travel drove growth and should moderate slightly into 4Q. Africa & Middle 
East was strong on the Ramadan shift at up 9.1% (2.5%in 2Q). Growth for the region should moderate noting a softer Russia and inbound 
travel to the Arabian Peninsula.  
 
• Group RevPAR up 4% in 3Q15 (was up 6% in 2Q15) and pacing up mid-singles for 2015 and into 2016 
Group RevPAR was up 4% for the quarter (July was 8% but difficult comps for the quarter and the holiday shift/setup hindered pace), 
which, unlike 2Q, falls behind transient RevPAR growth, which was up 6% in 3Q.  This trend was the reverse of 2Q, in which Group 
growth of 6% exceeded transient RevPAR growth. Hilton expects that with the holiday setup behind them, and good pace through 
October and the remainder of the quarter, 4Q should bring a step up in group RevPAR growth, which was said to be up over 500bps in 
the Americas, and strengthening in pace, more closely resembling 2Q. This guidance puts 2015 Group growth also up mid-single digits, 
and looking ahead to 2016, that trend should continue.  HLT stated that group position for next year is continuing to track up mid-singles, 
and RevPAR growth strength is reflected by Hilton’s view of continued strong fundamentals, supported by a group position that 
continues to track up in the mid-single digit, with a strengthening pace of transient growth consistent with current trends. 
 
Key Quotes 
o The mid-single pace in Group growth for 2016 is driven about 60% by rate, and 40% by bookings. 
o You talked a little bit about a little bit softer transient growth in October than maybe you had expected. So, I was curious, coming into the quarter, 

most investors expected that 4Q is going to be better than 3Q. If you could just elaborate a little bit on sort of what you’re seeing in the business 
right now, I think that would be helpful? 
<A – Chris Nassetta – Hilton Worldwide Holdings, Inc.>: Focusing on the U.S. for the moment, I think the group side in the fourth quarter is 
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getting better than we expected.  The transient side of the business is generally tracking consistent with what we saw over the last quarters [but 
below expectations]. And when you put those two together, that’s how you get a U.S. fourth quarter that we said will be sort of similar to modestly 
better than what we’ve seen in the last couple of quarters. 

o I will say we had anticipated, forecasted, maybe hoped for, a transient pace that would pick up in the fourth quarter, and particularly in October, 
which is a very big transient month, and that has not materialized the way we had thought. Corporate has been choppier than expected in Oct, but 
the overall outcome is in line with expectations. 

o I guess the primary theme that I would sort of glean from all that, and I would suggest is what we’ve gleaned from it all, is that what we’re really 
seeing in the fourth quarter is strengthening of group the way you expect it, particularly in October, and transient that is clicking along pretty 
much like the second quarter and third quarter. And those things are combining to drive a reasonably good result, sort of where we’ve been or a 
little bit better in the U.S.  The rest of the world, which is why the fourth quarter number is 4% to 6%, is really a comp exercise. Europe and the 
Middle East have difficult comps, but the outlook for the region is positive for the remainder of this year and next. 

o <Q – Vince Ciepiel – Cleveland Research Co. LLC>: Great. Thanks. And then finally, looking at occupancy in the U.S., it looks like you’re up 120 
bps year-to-date, which puts you at 78%, which is one of the higher occupancy amongst the brands, I think, domestically. How is that compared to 
your initial expectations heading into the year? And maybe you could kind of comment on what you’re seeing in domestic group, domestic transient, 
and maybe the impact from inbound arrivals, how it’s tracked versus that initial expectation? 
<A – Chris Nassetta – Hilton Worldwide Holdings, Inc.>: I think the short answer is, it’s generally consistent with expectations for the year within 
minor rounding here. So, we think next year, as I described, a lot more of the growth is going to come to rates, so much more modest occupancy 
gains overall. There are lots of factors sort of moving it one way or another. International has obviously been, from a volume point of view, a bit of 
a drag, but there are other things that have been sort of benefiting us. And most particularly, the group as – we’ve all been waiting for the group 
cycle to get more in full swing. We’re starting to see that. 

o And that’s a very healthy thing for the business, because it not only gives us more occupancy and build the base, but it allows us ultimately to 
leverage off of that base to drive more rates for us, which is part – in part, why you’re seeing 75% to 80% of our RevPAR growth forecasted next 
year to be on the rate side. So, I think it’s generally consistent with what we thought. And next year is consistent with what we would expect to see 
at this stage of the cycle. 

 
2. Marriott up 4.5% in 3Q (guide was 5-7%; 2Q was up 5.3%); did not provide an updated 2015 outlook (prior 5.5-6.5%) 
• 3Q RevPAR Review and Outlook 
3Q Systemwide RevPAR up 4.5% (was 5.3% in 2Q) as MAR saw lower growth in N. Am at up 4.2% (5.4%in 2Q), at the low end of 
guidance of 4-6%, similar to a number of lodging REIT’s who have shown a Q/Q deceleration in growth. International was a bright spot 
in the quarter, stepping up to 6.2% (4.5% in 2Q), meaningfully ahead of guidance of 3-5%. 
 
• Group moderated in 3Q15, as expected due to the holiday setup (was up 6% in 2Q15); 4Q and 2016 pacing up 7% 
MAR saw a moderation in Group RevPAR growth in the in 3Q vs. 2Q, as expected, due to a difficult comp and a calendar setup that 
pushed Group travel into Oct.  Production in the quarter for all future periods (good leading indicator) was strong at up 7% yr/yr. 4Q is 
pacing up 7% based on the shift into October, which sounds to be an especially strong Group month. 2016 group bookings are also ahead 
for North American full-service hotels, up more than 7% with about 75% of expected Group business volume booked thus far. 
Contributing to the 7% increase in Group RevPAR pace for 2016 is an ADR increase of 3%.  MAR noted that one of the main data points 
supporting the notion that the calendar setup was the primary driver for the decrease in Group for the quarter (rather than fundamental 
demand trends) is that group nights and special corporate growth were modestly down from the prior year for 3Q, but bounced back after 
Marriott lapped the difficult comp and surpassed the calendar issues in October.  In general, MAR tends to be more group reliant in the 
managed portfolio than the franchised portfolio, and is more heavily weighted towards convention centers than peers, making the weaker 
group setup in 3Q more impactful for them.  Despite the Group difficulty, MAR RevPAR for the quarter was up 4.5% yr/yr, supported by 
high occupancy rates allowing for continual opportunities to push rate.  
 
Key Quotes 
o In North America, we expect system-wide RevPAR will increase at a 4% to 6% rate in 2016. As I mentioned, group revenue pace for 2016 is up 

more than 7%, including roughly 3% increases in average daily rate. 
o In North America, our development pipeline reached 144,000 rooms at the end of the third quarter, a 20% increase over the past 12 months. Our 

limited service pipeline in North America reached a record 1,000 hotels at the end of the third quarter. Our AC and Moxy brands are moving fast in 
North America with attractive locations concentrated in urban markets. Together, these two brands have 82 hotels in the region’s pipeline. 

o Marriott continues to garner an outsized share of the new construction in the United States. Once again, this quarter with only a 10% share of 
existing rooms in the U.S., Marriott brands represent more than one quarter of all new U.S. construction, more than any other company according 
to Smith Travel. 

o Regarding Oct: <A – Arne Sorenson – Marriott International, Inc.>: What we see at this point is not very significant. Transient may be a touch 
weaker than we would have anticipated, but it’s a touch. And, again, at 6% RevPAR growth, it still feels like a reasonably healthy number. 

