WINTER • 2016

THE ALBERTA HOTEL & LODGING ASSOCIATION

Inspiring Service - Growing Value

Heart of the

ROCKIES
PM#40020055

The landmark Delta Kananaskis
receives a substantial upgrade

THE BRIEFCASE BUNCH

How to cater to business travelers

Networking for
Introverts

LUCK OF THE IRISH: MATTHEW ROWLETTE HAS SEEN IT ALL

Contents
WINTER

2016

20

Columns
7

Letters

9

The Lobby

9

How to tackle negative online reviews,
top five hotel restaurant complaints,
and networking tips for introverts

22
30

12

Notes from Home
and Abroad

14

AHLA and You

15

Travel Alberta

Tourism works for Alberta

CAFÉ

Features
20

Let’s Have Lunch

Tyson Ghostkeeper and Robert
Blackwell sit down to discuss a
changing hotel industry

26
22

HR Files

Back of House
30

Eat, Drink, Sleep

Rocky Mountain House

32

Speaking Personally

Matthew Rowlette, AHLA Business
Development Manager

Break Out the Polish
Upgrades begin on one of Alberta’s
landmark hotels

26

19

34

Parting Shot

The Third Space
When it comes to catering to the
needs of business travelers, it’s all
about thinking outside the room

28
28
Inspiring Service - Growing Value

Featured Employee:
A Life Saved
When a guest experienced cardiac
arrest, duty manager Jim Tobin
sprung to action
www.ahla.ca

32
Winter 2015

Mainstay

3

Hospitality Furniture at its Finest!

WINTER 2016

Official magazine of

ahsa.ca

2707 Ellwood Drive,
Edmonton, AB, T6X 0P7
Toll Free: 1.888.436.6112
www.ahla.ca

Hospitality Safety
Leadership Certificate

The Crimson

LEVEL 1
Complete OHS Leadership
training and conduct a
perception survey

• Designed and made in Canada
• Family-owned and Operated
• 7-year Warranty

Chair Of The Board:

Steven Watters

First Vice Chair:

Perry Batke

Vice Chairs:

Robin Cumine
Leanne Shaw-Brotherston

Past Chair:

Perry Wilford

President & CEO:

Dave Kaiser

Directors North:

Amr Awad
Shazma Charania
George Marine
Ken Mealey

Directors Central:

Karen Naylor
Tina Tobin

Directors South:

Chris Barr
Cory Haggar
Dwayne Stratton

Contact us for a quote on your project.

LEVEL 2
Complete Hazard Assessment
and Control training and a
Training/Orientation session

250-217-4466

fusionhospitalitysales@gmail.com
www.fusionwoodworks.ca

10259 105 Street
Edmonton, Ab T5J 1E3
Toll-Free 1-866-227-4276
Phone (780) 990-0839
Fax (780) 425-4921
www.venturepublishing.ca

LEVEL 3
Complete Inspections and
Emergency Response Planning
training, Incident Investigation
training and OHSMS Program
Review/Maintenance

Hospitality Services
Cleaning for

LEVEL 4

Guest Retention

Partner with Jani-King’s hospitality cleaning
experts today to develop a customized
cleaning program to fit your needs.
Front of house cleaning services
leave your restaurant, lobby, front
entrance and common areas sparkling.
Back of house cleaning services target
hard to clean areas including kitchens,
loading docks and laundry services.

Ask us for more
information today!
1 (800) 649-1242

Published by:

Deep cleaning services target carpets,
drapes and upholstered items and give
them a new lease on life.

403.259.0044

info@janiking.ab.ca

Publisher and
Editor-in-Chief:

Ruth Kelly

Managing Editor:

Lyndsie Bourgon

Art Director:

Charles Burke

Graphic Designer:

Andrew Wedman

Production Manager:

Betty Feniak

Production Technicians:

Brent Felzien,
Brandon Hoover

Vice-President, Sales:

Anita McGillis

Contributing Writers:

Robin Brunet, Lisa Catterall
Julie-Anne Cleyn

Contributing
Photographers and
Illustrators:

Bluefish Studios,
Buffy Goodman, Pedersen,
Curtis Trent
CPMPA #40020055
Copyright © 2015. Mainstay is
printed on Forest Stewardship
Council® certified paper

Mainstay is published four times a year for Alberta Hotel &
Lodging Association. Content copyright 2016 is held by AHLA.
Content may not be reprinted or reproduced on websites without
the express permission of AHLA.
Undeliverable mail should be returned to Venture Publishing at
10259 105 Street, Edmonton, AB T5J 1E3

The Alberta Hotel & Lodging Association

When it comes to the

health of your

employees...
Alberta Blue Cross is pleased to be
the group benefit carrier of choice
for Alberta’s hospitality industry.

it’s important to

have a plan.

Call us today for a confidential, no-obligation quote or talk to your plan advisor.

Edmonton
780-498-8500
Grande Prairie 780-532-3507

Lethbridge
Calgary

403-328-6081
403-294-4004

Medicine Hat 403-529-5550
Red Deer
403-347-7999

Toll free 1-866-513-2555

www.ab.bluecross.ca/group
83282 2015/11

Prescription Drugs • Dental • Extended Health • Travel Coverage • Life Insurance • Disability • Vision
Health and Wellness Spending Accounts • Critical Illness • Employee and Family Assistance Program

Now your guests
can do some
serious surfing.

TELUS Wi-Fi and TV delivers the ultimate in-room experience.
TELUS Hospitality Wi-Fi allows your guests to stream video as fast or even faster than at home,
while TELUS Business Optik TVTM lets you choose from over 100 HD channels, with a wide selection
of On Demand content available for your guests.

Connect to what your guests want most at telus.com/guestconnect

© 2015 TELUS Corporation.