 
3. Starwood up 5.4% in 3Q (guide was 5-7%; 2Q was up 4.1%); reducing outlook 100bps to 4-5% (prior 4-6%) 
• 3Q RevPAR Review 
Systemwide constant dollar RevPAR for Starwood was up 5.4% in 3Q15.  In the U.S., RevPAR was up 5.1% over last year, with double 
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digit increases in a number of markets, including Los Angeles, Phoenix and Orlando.  New York, which continues to face very high 
supply, but still saw growth in RevPAR of up 1.6%.  As expected, group performance in the third quarter slowed yr/yr, due to the holiday 
set up in September (Labor Day shift and timing of Jewish holidays).  In North America specifically, given the 3Q calendar setup, Group 
revenue in the quarter was roughly flat yr/yr and retail transient revenue was up 9% in the quarter.  Looking ahead to the fourth quarter, 
group pace is up high single digits, and U.S. RevPAR growth is expected to continue in the 5-6% range. For 2016, group pace is in the 
low single digits, at a similar level to prior year pace, with most of the RevPAR increase attributable to rate growth (rate growth up low 
to mid-singles).  As of the end of 3Q (9/30/15), nearly 60% of HOT forecasted Group business for 2016 was on the books.   
 
On the international front, HOT showed an acceleration in growth to up 5.5% in 3Q (was up 2.7% in 2Q).  Europe was very strong for the 
quarter, coming in up 10.1% (ahead of the up 6.1% in 2Q). HOT hotels benefitted from key regional events in Venice, Milan, and 
London, and favorable leisure travel patterns around the holiday shift. L. America was down -5.6% (worse than the -3.2% in 2Q) and 
excluding Brazil, Latin America RevPAR was up nearly 3%.  Mexico RevPAR was up 5.4%, as lower than expected growth in urban 
hotels was offset by continued strong performance at resort properties, where RevPAR was up double digits. Africa/Mid E down 5.9% 
(up from the -4.0% in 2Q), China came in down -2.6% (down -0.3% in 2Q), and Rest of Asia remained very strong at up 10.7% (was 
7.5% in 2Q). We include charts below detailing HOT’s RevPAR performance by region as well as commentary by region. 
 
Key Quotes 
o Worldwide RevPAR up 5.4% for 3Q, despite unfavorable shifts in FX, as it was bolstered by decisions to beef up sales and marketing activity early 

in the year, while also coinciding with cost cutting activities.   
o In the U.S., RevPAR was up 5.1% overall and we saw double-digit RevPAR increases in a number of markets including Los Angeles, Phoenix and 

Orlando. 
o <A – Tom Mangas – Starwood Hotels & Resorts Worldwide, Inc.>: As I look through the third quarter, we had a strong July, a softer August and a 

good September and that continues into October. And we really haven’t seen a material change in that trajectory at this point. Relative to pockets of 
strength that we’ve been enjoying in the overall third quarter, Phoenix, Atlanta, Los Angeles, as I said, have all been good sources of strength. And 
even New York, which had been often a down market for us, was up 1.6%. So bucking a bit of the trend and we felt like we built a little bit of share 
there in the quarter as well. We remain optimistic that the cycle remains intact and our 4% to 6% guidance next year, certainly, is relying on a 
heavy contribution from North America. 

o Our third quarter again featured progress for Starwood brands thanks to improved marketing and sales activity. Let’s start with Sheraton and 
Sheraton 2020. Our comprehensive plan announced June 1 to put Sheraton back in the spotlight as a brand of choice for travelers worldwide. 
Sheraton represents more than 40% of Starwood’s entire room inventory and polishing the Sheraton brand has been a top companywide priority 
over the past eight months. Since the June 1 Sheraton 2020 plan unveiling, Sheraton activity has been extensive, breaking the new global Sheraton 
advertising campaign and for the first time in nearly a decade, Sheraton returning to television with commercials running globally that highlight the 
brand’s more sophisticated positioning. 

 
4. Hyatt up 5.4% in 3Q (doesn’t guide; 2Q was up 5.6%)  
• 3Q RevPAR Review 
Americas Full service RevPAR growth accelerated to 5.3% (7.3%in 2Q) and Select service remained in line at up 7.2% (7.2%in 2Q15). 
International RevPAR growth also was stronger with Asia Pac up 3.1% (2.2%in 2Q) despite a difficult Hong Kong and 
Europe/Africa/Mid E./SW Asia accelerating significantly up 6.2% (down (0.2%) in 2Q). This is broken out by mid-single digit RevPAR 
growth in Europe, positive but slower than Europe growth in South Asia, and modestly negative growth in the Middle East, primarily as a 
result of struggles in Dubai.   
 
• Group solid in 2Q; 4Q pacing up mid to high singles; 3Q closer to flat; outlook on 2016 and 2017 upbeat 
We break out H’s quarterly Group vs. Transient RevPAR growth in the table below: 
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As shown above, H’s US Group RevPAR was up 1.4% in 3Q, a significant but expected deceleration from 2Q, which was up about 10%. 
Group rates were up 4.7% in the quarter, the fifth straight quarter of increases in group rate, but performance was impacted by lower 
association demand.  H noted that the outlook for Group demand remains positive, and the calendar setup was the primary culprit for the 
deceleration.  Going forward, H stated that the remainder of 2015 is pacing at a high-single digit growth level, with 2016 pacing in the 
low single digits, with 2/3s of business on the books already. Looking out into 2017, H expects mid-single digit growth and says they are 
approximately 40% booked at this time.  H also stated that Group growth in the US for the month of October was up very significantly, 
and when averaged out with September, meets the 7% expectation Hyatt alluded to for the remainder of 2015 on the 2Q call. 
 
Key Quotes 
• Looking ahead to 2016, we are positive about the momentum in our core business. We’ve discussed positive group trends. We’re seeing strength 

in our transient rate progression driven by higher rack rates. Our corporate rate negotiations give us confidence as well. While still early in the 
process, negotiated corporate rates are likely to be up in the mid-single-digit percentage range or higher next year and we expect another strong 
year of new openings. 

• Our confidence in the continuation of strong demand for group business remains very high. And our outlook for the balance of 2015 and 2016 
and for that matter 2017 is very positive. Pace is up in the high-single-digits for the remainder of 2015. The low-single-digits for 2016 with 
approximately two-thirds of our business booked at this time. And our group pattern in 2017 is very positive with group revenue pace up mid-
single-digits and with approximately 40% of the business booked at this time. 

• Group rates were up 4.7% in the quarter, the fifth straight quarter of increases in group rate. Group performance was impacted by lower 
association demand. However, corporate demand was extremely strong and we realized a 38% increase in in-the-quarter, for-the-quarter bookings 
in the third quarter. This reflects continued strength in demand from corporations in the U.S. for meetings and events as corporate profits remain 
strong, up 8% in the first half of 2015 compared to the same period in 2014. 

• In-the-month, for-the-month group bookings were up nearly 25%. In fact, October group production – that is, booking for all future periods – was 
up over 20%. So the group trajectory remains very strong. As you think about the fourth quarter, two other items to know. We expect the headwind 
due to FX to be about the same as it was this past quarter, about $6 million to $7 million, and we expect the year-over-year impact of transactions 
to be far less than it has been running so far this year. It should be in the $3 million to $4 million range. 

• RevPAR for our select service hotels in the Americas was up 7.2% with a significant majority of that increase coming from rate growth. Transient 
demand was very strong in the quarter with transient room revenue at comparable U.S. full service hotels up a very strong 9.2% in spite of weaker 
results in New York City. 

• Strong transient markets included San Francisco, Hawaii, and Orlando. We saw weakness in New York City as new supply and lower international 
inbound travel negatively impacted results. Group room revenue at comparable U.S. full service hotels was up a little over 1% in the quarter, 
inclusive of an estimated 290 basis point impact from the timing of holidays in the United States. 

 
5. IHG up 4.8% in 3Q (doesn’t guide; 2Q was up 4.4%)  
• 3Q RevPAR Review by geography 
IHG Americas RevPAR growth was up 4.3% for the quarter, with the US occupancy levels at 76%, the highest ever for IHG, which led to 
positive rate increases.  The summer was particularly strong, while the Labor Day shift did present a headwind as expected, later in the 
quarter.  Canada experienced a negative impact from oil producing states, but Mexico performed very well and experienced their second 
straight quarter of double-digit growth.  Europe was up 7.8%, marking another strong quarter, with strength in the UK, with positivity in 
Southern Europe, Russia, and the CIS.  Germany also was steady in most major cities, but did feel some impact from the unfavorable 
calendar.  All major markets in Asia, Middle East, and Africa helped to drive RevPAR growth, which came in up 7.1%, with a very strong 
Japan, and a weak Yen leading to increased inbounds in China.  The Middle East was up 4.5%, South Asia was up double-digits, and 
India experienced solid growth driven by strong occupancy and inbound travel.  Weakness in the region came from the Greater China 
area, Hong Kong, and Macau   
 
Key Quotes 
• We delivered a strong performance in the quarter, leveraging our global scale and executing against our winning strategy to drive continued 

growth across our portfolio of preferred brand. Global RevPAR growth of 4.8% on a constant currency basis marked an acceleration from the 
second quarter, and we find more than 16,000 rooms into our pipeline, our fastest rate of hotel signings for seven years. 

• RevPAR growth in August was impacted by the later timing of Labor Day which traditionally marks the end of the holiday season and 
compresses demand at the end of the month. This did, however, benefit trading in September with strong leisure demand in the first week. 
Across the industry, September was expected to be negatively impacted by two Jewish holidays falling within the month compared to just one in 201
4. However, group business returned more quickly than expected following Rosh Hashanah and solid levels of transient demand ensured rate growt
h wasrobust. With occupancy levels so high across our estate, with continued favorable supply and demand dynamics, we expect RevPAR to be driv
en by rate through the remainder of this year and into next. 

• <A – Paul Edgecliffe-Johnson>: In terms of the U.S., on a month-by-month basis, both July and September were good months, strong demand.  
And yeah, at a point in the cycle when you’re running high occupancies, you’re going to be able to manage your product effectively.  And I think 
August, with that weakness at the end because of Labor Day, it distorted some of the rates, with occupancy a bit lost there. 
But looking at the industry data, October since we’re strong again and there is an awful lot of demand out there and especially revenue managing it 
as effective as you can 
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• <A – Paul Edgecliffe-Johnson>: I think if you look at the U.S. October industry data, it shows that the month started well. And I think there are 
some markets that are stronger than others, San Francisco has been particularly strong. Others less so, but nothing I’d particularly call out there. 
But as we look at the amount of business that we’ve got on the books and compare that to previous years, I mean, I think we feel encouraged to how 
the fourth quarter will turn out. But nothing more specific I can say on that. 

 
6. La Quinta up 2.1% in 3Q (2Q was up 4.0%); reducing 2015 outlook 100bps to 3.5-4.5% (prior 4.5-5.5%) 
• 3Q came in with weaker than expected demand and occupancy after guidance was reduced mid-September 
• La Quinta outlook on unit and franchise growth, accretive strategies for owned assets, and the CEO search remains positive 
Key Quotes 
o We once again grew our RevPAR, franchise pipeline, and system-wide units. We accelerated a portion of our share repurchase program due to 

recent market activity, acquiring 1.0 million shares in the third quarter with available cash. In addition, we entered into a definitive purchase and 
sale agreement to sell 24 of our owned hotels, which we expect to have an accretive EBITDA multiple, despite the fact that most of the properties 
will be removed from our system.  In an environment of ongoing strong industry fundamentals, we remain focused on growing our business and 
delivering long-term shareholder value. 

o During the third quarter, we continued to execute on our growth strategies. We expanded our geographic presence with the opening of 8 franchise 
properties, including locations in New York, Oregon, Washington and Illinois. We continued to grow our pipeline, with our franchise development 
activity in the first three quarters of 2015 resulting in the highest number of franchise agreement signings during the first nine months of the year 
since 2008.  Our international presence continues to grow with the execution of new franchise agreements for two additional locations in 
Mexico.  We are also expanding into our 48th state, with the signing of a franchise agreement for our first location in Alaska. 

o So when you look at it, if we roll back to the beginning of the year, right, we had guidance that reflected already pretty tough comparisons in the 
second half of the year. If you look at the way that our guidance is shaking out today, we’ve effected Q3 for the items that we talked about, the 
continuing stabilization of our call center as well as the impact of our property in Bloomington. We’ve left Q4 very consistent with what we saw in 
the first half of the year. But based on the current projection, that would then put us at performance in the second half of the year that is better 
than Q2, but not as strong as we had additionally signaled in our original guidance. 

o On the development front, we again had a very active and positive quarter. Interest from the franchising community in owning and operating La 
Quinta hotels remains robust. During the quarter, we opened eight new franchise locations with more than 600 rooms bringing our total portfolio to 
884 hotels with almost 88,000 rooms. The geographic diversity of these openings which includes Brooklyn, New York; Pomona, California; the 
Olympia Market of Washington; and Chattanooga, Tennessee is a great representation of our continued focus on expanding our presence into new 
and higher rated markets. We also signed 22 new franchise agreements in the quarter which drove net growth in our pipeline to 221 hotels. 

 
7. Wyndham up 3.3% in 3Q (2Q was up 0.0%); increasing 2015 outlook 50bps to 3-4% (prior 2-4%) 
• Larger than expected FX impaired earnings, and dropped full year outlook 200bps (Company does not guide quarterly) 
Key Quotes 
o We are also fine tuning our driver guidance as follows: in the Hotel Group we now expect that 2015 global RevPAR will increase 3% to 4% on a 

constant currency basis or be flat including the impact of foreign exchange translation. Domestic RevPAR is expected to increase 5% to 6%. Our 
new guidance reflects the impact of updated FX translation effects coupled with lowered demand in oil-producing regions and higher 
international growth. As noted earlier we expect net room growth to be at the low end of our 3% to 5% guidance range as we continue to focus 
on hotels that meet our quality standards. 

o Now to put this into perspective, RevPAR in the non-oil producing states grew around 6% whereas RevPAR in the oil producing states was actually 
down 3%. We were especially pleased with the performance of our managed portfolio which posted a 14% increase in RevPAR year-over-year on a 
same store basis. System-wide RevPAR was flat largely due to the adverse impact of foreign exchange, lower demand in oil producing regions and 
continued unit growth of lower RevPAR hotels in China. If we were to exclude China effect and put our results in constant currency, global RevPAR 
actually would have grown 4.4%. Overall system size was up 2.5%. Our development pipeline has increased 5% sequentially and we’re on track to 
hit our annual growth target of 3% to 5%, albeit at the lower end of the range. 

o As part of our effort to expand our distribution platform we recently signed a global deal with TripAdvisor Instant Booking. As one of the first 
hotel companies to feature their ratings on our brand websites we’ve had a longstanding relationship with TripAdvisor. TripAdvisor Instant 
Booking will make it even easier for potential customers to reach and directly book stays across our brands. 

o <A – Stephen P. Holmes>: Well, we are pushing the growth of the mid-scale brands that we have, and frankly we’ve seen some very good response 
in the marketplace. J.D. Powers put Wingate on the top of the list as well as Microtel, which is an economy brand, was on the top of the list. And we 
saw improvements in every one of our brands in the J.D. Powers metrics. So we are pushing development to grow those brands, and we’re growing 
them by bringing in better properties. Whether we’ll push hard on a particular brand that is in a particular segment is largely driven by market 
dynamics and what’s of interest to the hotel owners. We’ve seen a lot of interest in the Dolce brand and the TRYP brand and the Wingate brand, 
so we’ll continue to grow those. And those happen to be more around that mid-scale segment, but Microtel is also growing well. 

 
8. Choice up 5.8% in 3Q (2Q was up 6.7%); maintaining 2015 outlook at 7.0% (prior 6.5-7.5%) 
• 3Q RevPAR was up 5.8% (vs. guidance of 6.5%). CHH guided 4Q up 5.5% vs. implied of 5.0% as of the 2Q call, representing a step 

up in 4Q expectations.  The full year outlook remains intact at 7%, due to ~50bps miss in 3Q, but increased 4Q outlook of ~50bps 
• CHH stated the quarter was terrific on the development front, improving franchise contracts for new construction and conversion 

hotels, illustrating strong demand for CHH brands. 
• Net domestic unit growth expected to increase by 4% (excluding impact of Comfort, with comfort factored in, 1% growth) 
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Key Quotes 
• I wonder if you could give a little bit of color around Q3, the RevPAR came in below what your guidance has been. Was that certain regions or 

certain – just kind of any color around what you think is driving that? 
 