President’s MESSAGE

Changing Environments
BY DAVE KAISER, AHLA PRESIDENT & CEO

A

FTER MORE THAN FIVE MONTHS IN OFFICE,

Alberta’s new NDP government has released a
$6.1-billion deficit budget in support of the following
priorities: stabilizing frontline public services (including health
care, education, and social services), setting out a prudent
path to return to balance, and stimulating job creation, economic growth, and diversification. But where does the tourism and hospitality industry stand in the mix?
The Culture and Tourism 2015-18 Business Plan commits
to supporting tourism and providing “sustainable economic
growth to all regions of Alberta through targeted marketing
and industry development.” Priority initiatives include working with stakeholders to enhance Alberta’s tourism product
and to develop strategies to build a sustainable industry
workforce. These are positive statements that reflect the
AHLA’s advocacy efforts to position tourism as an important
economic sector that can help to diversify Alberta’s struggling
economy. Addressing our industry’s long-term labour challenge is essential to achieving this goal.
Also encouraging is a commitment to sustain funding of
$54.4 million to Travel Alberta for tourism marketing and
$12.7 million to the Tourism Division for product development. The aggregate of these amounts looks to be consistent
through 2018 based on budget documents. Unfortunately,
these amounts fall short of the total amount of the tourism
levy that is collected ($87.2 million in 2013-14). This reflects
the continued transfer of tourism levy dollars to general revenue that began under the previous Progressive Conservative
government.
The announced increase of five per cent on the liquor
markup is bad news for food and beverage operators, who
are already struggling with the government’s recent minimum
wage increase. The industry is also facing higher food costs
due to record-high beef prices and the impact of a lower
Canadian dollar on imported products. The slowdown in
Alberta’s economy makes it very difficult to pass on these
cost increases to consumers by raising menu prices.
To stimulate job creation, the government is introducing
the Job Creation Incentive Program, which provides up to
$89 million per year to employers in support of up to 27,000
new jobs. Grants worth up to $5,000 will be provided to
employers for net new employment created after January 1,
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The Culture and
Tourism 2015-18
Business Plan
commits to
supporting tourism
and providing
“sustainable
economic growth to
all regions of Alberta
through targeted
marketing and
industry
development.”

2016. More details on the program are still to be announced
but the reference to “net new employment” implies the program is aimed at helping growing businesses rather than
those trying to fill job vacancies due to staff turnover.
Arguably, the most significant impacts of the budget on our
industry will be whether record-high deficit spending today
delivers stronger economic growth tomorrow. If not, a strong
industry voice will be more important than ever to ensure the
health of our industry.
We look forward to serving you.

www.ahla.ca
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Chairman’s REPORT

Tourism Works
BY STEVEN WATTERS, CHAIR OF THE BOARD

I
There was a true
sense of resiliency at
a time where
Alberta’s economy
was wavering due to
the dropping price of
oil. It reminded me
just how proud I am
to be a part of this
innovative industry.
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N LATE OCTOBER, I ATTENDED THE ANNUAL TRAVEL

Alberta Industry Conference (TAIC), hosted by our industry
partners Travel Alberta, in Banff. This year’s theme was
“Tourism Works,” which AHLA members may recognize as the
name of our hospitality and tourism career website. It was a very
fitting theme for both organizations, as we continue to demonstrate a strong parallel in our approach to tourism. The delegate
turnout was just as fantastic as the conference itself, with more
than 700 people present.
I thoroughly enjoyed the educational opportunities and
events held at this energetic conference. In 2015, our industry
faced a diversity of challenges – it was refreshing to spend time
with a group of forward-thinking individuals seeking solutions to
these challenges as we work towards growing tourism throughout our province.
As usual, the Travel Alberta team had a wonderful lineup of
presenters and provided networking opportunities for all attendees. The keynote speakers motivated us to tell better stories,
utilize loyal customers to help us sell our product, and develop
organizational culture. The break-out sessions covered everything from social media strategies, economic outlooks and
coaching your team, to travel trends, working with millennials and
content management. The list goes on, and there were about 30
concurrent sessions available.
The highlight of the second day was the Alto Awards, where
a number of amazing Albertan businesses were honoured in a
Golden Globes-rivalling atmosphere. There was a true sense of
resiliency at a time where Alberta’s economy was wavering due
to the dropping price of oil. It reminded me just how proud I am
to be a part of this innovative industry.
Tourism exists within many other industries. Many hoteliers
attend this conference, along with attractions and tour operators, municipalities and marketing professionals. The conference provided a different perspective on many issues that affect
other sectors, including our own. As we continue to gauge how
Travel Alberta’s marketing efforts are influencing Alberta, we
look forward to working with them and growing together.
As hoteliers, we know funding for Travel Alberta is a portion
of the four per cent tourism levy collected by hotels, lodges and
other fixed-roof accommodation in Alberta. Levy funds continue
to enable the government to provide strong support to tourism
marketing and development. For the 2015-2016 fiscal year,
Travel Alberta received an appropriation of $54.4 million to con-
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tinue provincial marketing activities. The levy continues to be
remitted to the Government of Alberta under the Alberta
Tourism Levy Act. S
 ustainable funding remains central to our
provincial marketing success, and is key to Travel Alberta’s
long-term strategy.
Tourism is a key economic driver in Alberta. It’s an $8 billion
industry that supports 19,000 businesses and employs more
than 127,000 people across the province. Alberta’s goal is to
grow tourism revenue to more than $10 billion by 2020. Tourism’s importance to the province’s future is especially critical
during periods of volatility within the energy sector. Indeed,
Alberta’s visitor economy is integral to economic diversification
now and in the future. Let’s hope our government recognizes
this and our levy dollars support tourism as they were intended.
On behalf of the AHLA, I would like thank the Travel Alberta
team for a fantastic conference and for being a continued partner of the Alberta Hotel & Lodging Association, particularly
teaming up on the Check In Canada program. Together we are
a formidable force for Alberta’s ever-growing tourism sector.