<A – Dave White – Choice Hotels International, Inc.>: Well, it really was because August was soft. So what happened was we came in fairly 
strong to the quarter, and then August for some technical reasons, there were two fewer Fridays and where Labor Day – August was soft. But the 
great thing was it’s firm back big in September. So that’s what’s given us such confidence going forward. 

 
• On the supply front, we were able to grow the number of hotels operating in our domestic franchise system by approximately 0.2% compared to 

September 30, 2014. As we had previously mentioned, our domestic supply growth numbers continued to be impacted by our rejuvenation strategy 
for the Comfort brand family. Excluding the impact of this strategy, our domestic system increased by over 100 units or approximately 3%. 
 
Our Quality Inn brand has been positively impacted by our Comfort rejuvenation strategy and has increased 5% since September 30 of the prior 
year, as we’ve had success in repositioning many of the hotels previously flagged in the Comfort brand to Quality. Our effort to run Comfort are 
also helping to fuel growth of our development pipeline for the Comfort brand family, which increased 36% from September 30, 2014, primarily 
driven by new construction projects. 
 
We’re also pleased by the growth of our upscale brands: Cambria and Ascend. The system size of these brands grew by 14% and 5% respectively 
since September 30 of the prior year, and the royalties generated from the Cambria and Ascend brands for the third quarter increased 37% and 
14% over the prior year respectively. 

 
• <A – Steve Joyce – Choice Hotels International, Inc.>: Yeah. Sure. So on the RevPAR front, I think we feel really good about the fundamentals 

in the industry and what we’re going to see in 2016. Obviously, a number of our competitors have put out their outlook for next year in that mid 
single-digit percentage growth rate area. Feels like that should be a good spot to be. We’re continuing to work through it, but we feel pretty good 
about positive RevPAR growth next year in that mid-single-digit area. 

 
9. Host up 2.8% in 3Q (2Q was up 4.8%); reducing 2015 outlook 50bps to 4-4.5% (prior 4.5-5%) 
• HST provided updated guidance mid-Sept, stating that they were experiencing weaker than expected leisure business in the US, and 

lower than expected growth at international properties, trends expected to continue in 4Q 
• Business pushed into 4Q as a result of calendar setup in 3Q, as rate in 3Q was up 2% but demand was down 2%, and group revenues 

were down 1% on the quarter 
• HST expects solid results for the 4th quarter, as pace was ahead of the prior year by more than 3%, and rate is up over 2%, with slight 

moderation in transient activity vs. expectations 
• Positive outlook for 2016, group revenue pace very strong 
 
Key Quotes 
o Overall, we saw a reduction in international demand in the 5% to 10% range, which represents about four-tenths of a percent of occupancy, with 

slightly more impact on the East Coast versus the West Coast. Our positive mix shift helped drive an overall transient rate increase of 2.5% for the 
quarter, resulting in transient revenue increase of 4.5%. This, in turn, led to RevPAR for the quarter in constant currency increasing by 2.8% or 3% 
as adjusted for the USALI change in reporting Resort fees. 

o Industry ADR, which improved by 4.5%, continue to drive the majority of RevPAR growth. Third quarter industry occupancy grew 1.4%, which, 
combined with a strong ADR growth, resulted in a 5.9% RevPAR improvement during the quarter. 

o We have been the most active seller in the REIT space for the last four years, having now completed north of $2 billion in sales. We continue to see 
opportunities to complete sales at attractive prices, and are currently marketing approximately $1 billion worth of assets. These assets include the 
Asia-Pacific hotels I just mentioned, one key asset located in New York, as well as hotels located in several suburban U.S. markets that have an 
average RevPAR of less than $135. 

o Let’s move to our forecast. At the end of September, based on market weakness for August, we provided an update to our outlook for 2015. We 
identified weaker leisure business in the United States and lower-than-expected growth at our international properties, mainly at our Calgary 
and Latin America hotels. 

o Looking ahead to the remainder of 2015, we continue to expect solid results in the fourth quarter. Booking activity in the third quarter was very 
positive, increasing 2.7% over the same period in the prior year. Our group booking pace for the fourth quarter is ahead of last year by more 
than 3% and rate is up by more than 2%, indicating that booked revenues are up approximately 5.5%. Although transient activity has moderated 
to some degree compared to our expectations in July, we still expect RevPAR growth in Q4 to be stronger than our year-to-date performance, 
leading to full-year RevPAR growth of 4% to 4.5%. 

o Can you provide additional color on the softness in October? what do you think it’s related to? And do you think that it’s the beginning of a longer-
term downtrend?  
 
<A – Ed Walter – Host Hotels & Resorts, Inc.>: I think it’s really hard to say. We – first off, we’re sort of all getting the October softness light – 
we’re seeing it kind of real-time. Our group element of our business has held up fairly well through October, at least based on all indications we 
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have. I would imagine that we’re still seeing the same international travel weakness that we saw on this summer. I suspect that that’s still carrying 
into October. My guess is that will become less impactful as we get later in the year, because I suspect international travel tends to ebb a bit as you 
get into the late part of the fourth quarter. But I’m sure that’s contributing to it to some degree. 

o Our window into 2016 performance is limited, as we have not yet received our operating budget. That said, there are several factors we note that 
should favorably affect 2016 performance. Our group revenue pace for 2016 remains quite strong, well north of 6% compared to less than 1% 
ahead at this time in 2014. Activity in Q2 and Q3 is very strong. Only Q1 is currently demonstrating a shortfall to 2015 in rooms booked. We 
believe that is caused by some carryover renovation activity and the earlier Easter holiday, which will limit late March corporate and association 
events. 

o One of the things that will be important for 2016 performance is to see some recovery in – or some strengthening in demand. We obviously know 
that supply levels will be somewhat elevated compared to this year, so we’re going to need more demand in order to accommodate that. You know, 
we’re certainly seeing, as I mentioned in my comments, really strong bookings for next year, well better – far better than where we stood at this time 
last year. And we’re seeing – a lot of our markets are really showing good, solid, advanced group bookings. 

 
10. LaSalle down -2.4% in 3Q (guide 4.5-5.5%, 2Q up 4.1%); 4Q guided 1-3%; 2015 reduced 200bps to 1.7-2.2% (prior 3.5-

4.5%)  
• Actual RevPAR down -2.4% due to several rooms being closed off as a result of health and safety concerns, however no violation 

was found after further examination 
• RevPAR up 0.8%, excluding effect of transitory company specific incident mentioned above 
• As a result of the incident in 3Q and weaker than anticipated demand in 4Q, 4Q was guided up 2%, and the full year at ~2% as well, 

representing a step down in from implied guidance for 4Q of up 4.4% during the 2Q call, and FY guidance of 4% 
• The company reported that without the incident, the 3Q result would have been up 0.8%, and the full year outlook would be 3.25%.  
• While group is down in 2H15, management noted that pace is ahead by about 7% for 2016 
 
Key Quotes  
o Overall, our city-wide demand is projected to be down slightly in the fourth quarter, albeit this will be up significantly compared to the city-wide 

demand during the third quarter. We continue to note that the group decline is short term as our group revenue is ahead of pace by about 7% for 
2016. Additionally, city-wide events in many of our markets are pacing ahead for 2016. 

o Our convention portfolio grew 4.7% in RevPAR, with ADR up 3.4% and an occupancy increase of 1.2%. RevPAR at our resorts rose 2.5%, due 
entirely to rate, which increased 3.8%, while occupancy decreased 1.3%. RevPAR at our urban hotels decreased 5.3%, with an ADR decrease of 
1.2% and an occupancy decrease of 4.1%. Excluding the estimated lost revenue in New York, RevPAR at our urban hotels decreased 0.6%. 

o For the fourth quarter, we expect that our RevPAR will increase 1% to 3%, which includes an estimated $3 million of loss from revenue from Park 
Central New York and WestHouse. Without this impact, the midpoint of our RevPAR outlook for the fourth quarter would be 3.5%, which is down 
from our previously implied midpoint of 5%, due to a weaker group pace that we had in July, slower transient pick-up than expected and slower 
expected growth in San Francisco and LA. 

o As a reminder, our fourth quarter 2014 RevPAR increased 7.7% and our hotel EBITDA margin expanded by 163 basis points. Last year during the 
fourth quarter, industry demand was up 5.2% against only a 0.9% supply growth. We still expect demand growth to exceed new supply growth 
during the fourth quarter. However, we do not expect the favorable gap between supply and demand to remain as wide as it was last year. 

o Hi, can you help us with how your forward bookings and pace is looking for 2016 for New York City and DC? Any other comments on the outlook 
for those markets? Thanks.  
<A – Mike Barnello – LaSalle Hotel Properties>: Sure.  
So, as we said, we have a strong pace overall for 2016 of about 7%. When you look at – we don’t have much of a pace issue in New York City, 
but keep in mind that it’s not a huge group house. I mean, even though Park Central is actually a fairly large hotel, we don’t do a ton of group 
business. So, I wouldn’t look at that as necessarily material. D.C. actually has a very strong pace for the year, and that makes sense. The city-
wides are actually quite strong.  

o Excluding the Park Central and WestHouse, I’m just curious, what were kind of the main drivers in the lower outlook for the remainder of the 
portfolio?  
<A – Mike Barnello – LaSalle Hotel Properties>: It’s actually fairly consistent across the portfolio, it isn’t one hotel, it isn’t one market. We 
mentioned earlier that our group pace is down 3.4% for the quarter. And that’s unusual, especially when, back in July, we had a positive pace, it’s 
not one market, it’s a slowdown. Obviously, it changes relative to what our expectations were at certain markets. Obviously, we had grand 
expectations for the West Coast markets, the San Francisco and LA. And they’re not posting as strong as we had expected. But the same thing is 
true in terms of the pace the rest of our markets. So, I don’t think it’s one area. 

o Can you just talk a little bit about your group pace as you sort of look out to Q4 and then maybe Q1 of next year? I’m just kind of curious what 
you’re seeing in trends.  
<A – Mike Barnello – LaSalle Hotel Properties>: So, Q4, our group pace was actually down. The thing we mentioned in our remarks is that in our 
July call, we didn’t actually talk about the pace itself for Q4. At the time, our group pace for October – for the Q4 was actually up over 3% in 
July. Since that time, in the last 90 days, our group pace has deteriorated, actually it’s gone negative, negative 4.2%. 

 
 
11. DiamondRock up 2.2% in 3Q (2Q was 6.0%); implied 4Q at up ~2.5%, and reduced 2015 outlook to 4.25-5% (prior 6-7%) 
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• Excluding impact of the brand transition at The Gwen, 3Q RevPAR would have been up 3%, meeting the lower end of guidance 
• Group RevPAR declined on the quarter, due to the difficult calendar setup, down 7.2%.  However, despite the poor performance, this 

number actually exceeded expectations of revenue down 13%. 
• October RevPAR came in just under 4%, and 4Q so far has seen a pickup in group at up about 6% 
 
Key Quotes  
o Our hotels operated in a challenging environment during the third quarter as a result of the holiday shift and lack of group base, which contributed 

to our portfolio generating modest 2.2% RevPAR growth. The RevPAR growth was driven by an average rate increase of 3.2%, which was partially 
offset by a 0.8 percentage point reduction in occupancy. It is worth noting that the total revenue growth of 3% exceeded our RevPAR growth as a 
result of the additional revenues generated from the new rooms at the Boston Hilton and the 4.2% growth in food and beverage and other revenues. 

o The third quarter benefited from 9.5% revenue growth from the business transient segment, which represents the highest quarterly growth so far 
this year and an acceleration from the 5.5% second quarter growth. Business transient was led by the Boston Westin, the Chicago Marriott, and the 
Lexington Hotel with business transient revenue growth of 34%, 26% and 15% respectively. 

o As expected, our group segment was challenged this quarter with revenue declining 7.2%. Although we are never satisfied with revenue declines, 
the group segment was above expectations as group pace was down 13% at the beginning of the quarter. The outperformance was the result of 
picking up $6.4 million of in the quarter, for the quarter group revenues, which was 50% above the pickup from the same time last year. The 
stronger pickup was led by the Minneapolis Hilton, Lexington Hotel and Worthington Renaissance. 

o In October, I’ll note that our portfolio RevPAR came in just under 4% including continued impact from The Gwen ramp up and the impact from the 
1,000-year storm on the Charleston hotel. 

o So for D.C., we have – it’s a strong convention calendar there for both 2016 and 2017, it’s up to 19% each year those two years. So we feel very 
good about D.C. Boston is going to have similar room nights to 2015 with six more citywides, though down in the first quarter by 20%. And then 
very strong calendar in 2017, it’s about up 24% in room nights. And Chicago as you mentioned has a soft citywide calendar especially down – 
especially during the first half of the year, which is down by 10% and Minneapolis is also down 4% in 2016, though there is no citywides in Q1 as 
compared to two same time last year, but there’s a very strong Q3, again looks extremely strong which is up 29%. Denver is down 8% in 2016, and 
Salt Lake City is also going to have a down year as well, and then San Diego is going to be up 46% next year which we’re very encouraged by. 

 
12. Ryman down -1.8% (2Q was up 3.1%); reducing 2015 outlook by 50bps off the high end to 3.5-4% (prior 3.5-4.5%) 
• Comparable RevPAR came in down 1.8%, total RevPAR up 1.5%, due to calendar setup and room renovation program underway 
• Seeing transient rate increase, expect trend to continue through 4Q;encouraging start to 4Q, October setting up to be best Oct ever 
• Positive outlook into 2016 with expected growth to continue, setting up to be another record year 
 
Key Quotes  
o Turning to the Hospitality segment results, the hotels finished the quarter on a same-store basis with a RevPAR decline of 1.8% and an increase in 

total RevPAR of 1.5%. On a pro forma basis, adjusted for the impact of the USALI accounting changes, comparable same-store total RevPAR 
increased 2.2%. During the third quarter, we saw an increase in our group attrition rate to 13.7%. The increase in attrition during the quarter was 
attributable to a few specific large groups, and we see no indication that the industry is experiencing a systemic issue. Third quarter cancellations 
were our second best third quarter result at approximately 9,200 group rooms. Attrition and cancellation fees collected during the quarter totaled 
$1.2 million. 

o The fourth quarter is setting up very nicely for this hotel, based on the group business we have on the books, our October performance, and expect it 
to perform very solidly. For October, our big resorts and the two overflow hotels have what can only be described as a tremendous month and 
produced almost $100 million in revenue, which is by far the best October we’ve ever had. 

o Now let me take a moment and talk about the outlook for the remainder of the year, given that we now only have a couple of months left, and the 
variables have narrowed materially. As I mentioned earlier, our Hospitality segment remains on pace to have by far its best year ever, in terms of 
revenue and profitability. We remain encouraged by the strength of our business as we enter the fourth quarter, particularly given what I just 
shared with you about October.  As you all know, November and December are months when we generate significantly more leisure business 
than group, and as such, a lot of our business is yet to book. And we’re modestly narrowing the top end of our RevPAR, total RevPAR and hotels 
adjusted EBITDA guidance and very slightly adjusting our overall total EBITDA guidance. Overall adjustments to the midpoint of our consolidated 
adjusted EBITDA amounts to a reduction of $1.5 million, which is less than 0.005%. 

o <A – Pat Chaffin – Ryman Hospitality Properties, Inc.>: And let me just add a little bit of additional color for you on the fourth quarter. Colin’s 
already talked about really great strength that we saw in October and we don’t – it’s not that we expect November and December to be weak. If you 
go back and look last year, our RevPAR in November was 14.6% year-over-year growth; in December it was 17.1%. So there is really two things 
that work. Number one, we have extremely tough comps because we had so much growth in both group and really solid transient performance last 
year. So bumping up against that we still expect good growth, but not necessarily to the level that we saw last year. 
 