The Alberta Hotel & Lodging Association

The

LOBBY
INDUSTRY TIPS & TRENDS

SNUFFING THE DIGITAL FLAMES
So, your hotel has gotten a bad online review.
Fear not: Shawn Michael Alain, President of social media firm Viral in Nature,
is here to help. The online reputation management guru tells us how to tackle
a negative conversation online.
BY Julie-Anne Cleyn
WHAT IS YOUR RULE OF THUMB WHEN IT COMES TO ADDRESSING
AN ONLINE REVIEW IN THE HOTEL AND TOURISM INDUSTRY?
I say this over and over again – the conversation is going to happen with or without you, so it’s better that you’re a part of it. What
that means is if there’s a negative conversation, especially if it’s a
big crisis, there’s no way to stop it. It’s better that you’re a part of it
so you’re there to tell your side of the story.
CAN YOU GIVE ME AN EXAMPLE OF HOW YOU’VE SPUN A
HOSPITALITY CLIENT’S NEGATIVE ONLINE REVIEW INTO A
POSITIVE ONE?
Recently, a wedding planner approached a farmers’ market
and talked about booking the space, but nothing was confirmed – there was no date booked, there was no deposit given.
However, the wedding planner took a deposit from a couple
that were planning on getting married and then, a week before
the wedding, the planner informed them that the market had
cancelled their wedding and wouldn’t provide the space –
which was untrue.
That was followed by a story on Global TV, which made
the farmers’ market look bad and did not include some key
information. It looked like the farmers’ market had hired this
wedding planner as an employee and she had taken the
deposit, cancelled the event, and the market kept the deposit.
So, as the story ran, there was a flood of negative posts on the
market’s social media. All we did was clarify, “No, we don’t have
a wedding planner employed at the market, nor did we have
a date scheduled and deposit given for the wedding date.”
Basically, we told the truth.
The market was even able to get a hold of the bride and groom
and plan their event anyway, free of charge. So there was a really
negative story about them that was being told by others until they
became a part of the conversation and ended up a hero.
Inspiring Service - Growing Value

WHAT CAN HOTEL OWNERS DO TO PREPARE FOR A SOCIAL
MEDIA CRISIS?
Hotel owners need to know what people are saying about their
property. Having a person monitoring their social media and
online review sites is imperative. They should have a crisis communications plan in place. I set this up for companies and we
do everything from brainstorming possible scenarios, to putting
together the crisis communications team, which includes everyone from the social media people, the managers, the owner,
and even the company lawyer. We prepare preapproved press
releases based on different scenarios so we can react fast.
If the crisis happens at 9:00 p.m. on a Saturday, you have to
be prepared to respond to it by 9:10 p.m.
WHAT OTHER PRECAUTIONS CAN HOTEL OWNERS TAKE
TO AVOID NEGATIVE REVIEWS?
Think before you post and don’t respond in haste! Keep in
mind that nowadays, you can easily end up being on camera
and not even realize it – especially at ski resorts with everyone
having a GoPro on the top of their head. You have to have your
staff always ask themselves, “If how I act right now ends up on
YouTube, how will the public react?”
www.ahla.ca

“If there’s a negative
conversation,
especially if it’s a big
crisis, there’s no way
to stop it. It’s better
that you’re a part
of it so you’re there
to tell your side
of the story.”
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The LOBBY

GREAT SHOT

Two people snowboard through trees on Castle Mountain
near southern Alberta’s Crowsnest Pass.

Your Say...
“There are few industries where collaboration is the key to success, where every
event from those downtown to those in
another hemisphere ripples to my business, or where the economy, environment,
and every marketing trend impacts my
success.
A day at the office in the tourism
industry is a day responding to the world.
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Whether you send people to explore that
world or welcome people from around it, it is
never mundane. It always demands that you’re
the best you can be, and that you always strive
to grow.
How cool is that?”
- Karen Chalmers, Executive Director
Edmonton Destination
Marketing Hotels
“The AHLA board embraces different points of
view when dealing with an issue. We have the
courage to challenge ourselves and to speak
with one voice when decisions are made. Our
strong governance model ensures we are providing the strongest leadership possible for our
members with the highest standards of integrity. It isn’t always easy but we work together
to find solutions. I encourage all of our mem-

www.ahla.ca

LAT: +49° 17’ 39.16” N
LONG: -114° 25’ 55.88” W

bers to consider serving on the AHLA’s
Board of Directors.”
- Perry Wilford, Past Chair,
AHLA Board of Directors
“Hotels and motels in Fox Creek really
appreciate the incredible support that we
have received from other hotels around the
province. We would never be able to fight
the Town of Fox Creek’s business license
fee bylaw without the support and teamwork of the AHLA and its members.
It’s important that we all fight this
because if we let it happen in Fox Creek,
other cities and towns will try the same
thing. When everyone works in support of
each other we can accomplish anything!”
- Corbett Fertig, General Manager,
Timber Ridge Inn & Suites Fox Creek

The Alberta Hotel & Lodging Association

Top Five

Hotel restaurant complaints

IT’S NOT ALL ABOUT THE FOOD – guests can be upset when it’s raining, they might complain when it’s -30° C outside and they want
to go skiing, or they might be frustrated when their noisy neighbours kept them from getting a good night’s sleep. “It’s not my
fault, but it is my problem,” says Brent Dallimore, Director of Food & Beverage at the Fairmont Jasper Park Lodge, when
it comes to handling many guest complaints. Here are some common complaints that hotel restaurants field:

1. The service isn’t timely.

Dallimore calls the Emerald Lounge, a restaurant at the
Fairmont Jasper Park Lodge, “one of the most beautiful patios in the world.” However, the kitchen is a fair
distance from the restaurant, so timeliness of service
has been an issue. The lodge is also spread out over 700
acres, so when a server delivers in-room breakfast to a
guest by car and there’s a sheet of ice in winter, timeliness is a challenge then, too.

2. The food doesn’t quite taste right.

It’s too spicy or it’s not spicy enough. It’s too salty or not
salty enough. The food is too hot, or too cold – it’s difficult to account for guests’ tastes.