And then second because of the attrition we saw in the third quarter, we think it’s prudent to go ahead and make sure that we planned appropriately 
for the fourth quarter from an attrition perspective. So if attrition comes in lighter than what we planned for, then there could be some upside for us, 
but right now we’re just being prudent. 

o We are seeing very strong group demand that’s in evidence by our bookings that we’ve reported to you again this morning and the lead volumes 
that we’ve reported to you this morning. And the tremendous forward book of business that’s setting 2016 up to be a record year for us. This 
year is a record year for us. And I am pretty confident that absent a macro event, 2016 will be a record year as well.  
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13. Strategic up 3.3% in 3Q (2Q was up 2.1%); not providing any guidance at the moment due to impending merger 
• Same Store United States portfolio RevPAR increased 3.3 percent in the third quarter of 2015, driven by a 3.0 percent increase in 

ADR and a 0.2 percentage point increase in occupancy compared to the third quarter of 2014. Total RevPAR increased 3.3 percent 
between periods, with non-rooms revenue increasing 3.4 percent between periods 

• Group occupied room nights in the Total United States portfolio decreased 3.3 percent in the third quarter 2015 while transient 
occupied room nights increased 3.8 percent compared to the third quarter of 2014. Group ADR increased 4.0 percent and transient 
ADR increased 1.8 percent compared to the third quarter of 2014. 

• Strategic did not guide or hold an earnings call for 3Q15, as a result of Blackstone acquiring all outstanding Strategic common stock 
shares at a price $14.25 per share during the quarter. The announcement was made 9/8/2015 

 
 
14. Pebblebrook up 4.0% in 3Q (guide 4.5-5.5%, 2Q was 3.8%);4Q guided 2.5-4.5%; 2015 reduced 125bps to 3.5-4.0% (prior 4.5-

5.5%) 
• 3Q featured greater than expected impact from the Labor Day shift, Rosh Hashanah, and Yom Kippur, as well as weak international 

inbound demand 
• During the mid-Sept outlook adjustment, Pebblebrook alluded to weakened demand affecting 4Q as well, implied guidance after 2Q 

call was 7.6%, reduced significantly for 4Q (2.5-4.5%)  
• PEB positive on 2016 group demand, pacing up 11.7%, driven by 12.1% increase in ADR, and down 0.3% in room nights 
 
Key Quotes  
o Indicative of the impact of the holiday shift on September’s performance, industry-wide group demand for the month was down over 4.5% with 

group occupancy down 3.5% and group RevPAR actually declining 0.7%, certainly creating a drag on the month and the quarter’s performance. 
o As a result of the negative impact from August and September, industry-wide group occupancy for the quarter declined by 1.7%, leading to weak 

industry-wide group RevPAR growth of just 1.6% in the third quarter. 
o And we could see the impact of these holiday shifts coupled with our anecdotal evidence of soft growth in international inbound travel in the 

performance of the top 25 markets, which also materially underperformed the industry with RevPAR growth of 6% in September and 5.5% for the 
quarter versus the industry’s RevPAR growth of 8% in September and 5.9% in the third quarter. 

o We’re a little more cautious about the remainder of the year than we were even a month ago as a result of a slightly weaker industry trends that 
we’re seeing in October and weaker economic data that’s reasonably been reported including the most recent jobs report in early October that 
showed a meaningful slowdown in a rate of job growth in the third quarter including adjusted jobs growth numbers for July and August that 
were meaningfully lower than previously reported. 

o For our portfolio, we’re lowering our same property RevPAR outlook for the year to 3.5% to 4% in order to account for our slightly increased 
cautiousness and continuing trends of giving up more occupancy in RevPAR, while we drive higher ADRs in order to deliver stronger growth in 
same property EBITDA and increased values in the long-term. 

o We continue to make progress on our efforts to improve our group’s sales and revenue management and the results so far bearing fruit, as the 
portfolio gained over a 100 basis points of RevPAR share in the quarter versus the combined competitive sets. The first time this has occurred this 
year. 

o As we take another peak into 2016, we continue to be encouraged by both our group pace and convention calendars for our markets. While it’s 
still early, our group pace is up 11.7% in 2016 with room nights down 0.3%, but ADR up 12.1%. This is better than the 7.3% pace benefit we 
reported last quarter for 2016. Since group room nights on the books currently represent only about a third of our 2016 target, we caution that 
our current pace doesn’t guarantee anything about the performance in 2016, but nevertheless, better is still better, especially when it’s mostly in 
ADR. 

o Keep in mind that we’re 24% group in our portfolio. So I am not sure I’d want you to read too much into it from an industry perspective. You get 
better information from some of the owners who have a broader group – larger group and broader group properties and certainly some of the 
brands, but Q2 for us is up – rooms are up 6.2%, ADR is up 8.5%, revenues up 15.3%. 

 
15. Chesapeake up 7.2% in 3Q (guide 6.5-8.5, 2Q was up 7.0%); 4Q guided 5.5-7.5%; 2015 reduced to 6.1-6.6% (prior 6.5-8.5%) 
• By month, RevPAR for the quarter was 9.3% in July, 4.1% in August and then 8.3% in September, which resulted in RevPAR 

growth for Q3 of 7.2%, which is above the high-end of the range provided in September, and in the mid of initial July range 
• Transient pace for Q4 is up in the 8% to 8.5% range, and is driven by stronger occupancy growth versus rate. Fourth quarter group is 

not as meaningful, up in the 4% to 5% range, driven again by stronger booking, albeit with moderate rate increases year-over-year. 
• Group pace has picked up particularly for 2016, up over same time last year by more than 15% 
 
Key Quotes  
o In summary, despite lowering our expectations, primarily driven by our San Francisco and New York City hotel, the majority of our markets and 

hotels are performing well. Our portfolio is in excellent physical shape, and the renovation disruptions that impacted us earlier in the year are 
behind us, we have a strong footprint with much of our EBITDA located in the markets that we believe will have the most favorable fundamental in 
the years ahead. 
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o <A – Jim Francis – Chesapeake Lodging Trust>: Well, I mean, from a channel segment, transient of course, our highest rated business of course 
has booked off of the brand websites in general. And so, we’re seeing things that are a little bit softer. Of course, ultimately there is more rate, there 
is more rooms being booked shorter term in the last couple of days or so before the demand – before the day are going to OTAs and of course that’s 
compressing the ADR growth. I mean, we are still showing positive ADR growth, it’s just not nearly as robust as the expectations we had earlier in 
the year. 

o Our group remains solid. I mean, as I have already highlighted in Q4, December is soft for us from a group perspective, and Q4 in general is a 
little bit lower. Once you get -- certainly once you get past October and mid-November, there is certainly less group anyway, but that’s no change, 
that’s just difficult seasonality. But as far as the group that we have on the books, no, we haven’t seen any meaningful change at all in attrition and 
our group pace for 2016 looks very strong. And I have highlighted this before, the only market that really looks a little bit concerning early in the 
year is probably the first quarter and maybe the first four months or so in Chicago. 

 
16. Sunstone up 3.5% in 3Q (guide 3-4%, 2Q was 7.1%); 4Q guided 2.5-4%; 2015 reduced ~50bps to 4.75-5.5% (prior 5-6.5%) 
• 4Q guidance midpoint of 3.25% vs. implied 4Q outlook as of 2Q call was 5.4%, represents ~215bps step down for 4Q outlook 
• Group revenue for the quarter slowed as expected to 2.1% (following 5.6% in 2Q) as a result of the calendar setup, led by 2.6% 

increase in rate, and 2.1% increase in occupancy… in the quarter highest on record; Group pace for 2015 improved to up 6.2% (from 
5.6% as of 2Q call) 

 
Key Quotes  
o Let me share a few of the details of the quarter, including a few items that did not break our way. First, as you are all aware by now, the shift in the 

Jewish holidays and the reopening of many schools prior to Labor Day resulted in a few slow travel weeks in late August and early September. 
While these events produced challenging year-over-year comparisons, they were fully anticipated in our quarterly guidance and our operating 
results came in at the high end of our expectations. 

o Our portfolio achieved the high end of our expectations for the third quarter. Our RevPAR growth of 3.9% was made up of a 4.4% increase in ADR 
and an anticipated 50 basis point decline in occupancy, and exceeded the midpoint of our guidance of 3% to 4%. 

o On the group side for the third quarter we saw our group revenue growth of only 2.1%, led by a 2.6% growth in ADR and the slight decline in 
group occupancy. As anticipated group demand was soft in the third quarter as a result of the calendar shifts. For the remainder of 2015, our group 
pace for all 30 hotels has increased from 5.6% at the end of the second quarter to 6.2%, for the full year, consisting of a 3.8% increase in rate and a 
240 basis point increase in rooms. While we have not provided 2016 guidance, we would continue to describe our 2016 group pace as robust with 
healthy gains anticipated in both the number of group rooms and group rates.  

o Furthermore, and importantly, group room nights currently on the books for the next three years have sequential increases in group rates of 8% in 
2016, an incremental 12% in 2017, and an incremental 8% in 2018. 

o While Chicago is expected to have a soft convention calendar in 2016, particularly in the first half of the year, we are seeing signs of particular 
strength in group trends in our hotels in Orlando, Washington DC, Baltimore and San Diego. 

o <A – Marc Hoffman – Sunstone Hotel Investors, Inc.>: Sure. Our preliminary October results are currently performing in line with our guidance. 
Our three hotel RevPAR, portfolio RevPAR is expected is to increase between 7% to 8%, and excluding Wailea, our 29 hotel RevPAR portfolio for 
October is expected to increase between 8% and 9%. 

 
17. Felcor up 7.0% in 3Q (2Q was up 7.3%);4Q guided up 7-9%, 2015 outlook narrowed, slightly reduced to 8.75-9.0% (prior 

8.5-9.5%) 
• Strong September of 10% yr/yr RevPAR growth helps drive 7% RevPAR growth in 3Q. 
• The Full Year guidance update implies 8% growth in 4Q 
 
Key Quotes  
o I mean first of all, let me say that for the course of this year, our 39 hotels are doing better than we originally guided. So we're not seeing any 

deceleration versus our expectations, first of all. We had an anomaly in August, September was 10% RevPAR growth. We had 7% for the quarter, 
outpaced everyone. So we're not really saying that.  

o As you are all aware, August was a soft month in the industry. This was driven largely by a lower-than-expected corporate demand both transit and 
group. The good news and this is important is that relative to August, corporate demands snapped back strong in September. So after and only 2% 
RevPAR growth in August, September experienced 10% RevPAR growth, giving us 7% growth for the quarter. This indicates that August was 
an anomaly and not a trend in the corporate travel as some feared. Additionally, discussions with corporate customers and the sequential 
improvement in group pays throughout the summer and into the fall further indicates no downward trend there. Our 7% growth once again 
outpaced the industry average at 5.9% and the upper upscale segment at 4%.  

o I think full stabilization will be 2017, I think we're going to have a great year in 2016, we're going to have a really good ramp-up year, we've 
gotten the hotel positions the way that they need to be positioned to continue to grow on that. Like I said, the rate kind of post Labor Day versus 
pre Labor Day is $200 or a 65% improvement and it is, we're getting it to where we need to be. Now we have to build the occupancy carefully to 
maintain that rate positioning going forward. We have to be careful of what we're putting on channels and where we are directing our marketing 
and where we are pulling in those customers. And if the quality is there and if we take good care of those customers, we will go to great base and we 
will position the hotel the way it needs to be. But that will take some time of being patient on the buildup of occupancy. 

o Several of our key markets performed particularly well during the quarter. Our hotels in San Diego and Los Angeles grew RevPAR a 11%. Our 
hotels in Boston and Philadelphia also outperformed growing RevPAR at 9% and 10% respectively. Other notable markets include Dallas, up 31%; 
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New Orleans, up 30%; Orlando, up 11%. We also refused soft spots during the quarter. RevPAR in Myrtle Beach grew 3% as that market was 
impacted by tropical storm Erika and RevPAR at our Atlanta Buckhead Embassy Suites also grew 3% resulting from lower group business demand 
in August. However, RevPAR grew 12% in September and the fourth quarter is looking good.  

o We are going to be in our target range by the end of next year, even if the markets start to tilt in the wrong direction. Regardless of market, there 
will be some ramp up at the net and so when you look at those numbers, you're going to be in your target zone by the end of next year. What we had 
always said was our target zone between 4 times and 5 times. Now if you sell the asset, you actually get down into the low three times. And you have 
a ton of capacity created and you are – you have the best maturity profile in the business and you have strong coverage even in a worst case 
scenario. 

 
18. Hospitality Property Trust up 7.0% in 3Q (2Q was up 10.6%)  
• 3Q continued positive RevPAR growth was up 7.8% for all comparable hotels, almost 200bps above the industry average, marking 

the 11th straight quarter HPT exceeded industry average 
• 3Q increase driven by 1.1% of increased occupancy, and 6.3% of increased ADR 
• 4Q RevPAR outlook slightly lowered to the 6-8% range 
Key Quotes  
o Our hotels portfolio’s strong performance continues to be balanced across property types. RevPAR and gross profit margin percentage among our 

comparable extended stay hotels were up 10% and 240 basis points respectively. Our comparable select service hotels were up 7.4% and 120 basis 
points. Our 37 full service comparable hotels that were not under renovation during the quarter were up 7.7% and 240 basis points respectively. 
In each of these cases, rate was the principal driver behind the RevPAR growth. 

o Looking ahead, we and our hotel managers are optimistic about the balance of 2015. In August, we told you, we were anticipating second half 
RevPAR growth generally in the 7% to 9% range, and GOP margin percentage improvement of 200 basis points to 250 basis points for our 
comparable hotels versus the same period in 2014. Actual third quarter results fell within these ranges with RevPAR and GOP margin percentages 
up 7.8% and 200 basis points respectively. 

o A few of our managers have modestly adjusted their RevPAR expectations lower for the fourth quarter due primarily to continued weak market 
conditions in Houston, increased supply impacts in select markets, and renovation delays at the New Orleans Royal Sonesta. As a result, we are 
anticipating RevPAR growth for the fourth quarter in the 6% to 8% range and continue to expect GOP margin improvement of 200 basis points to 
250 basis points. Although, we are early in the 2016 budgeting process, we believe our hotel portfolio is well positioned for continued rate growth 
and GOP margin improvement, particularly, at our more recently renovated hotel properties. 

 
19. RLJ up 2.9% in 3Q (2Q was up 5.0%); reduced 2015 outlook by ~50bps to 4-5% (prior 4.5-5.5%) 
• 4Q likely stronger than 3Q; very optimistic on 2016/2017 
• Full year outlook reduced for the second straight quarter, due to activity related to acquisitions and dispositions causing disruptions 
 
Key Quotes  
o We therefore see demand outpacing supply for at least the next few years, moreover, hotel occupancy remains at a record level nationally, and 

lodging demand growth should help drive further rate expansion. As a result, we see a promising setup for the lodging cycle over the next few years 
and feel confident that our portfolio is well positioned to deliver strong returns. 

o Looking ahead, we see a favorable backdrop for the lodging cycle and continue to believe that the industry is positioned for a few more years of 
broad-based growth. Next year our portfolio is poised to benefit from our recent acquisitions, newly converted hotels and the ramp from several 
renovated hotels including the Hyatt portfolio, the Courtyard Waikiki and the DoubleTree Grand Key West, among others. 

o We’re cautiously optimistic that 2016 should be a much stronger year. And, obviously we’ll have very low and very favorable comps. Please keep in 
mind that there will be some softening in fourth quarter as we finish out the renovations. Now, the four renovations are almost complete, but they 
will linger into fourth quarter. 

o I think the guidance – at least preliminary guidance that Marriott and Hilton gave looking at kind of 4% to 6%, I think seems reasonable. But I 
think the industry is going to have a much better 2016 than we had in 2015, and I think that RLJ is going to have a very strong year. 

o  We are pleased to see positive RevPAR performance at our New York City hotels during the third quarter with RevPAR increasing 2.5%. Our four 
hotels outperformed the market in September, as demand generated during the UNGA conference and the Pope’s visit in late September more than 
offset the shift in the two Jewish holidays. 