3. The server forgot …

To put in a guest’s order, to bring something that a guest
asked for, or part of a guest’s order, because it wasn’t
written down.

4. “Guests often want to dine at the same time,”

says Ingrid Lemm, Director of Sales and Marketing at
Auberge Saint-Antoine and Restaurant Panache in Quebec.
“This strains the service.”

5. Sometimes, there are not enough seats in the restaurant.
“This can happen when the hotel has more rooms than
seats,” says Lemm.

Still, Dallimore says dealing with some complaints is better than hearing nothing at all. “Sometimes, [guests] don’t say anything; you just know that your numbers are lower,” he says. “When your guests don’t dine at [the hotel’s] restaurant, you’ll need
to figure out how to attract them in the first place.”

THE COMFORT ZONE

How to network if you’re an introvert

When Meghan Wier runs into her fellow high school alumni at a business meeting or event, they often ask,
“Weren’t you a cheerleader?”
Wier was the quiet girl who ate lunch in the media room. She suggests that her former classmates must
have an altered memory of her because these days she is often leading the meeting or giving the presentation. She’s an introvert with expert networking skills, which she wrote about in a book called Confessions of
an Introvert: The Shy Girl’s Guide to Career, Networking and Getting the Most out of Life.
Here are some tips for being recognized, gaining confidence, and becoming a comfortable networker
from Wier and Steve Slaunwhite, author of The Wealthy Freelancer.
Self-promote: Get a website or start a blog, write
freelance articles for a local business publication, or offer to speak at seminars, says Wier.
These tactics can help you establish yourself
as an expert in your field and give you content
to share with prospects and customers.
Invite people for lunch or coffee one-on-one:
After Wier attended a networking event where
she didn’t meet anyone, she began looking
at opportunities to meet with people one-onone – the people she reached out to warmly
received and readily accepted her invitations.
Inspiring Service - Growing Value

A more personal, quiet setting allowed Wier
and her guest to really get to know each other.
Let go of your hang-ups about asking for referrals:
If you struggle with asking for introductions, know
that it’s “a very common, very acceptable practice
in the business world,” says Slaunwhite.
Send notes at special occasions: You can easily
establish yourself as a person of manners and
integrity by sending a card or email, says Wier.
Use special events as an opportunity to write to
your contacts.
www.ahla.ca
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Notes from Home and Abroad
Coastal Dream

CHEERS TO NEW AGLC
BOARD MEMBERS

According to Conde Nast Traveler’s 2015 Readers’ Choice
Awards, Vancouver’s Loden Hotel was ranked as the
number one hotel in the city and the second best
hotel in Canada. The Loden was ranked number 28
on the list of top 100 hotels and resorts in the world.

CONVENTION READY
DoubleTree by Hilton in London, Ont., opened in
November 2015 following a $10-million renovation. Its
opening makes it the largest convention hotel in southwest Ontario. The renovation includes an overhaul of
guest rooms and new decor throughout the property.

AHLA’s Wage Survey
AHLA’s wage survey was completed in November 2015, shining a light on the average hourly wages
of hotel and motel professionals across the province. Here are the province-wide results:

Front desk/
reservations agent

Maintenance person

$14.51

$19.00

Night auditor

$15.72

12 Mainstay
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Housekeeping/
laundry attendant

Food and
beverage server

$14.01

Dishwasher

$13.57

www.ahla.ca

$11.74

Prep Cook

$14.73

The Alberta Hotel & Lodging Association
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Congratulations to Susan Green who was
recently appointed chair of the board of the
Alberta Gaming and Liquor Commission. She’s
joined by Ken Knowles, formerly the president
and CEO of Edmonton’s Northlands, who was
appointed a member of the board. Both terms
expire in March 2017.

Merger Madness
The global travel industry’s “merger madness” is
expected to continue throughout 2016.

Québec has become the first province in Canada to
introduce new rules for Airbnb hosts. The province will be the
first jurisdiction in Canada to regulate lodging rentals on its
website. Announced in October 2015, the new rules are
meant to target those who are making a living off of their
rentals. These changes will put those properties under the
same regulations as hotels and bed & breakfasts – an annual
fee to be included under the province’s lodging rating
system. They’ll also have to start collecting hotel taxes. There
will be steep fines for those who break the rules, which still
have to be passed by Québec’s National Assembly.

PHOTO COURTESY COLWOOD, B.C.

Here’s a bit of what happened in 2015:
Expedia bought Homeaway
Priceline bought Pricematch and Rocketmiles
Marriott bought Delta Hotels Canada

UP IN THE AIR

Rock the Vote
The Alberta Hotel & Lodging Association’s upcoming
board elections will be held from March 21 – 25, 2016.
AHLA members are encouraged to run for board
positions. Nominations close March 7, 2016 – for
more information on the process, please visit:
www.ahla.ca/ahla-governance/
Inspiring Service - Growing Value

In Case of Emergency
The Holiday Inn Express in Colwood, B.C., stepped up to the plate
and took in more than a dozen seniors from the c ommunity when
they were forced out of their complex due to flooding. The hotel
hadn’t officially opened for business, but its location across the
street from the senior’s complex made it the ideal place to go.
“A hotel offers a very different capacity to help the community,
and we were very happy to be able to lend our s upport,” owner
Lloyd Wansbrough told the local news.
www.ahla.ca
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AHLA AND

You

A New Online Player

With Check In Canada, guests have a direct link to
accommodations across Canada
RESEARCH SHOWS THAT CONSUMERS PREFER
to book directly with accommodation providers.
Until now, those guests have had to search
passive listings, shop via online travel agencies
(OTAs) or sift through multiple hotel websites.
Now, Check In Canada allows consumers to
search for accommodation by location, date, rate
and property type, then book directly with the
hotel, avoiding costly OTA fees.
Check In Canada is a consortium of provincial
hotel and lodging associations across Canada.
These associations are working together to
connect guests directly to the hotels and
lodging that serve them, reduce the high cost
of OTA commissions and enhancing the guest
experience. The end goal is to drive economic
prosperity for Canada’s tourism and hospitality
industry. Because Check In Canada is owned
by the accommodation industry, the goal is to
keep members’ money in their pockets. Check

In Canada is owned and managed by the Alberta
Hotel & Lodging Association.
According to J.D. Powers’ North American Hotel
Guest Satisfaction Index Study, guests who booked
through an OTA were less satisfied than those who
booked directly with the hotel. Those who book
through an OTA tend to be more price sensitive,
are less loyal to hotel brands and have a harder
time resolving issues with their reservation or stay,
as their transaction was completed with the OTA,
not the hotel they are staying at.
OTAs are expanding their content and creeping
further into the traditional path to purchase. The
good news is that destination marketers and
hoteliers can grow and preserve their market share
by working together. Through Check In Canada,
guests are connected directly to online booking
systems, improving the guest experience, reducing
acquisition costs and allowing hotels to build a
direct one-on-one relationship with their guests.

Priceline and Expedia, the two largest OTAs, currently:

•

Take over $400 million out of Canada yearly in hotel commissions; $72 million of this from Alberta alone.

•

Spend approximately $125 million on marketing in Canada.

•

Do not, for the most part, remit GST or PST/HST in provinces outside Alberta, or local DMFs on the commissions they
make on their sales in Canada. Since they are domiciled outside of Canada, they do not pay corporate tax on their
Canadian earnings.

•

Capture your customers through the booking process, then promote other destinations and hotels for future stays.

CHECK IN CANADA
• Currently lists over 3,000 properties in British Columbia, Alberta, Saskatchewan, Manitoba,
Ontario, and Nova Scotia.
• Powers reservations for consumers searching for accommodation on TravelAlberta.com.
• Is used by Alberta’s network of visitor information centres to help in-province travellers book
directly with hotels, motels, and resorts.
• Has partnered with Destination BC to allow consumers to search for and book their
accommodation on HelloBC.com.
• Is developing formal agreements to power accommodation searches for other provincial
marketing organizations.
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Shared by @hike365
at the Sundance Lodge
#explorealberta

Tourism Works For Alberta
Working together to connect Alberta to the world

O

NE OF THE FASTEST GROWING AND MOST RESILIENT

sectors in the world, in 2014 global tourism accounted for
one in 11 jobs, nine per cent of GDP, and international tourism receipts of US $1.2 trillion, according to the World
Tourism Organization (UNWTO). International tourist arrivals grew by
just over four per cent in 2014 totalling 1.13 billion, and are expected to
increase between three and four per cent in 2015 (UNWTO).
Tourism is a key economic driver in Alberta: an $8 billion industry that
supports 19,000 businesses and employs more than 127,000 people across

Inspiring Service - Growing Value

the province. Despite economic downturns, tourism has proven strong
and attractive to investment. Alberta’s goal is to grow tourism revenue to
more than $10 billion by 2020.

THE VISITOR ECONOMY REFERS TO THE WIDESPREAD AND
benefits to Alberta by dollars spent by travellers. The importance of Alberta’s visitor economy can’t be underestimated. In fact, the growth of tourism
as a leading economic player is part of a global trend. As Alberta works
towards greater economic diversification and less reliance on the energy

www.ahla.ca
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sector, tourism presents huge opportunities and economic benefits.
Alberta’s tourism economy continues to demonstrate strong growth in
the face of ongoing economic recovery. The weaker Canadian dollar and
increased air capacity present Alberta with the potential to boost international tourism growth.
According to the Conference Board of Canada, tourism activity should
strengthen, with annual growth averaging 2.3 per cent from 2016 to 2018.
Tourism is a complex industry involving many sectors, businesses and
stakeholders. As Team Alberta, we work to inspire Albertans to explore
their own province and to attract new visitors from outside our province.
Alberta’s tourism industry is more resilient, agile and effective when we
work together as one team.
The bottom line: tourism works for Alberta.

LEARNING AND DEVELOPMENT OPPORTUNITIES: As Travel Alberta
continues to create awareness of the province’s breathtaking
opportunities for travellers, we want to ensure that tourism businesses have the capabilities and opportunities to capitalize on
increased interest and deliver remarkable experiences.
The Travel Alberta Training Academy delivers academically
sound and practical information – for entry level to experienced
tourism marketers – through the following learning and development programs:

•
•
•
•
•

SHiFT – Experiential Tourism Development Program
Explorer Quotient – Say Hello to Your Best Customer Program
Building Your Business Through the Travel Trade
Certified Destination Management Executive Program
Canada’s West Marketplace Scholarship Program

Find out more about the Tourism Training Academy on Travel Alberta’s
industry website.

1180

496

PROVINCIAL MUNICIPAL

TAX REVENUE
GENERATED (000’ s )
16 Mainstay

Winter 2016

www.ahla.ca

The Alberta Hotel & Lodging Association

ALBERTA TOURISM INFORMATION SERVICE: Today, travellers use
dozens of resources to research and plan their vacations. They visit travel
destination and travel review websites, connect with other travellers,
seek out visitor information centres or search nearby attractions, accommodations and activities from a mobile phone, tablet and desktop.
Building on the foundation of a strong Alberta tourism brand, we
will continue to be responsive to changing consumer behaviours to be
relevant to today’s digitally connected traveller.
Travel Alberta is helping tourism operators reach travellers in this
new digital landscape by redeveloping the Alberta Tourism Information Service, known as ATIS 2.0. This free online marketing platform,
which launches in early 2016, will provide the Alberta tourism industry with a competitive advantage. Travel Alberta is also partnering with
tourism destination marketing organizations, associations and interest groups throughout the province to populate the ATIS platform with

Inspiring Service - Growing Value

as many business listings as possible to help connect our tourism providers directly with Alberta’s customer.
To learn more about this opportunity, visit atis2.travelalberta.com.
And stay connected through our industry channels for more news
about ATIS 2.0 in the weeks and months ahead.