  
While we expect new supply additions and a stronger dollar to be constraints in the fourth quarter, growth in domestic visitors and the outlook for 
increased international travel to New York over the next several years supports our long-term view on the market. 

o This quarter, Portland, Dallas, and San Antonio outperformed and delivered impressive growth rates of 17.5%, 16.4%, and 10.4%. Our continued 
expansion along the West Coast this quarter further amplifies our diversification strategy as we continue to increase our footprint in high-growth 
markets. Lodging fundamentals in many of our West Coast markets continue to be strong, and our recent acquisitions, including our freshly 
renovated Hyatt portfolio, drove double-digit performance during the quarter. Our Northern California hotels achieved a RevPAR increase of 
13.7%, and our Southern California hotels reported RevPAR increase of 11.3%. And finally, our first hotel in the Seattle market, the Homewood 
Suites Lynnwood that we acquired during the third quarter reported nearly 10% RevPAR increase. We expect Northern California to be our largest 
market and our strongest contributor to EBITDA in 2016. 

o Austin and Denver also positive, Chicago and D.C. faced negative headwinds from the prior year strong citywide calendar and events. Houston also 
declined significantly. 
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20. Summit up 4.9% in 3Q (2Q was up 7.6%); guiding 4Q up 4-6% and maintaining 2015 at 6.75-7.25% (prior 6-8%) 
• Narrowing 4Q guidance, but maintaining outlook with a midpoint of 7% growth 
• RevPAR growth was driven by a 5.1% increase in average daily rates and an occupancy decline of 0.2% to 79.7% 
Key Quotes  
o For the full year 2015, we are tightening our pro forma RevPAR growth projections to a range of 6.75% to 7.25% and maintaining the midpoint 

of 7%. Our same-store RevPAR growth outlook for the quarter is 4% to 6% and we are increasing the full year same-store RevPAR growth 
outlook by 75 basis points at the midpoint to 7.5% to 8%. 

o <A – Dan Hansen – Summit Hotel Properties, Inc.>: Yes. This is Dan. Our mix between business and leisure is probably 65% as some sort of 
business traveler. We don’t have a lot of group or government business. Our portfolio is the majority of it being transient. We haven’t seen a drop 
off. So we are very well diversified in a lot of different markets across the country. So I think is a – would be a good barometer and still think the 
fundamental for that in both business and leisure transient guests are strong. 

o Since the transaction to sell 26 hotels was announced in June of this year, we have completed $198.8 million of acquisitions and have an additional 
$109 million under contract. We have match funded the first tranche and are on pace to have the transaction fully match funded. Completing this 
first phase of the transformation to higher RevPAR assets in markets with strong growth profiles is a milestone that demonstrates our team’s 
thoughtful view on capital allocation and a subsequent value creation. 

 
21. Chatham up 5.3% in 3Q (guided 6-8%, 2Q was up 6.4%); 4Q guided 5-5.5%; 2015 outlook essentially maintained at up 5.75-

6% (prior 5.5-6.5%) 
• Expect 4Q up 5-5.5% and the full year to be up 5.75-6% 
• October at about ~5% growth, November and December likely to exceed that level  
 
Key Quotes  
o Conversely, industry fundamentals remain very healthy, with year-to-date RevPAR growth of 6.7%, demand up 3%, and new supply up only 1%. 

Some of the largest full-service lodging companies have been reporting RevPAR growth in the low single digits, while many of the REITs with more 
select service characteristics are experiencing better growth. 

o Chatham’s fundamentals remain strong our high-quality portfolio of premium branded upscale extended stay and select service hotels is generating 
and bringing attractive RevPAR growth driven entirely through increased rates without sacrificing any occupancy. Our hotels are perfect for the 
corporate traveler who demands a quality room in a great location. 

o <A – Dennis Craven – Chatham Lodging Trust>: Yes for our portfolio, for the Chatham portfolio, RevPAR was up about 5% for October. I 
think November and December seem to be, at this point, trending a little bit better than that. So I think that’s the basis behind our 5% to 5.5% 
guidance. 

o When you look at our key markets, 55% of our wholly owned hotel investments are located in Denver, Seattle – that’s Bellevue – Los Angeles, San 
Diego, and Silicon Valley, all markets where job growth has been strong and the outlook remains strong. 
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Companies Mentioned in the Report: 
Hyatt Hotels Corporation (H: $49.29 – NEUTRAL) 
Starwood Hotels & Resorts Worldwide Inc. (HOT: $71.84 – BUY) 
Hilton Worldwide Holdings Inc. (HLT: $23.22 – BUY) 
Marriott International Inc. (MAR: $70.91 – NOT COVERED) 
InterContinental Hotels Group PLC (IHG: $38.26 – NOT COVERED) 
Wyndham Worldwide Corporation (WYN: $75.92 – NOT COVERED) 
Choice Hotels International, Inc. (CHH: $51.08 – NOT COVERED) 
Host Hotels & Resorts, Inc. (HST: $16.60 – NOT COVERED) 
LaSalle Hotel Properties (LHO: $28.21 – NOT COVERED) 
DiamondRock Hospitality Company (DRH: $11.13 – NOT COVERED) 
Ryman Hospitality Properties (RHP: $54.34 – NOT COVERED) 
Strategic Hotels & Resorts, Inc. (BEE: $14.16 – NOT COVERED) 
Pebblebrok Hotel Trust (PEB: $31.85 – NOT COVERED) 
Chesapeake Lodging Trust (CHSP: $27.16 – NOT COVERED) 
Sunstone Hotel Investors, Inc. (SHO: $14.68 – NOT COVERED) 
Hospitality Properties Trust (HPT: $27.77 – NOT COVERED) 
RLJ Lodging Trust (RLJ: $24.40 – NOT COVERED) 
Summit Hotel Properties, Inc. (INN: $13.33 – NOT COVERED) 
FelCor Lodging Trust Incorporated (FCH: $8.02 – NOT COVERED) 
Chatham Lodging Trust (CLDT: $22.79 – NOT COVERED) 

 
 

Disclosures 
Buy:  The stock’s return is expected to exceed the market due to superior fundamentals and positive catalysts. 
Underperform:  The stock’s total return is expected to underperform the market due to weak fundamentals and a lack of catalysts. 
Neutral:  The stock is expected to be in line with the market due to full valuation and/or a lack of catalysts. 
Valuation and Risk:  Price targets are established under various valuation methods including P/E, P/S, EV/EBITDA on financial estimates based on forward 
earnings.  Price targets are not established for every stock.  The price target’s effectiveness may be affected by various outside factors.  Risk assessments can be found in the 
most recent research on these stocks. 
Other Disclosures:  I, Vince Ciepiel, certify that the views expressed in the research report(s) accurately reflect my personal views about the subject security(s).  Further I 
certify that no part of my compensation was, is, or will be directly or indirectly related to the specific recommendations or views contained in the research report(s). The 
analysts responsible for the preparation of this report have no ownership stake in this company. Cleveland Research Company provides no investment banking services of 
any type on this or any company.  
Proprietary research and Information contained herein which  forms the basis for  findings  or opinions expressed by Cleveland Research Company may be used by 
Cleveland Research for other purposes in the course of compensated consulting and other services rendered to third parties. 
The information transmitted is intended only for the person or entity to which it is addressed. Any review, retransmission, dissemination or other use of, or taking of any 
action in reliance upon, this information by persons or entities other than the intended recipient is prohibited.   
If you received this in error, please contact the sender and delete the material from any computer. 
Member FINRA/SIPC 
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