www.ahla.ca
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Shared by @emanuelsmedbol
at Waterton Lakes National Park

#explorealberta

TRAVEL AB
“Team Alberta has a clear goal to grow
Alberta’s visitor economy to more
than $10 billion by 2020. We will
strengthen our competitive position
and foster economic prosperity for
the greater good of Alberta.”
– Royce Chwin, CEO Travel Alberta

ALBERTA TOURISM INDICATORS
Here’s a snapshot of key tourism indicators reported in Alberta
Culture and Tourism’s Monthly Market Monitor for the summer
months of July and August 2015:
• Alberta Resorts Occupancy Rate: July 90.9%, August 92.4%
• National Park Attendance – change from 2014:
July +11.5%, August -0.3%
• Historic Sites and Museums Attendance – increase from 2014:
July 13%, August 1%

Travel Alberta tracks the #explorealberta hashtag. This is where
we get most of our great photos and stories from travellers about
Alberta’s authentic experiences.We also help travellers who are planning vacations by listening and referring them to our tourism industry partners. Encourage your customers to tag their photos with
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Stronger Together
Happy, well-trained staff is what makes your service stand out from the rest
BY ROBIN BRUNET

H

OTELIERS KNOW THEY ONLY HAVE ONE CHANCE TO

make a first impression. While many elementscreate that
impression, a hotel’s staff is the most important.
Putting the best and brightest people at the front desk is rule
number one in pleasing guests, followed closely by having welltrained staff in gift shops, restaurants, and gyms. Underscoring
everything are the housekeepers who appreciate that a single
stray hair is enough to compel most guests to never return. In
short, staff members are a hotelier’s best asset and they must be
recruited, trained, and cared-for as diligently as any CEO does
with his team of executives.
At a time when many hotels across
Alberta are suffering chronic labour
shortages, caring for staff results in higher
retention, better performance, and the
ability to offer exceptional guest service
with fewer personnel.
Overseas, spectacular examples
abound of hotels going out of their way to
cater to staff. Earlier this year, Bangkok-based Centara Hotels and Resorts
researched the expectations of its employees. The findings
showed that the gen Y demographic that makes up 50 per cent of
its workforce wants to achieve a healthy work-life balance. Centara subsequently created an “Inspiration Room” at the city’s
Centara Grand at CentralWorld – the room, which will be replicated in other properties, provides employees “with a place to
relax and engage, where they will feel inspired to learn and

 evelop, and where they are encouraged to become their best in an
d
empowering environment,” according to company literature.
Closer to home, hoteliers have no end of ways to engage staff. “Basically,
a great way to keep staff inspired, especially the younger generation wanting that life-work balance, is to leverage your property’s amenities,” says
Sherry Scott, Director of Human Resources at DoubleTree by Hilton Hotel
West Edmonton.
She adds, “For example, at DoubleTree we give staff free tickets to our
dinner theatre, which has the added advantage of enabling them to talk
knowledgably with guests about what’s on stage. Complimentary passes or
discounted rates to fitness centres and restaurants
serve the same dual purpose.” DoubleTree also
works with the City of Edmonton to provide staff
with discounted transit passes, and it even provides
benefits packages to part-time employees.
Comprehensive training programs and an extra
effort paid to communicating with staff whose first
language isn’t English is also essential in retaining
the best and brightest. According to the Hotel Success
Handbook, don’t leave staff “floundering or too
scared to ask for help: establish a clear line of reporting, and who to go to for help and guidance when needed.”
The handbook adds that, “If your core team are incentivized, make sure
you include seasonal staff in the scheme.”
“It’s not just a matter of ‘Hire and hope for the best’ anymore, not at a time
when the competition is so fierce and guest expectations are so high,” says
Scott. “The success of your brand depends on your staff, and making them
aware of this is the first step in creating a strong and reliable team.”

“It’s not just a matter of
‘Hire and hope for the
best’ anymore, not at a
time when the competition
is so fierce and guest
expectations are so high.”
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Through the

Ranks

Robert Blackwell and Tyson Ghostkeeper sit
down to discuss a changing hotel industry
BY MARTIN DOVER / PHOTOGRAPH BY CURTIS TRENT
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A

T ONLY 22 YEARS OLD, TYSON

Ghostkeeper has risen through the
hotel ranks quickly – starting as a
housekeeper when he was just a
teenager, Ghostkeeper is now the general
manager of Best Western PLUS The Inn at St.
Albert. “I moved my way into laundry, then
the breakfast room, then the front desk, and
now I’ve reached my dream of running my
own property,” he says.
“My first General Manager told me, ‘when
it’s in your blood, it’s in your blood,’ ” he says.
“I fell in love with being able to create an
experience for people.” Since taking over the
General Manager position in February 2015,
Ghostkeeper has cultivated a team that has
propelled the location towards
winning a Traveler’s Choice Award and
maintaining a top spot on TripAdvisor in
their market.
“I’ve been in the business longer than
Tyson’s been on the planet,” jokes Robert
Blackwell, Area General Manager for
Edmonton’s Best Western Cedar Park Inn
and Best Western PLUS Westwood Inn, who
sat down to talk shop with Ghostkeeper last
November. In May 2015, Blackwell celebrated
30 years working in the hotel industry –
his career has spanned brands from Delta
and Sheraton, and included locations like
Halifax, the United States, and the North,
where the hotels he’s managed range in size.
Having earned his stripes by working his
way up the ladder at larger hotel chains,
Blackwell says there’s a benefit to spending
time working throughout larger manage-

ment teams and corporate systems.
“My advice is to work for a bigger chain,”
he says. “You get more interaction between
properties and a lot more experience with
complicated and advanced training.”
Ghostkeeper believes starting off at a
smaller hotel with a dedicated owner has
helped propel his career. “There’s more
opportunity for advancement, because there
aren’t as many departments that you have to
work through compared to full service
hotels,” he says.
“If you’re someone like me who’s hungry
and wants to grow very quickly, you’re able to
do it a bit more freely.”

“I’ve been in the
business longer than
Tyson’s been on the
planet,” jokes Robert
Blackwell.
For the past eight years, Blackwell has
worked in Edmonton: “Since I’ve been in
Edmonton, the number of select service and
limited service hotels has grown astronomically,” he says, noting that he now works with
a much smaller team size in his role at those
two smaller hotels. “In my Delta days, I had a
team of 32 people running the hotel. But it’s a
different level of service – for [select service]
hotels we offer a complimentary breakfast
and small meeting spaces, so there is no ban-

quet or catering department.”
It’s this small size that Ghostkeeper
embraces. “You’re very hands-on in the
general manager role,” he says of select service hotels. “One day you could be helping
make beds, checking someone in or serving
coffee in the breakfast room. Research shows
that customer satisfaction scores increase
when you have three to five touch points
with the guest, and scores triple with interacting with the general manager. So that’s a
huge focus for me.”
“Yeah, that’s something that sets select service and limited service hotels apart,” agrees
Blackwell. “About ten minutes ago, I was
clearing tables in the breakfast room.”
This part of the job description is something that Ghostkeeper values in his professional life.
“Personally, I’m more attracted to select
service for that reason, because you’re able to
get much more hands-on and in touch with
your guests. It doesn’t matter what department you’re in, everyone has an opportunity
to create an experience for a guest. I want to
be able to provide value to people’s lives.”
Plus, Ghostkeeper understands the importance of knowing each department. “You
have more of an appreciation for your team
and what you do, and that helps you better
mentor your staff because you know what
challenges they’re going through.”
Over the age divide, this is something that
Blackwell understands all too well. “When I
stand behind my desk, I represent my city,
my brand, myself, and my team.”

HOMEGROWN, WORLD CLASS
NAIT’s School of Hospitality and Culinary Arts has provided skilled
grads to industry for over 40 years.
Our students stay fresh through hands-on experience with food and beverage
labs, front desk operating systems and catering in our fine dining restaurant.
NAIT grads get jobs around the world — and then they get the job done.

Learn more at nait.ca/schoolofhospitality
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Upgrades begin on one of
Alberta’s landmark hotels
BY LISA CATTERALL / PHOTOGRAPHY BY BLUEFISH STUDIOS

I

N THE HEART OF ALBERTA’S ROCKY

Mountains lies the Delta Lodge at
Kananaskis, one of the province’s most
iconic hotels. Initially constructed in
preparation for the 1988 Winter Olympics in
Calgary, the lodge has hosted generations of
families and travellers eager to explore the
region’s vast wilderness in Peter Lougheed
Provincial Park. For nearly 30 years, it has
stood as a reminder of the province’s strength,
unwavering in the face of economic fluctuations, political changes or the passage of time.
Steadfast and dependable, the lodge has established itself as an ideal location for weekend
getaways, corporate retreats or family gatherings – in part due to its convenient location
only an hour outside of Calgary. It even played
host to some of the world’s most influential
leaders, when the 28th G8 Summit was held
there in 2002.
All through this, it’s gone without substantial renovations. That all changed in September 2015, when Pomeroy Lodging announced
plans to purchase the Delta Lodge at Kananaskis and invest in a $26-million rejuvenation
and revitalization project for the property.
Taking place over the next two years, the project will undergo major upgrades to guest
rooms and food and beverage services, as well
as a dedicated effort to create and promote
year-round activities for guests.
“It’s an opportunity for us to do an extensive
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revitalisation and expansion of the lodge,
and renovate right from the ground up,” says
Jackie Clayton, vice-president of public relations and partnerships at Pomeroy Lodging.
“We’re very happy to be part of such a jewel of
the province. It’s an opportunity for Albertans
to feel proud about a new destination that will
be within the province. It really is such a beautiful resort; we’re looking forward to growing
and changing it.”
As a leader in Western Canada’s secondary
and tertiary hotel markets, Pomeroy Lodging
is committed to creating memorable experiences for guests by investing in the communities where the hotel operates. Over the next
two years, this substantial project will see
major renovations done to virtually every
aspect of the lodge.
“We’ve got an experienced team of staff in
terms of service and product delivery, and
Pomeroy has made it evident that they’re dedicated to this property and serious about
investing in what is needed to make it a firstclass destination,” says Dwayne Stratton, general manager of the Delta Lodge at Kananaskis.
“We’re truly diversifying and building the
facilities that are already there,” says Clayton.
“We’ll be enhancing the conference facilities
to bring back great conferences and make people proud and excited to come to Kananaskis.
We’re also going to build new business with
improved facilities for families, and really go
Winter 2016
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into health and wellness with our enhanced
spa amenities.”
Wasting no time, renovations began shortly
after the acquisition in the fall of 2015. Steps
were taken to begin the initial interior redesign. Following the creation and approval of
updated room designs, mock-ups will be done
to ensure every aspect of the revitalization
brings the lodge to its final goal of being a
four-star, first-class destination.
“In the last few weeks, we’ve brought designers in to start bringing the lodge up to the 21st
century while still maintaining that Rocky
Mountain feeling. The goal is to make it more
contemporary, while keeping the integrity of

the place,” says Desmond Acheson, Executive
Director of resorts at Pomeroy Lodging.

“We’re very happy to
be part of such a jewel of
the province. It really is
such a beautiful resort,
we’re looking forward to
growing and changing it.”
“Ever since the takeover we’ve been getting
things going while keeping in mind where we

want to take our level of service and product
delivery. We’ll be bringing in consultants for
everything from the interior design to the
restaurant, and then working towards a final
vision for the property. We have to plan how
to use the funding to make it a world-class
destination and I believe we’re on track to get
that done here,” says Stratton.
Thanks to its unique layout, the Delta
Lodge at Kananaskis is well-suited to undergoing substantial renovations. Divided into
three buildings, each with their own independent front desk and reception area, the lodge
will be able to remain open over the coming
months without interrupting guests or events.

PHOTO COURTESY: KANANASKIS LODGE

“We’re trying to appeal across the board to
both Alberta residents and foreign tourists.
The newly renovated rooms will be designated as premier products, and we’ll also have a
secondary product in the rooms that have
previously been renovated. A tertiary product
will also be available to provide rooms for
more budget-conscious travellers,” says
Acheson.
Though the changes have only just begun,
it is the beginning of a new era for the Delta
Lodge at Kananaskis. “It’s very exciting to be
the general manager of a property that has
such an opportunity in front of it,” says Stratton. “We have Pomeroy Lodging, a strong
organization that is willing and able to put
the money and resources into this project,
and it’s just great. Speaking to our long-term
staff, to see the smiles on their faces when we
talk about the renovations that are about to
occur, it’s breathtaking.”
“The great thing is that we can stage our
renovations. Guests will see that something is
going on, but in a way that gets them excited.
We’re hearing, ‘Oh gosh, new stuff is happening. It’s exciting that we can we be involved,
and we want to see what happens,’” says
Acheson. “From our perspective, we don’t
want to hide what we’re doing. We want to
brag about it, really, because we’re excited
about this treasure. We’re just giving it a bit of
a new life, so we want to show it off.”

“From our perspective,
we don’t want to hide
what we’re doing. We want
to brag about it, really,
because we’re excited
about this treasure.”
“It’s nice because our guests won’t have
to go through a construction zone,” adds
Stratton. “Throughout this renovation process, the amount of disruption to our guests
will be very minimal.”

THE REVITALIZATION AND RENOVATIONS
have come at the perfect time for the property.
With the slowdown in Alberta’s economy,
more residents are looking to stay close to
home for vacations, spending less on expensive airfare and opting to explore their own
Inspiring Service - Growing Value

backyards. With this in mind, Pomeroy Lodging plans to capitalize on the current downturn to create jobs, boost tourism and expand
its business into the mountain parks area.
“Right now it’s a great time in the province
and in the country to be doing construction,”
says Clayton. “We’re looking to grow and drive
tourism in the region, both as we’re doing the
revitalization and well into the future.”
Nestled in the heart of some of Alberta’s
most stunning landscapes, the lodge is positioned to return to its glory as a first-class
resort. With over 425 rooms available, it’s
well-suited to hosting major events and conferences but is also welcoming to families or
business travellers. Offering year-round activities like hiking, whitewater rafting, snowshoeing, skiing, and snowboarding, the Delta
Lodge at Kananaskis offers plenty to Albertans of all backgrounds. An announcement in
early 2015 also confirmed the government’s
efforts to restore the Kananaskis Golf Course
following damage from the 2013 Alberta
floods. The course’s restoration is a major
undertaking, with the reopening set to closely
coincide with that of the lodge. These two
events are expected to provide a boost in tourism for the area.
In order to meet the diverse demands of
travellers year-round, Pomeroy Lodging
plans to create a variety of accommodation
options for visitors. This will support its
expanded facilities and appeal to a wider
range of visitors.
www.ahla.ca
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An outline of what Pomeroy Lodging hopes to
accomplish with its $26-million upgrades:
›› The hotel’s employee base will rise to
300 people, from a base of 260.
›› The conference rooms, spa amenities,
and guest rooms will all be renovated,
including six newly restyled and
rebranded food and beverage locations.
›› On-site employee housing will be
upgraded.
›› Family amenities, like a splash pad,
indoor waterslide, and children’s centre
will be added to the existing array of
facilities.
›› The company also plans to boost the
hotel’s involvement with tourism events
by working with tour operators and
Kananaskis Provincial Park.
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When it comes to catering to the needs of business
travellers, it’s all about thinking outside the room

I

BY JULIE-ANNE CLEYN

N 2014, TED SINGERIS SPENT OVER 120 NIGHTS IN A

hotel. He travelled three weeks per month, on average, for his
then-role at Mercer. Though the senior partner at the global
talent, health, retirement, and investments consulting firm now
travels less-frequently on business, he still says proximity to his office
is paramount when selecting a hotel.
“I will trade for proximity and time savings versus other niceties,”
he says. In fact Singeris, who lives in Calgary, used to stay at the
Fairmont Royal York when working in Toronto, but his office moved
700 metres in 2015, so he now stays at the closer Delta Toronto.
In addition to proximity, corporate travellers come with several
priorities that are unlike those of other guests: the desire to be more
social, for one. Accessible, functional rooms are
also a must for work purposes, as is the ability
to check in via their mobile devices. From
active lobbies to apps and electronics, expert
Richard Main – Dual General Manager of the
Courtyard and Residence Inn by Marriott Calgary
Airport – says the key to keeping a business guest
happy is all in the numbers.
For one, hotel owners would do well to acknowledge that the
business traveller of tomorrow is a millennial, not a baby boomer. “A
lot of the baby boomers are very happy to come in, go to their room,
order room service and come down and have a buffet in the morning
and go to work,” he says. “The new generation – when you go into my
hotel lobby and others, there’s people who are working together, who
are sitting at communal tables, have their computer with them, they’re
watching the baseball game, and they’re having dinner.”
Main says that to appeal to this growing interest, hotel owners must
“activate the lobby.” The Calgary Marriott Downtown Hotel, for
example, just replaced its stand-alone second floor restaurant with an
intimate and more social one on the ground floor that flows into the
lobby, so guests walking into the hotel can feel included and become
compelled to join the experience.
In terms of guest rooms, Singeris says he prefers his to be close to
the elevator so he can get in and out quickly and efficiently. In this
vein, this year, DoubleTree and Home2 Suites by Hilton will allow
guests to choose their exact room on their mobile device and check in
and out from their smartphone too. The app gives guests more choices

and control over their stay, which data and feedback have shown
Hilton guests wanted.
Other amenities Singeris always wants are an ironing board, a
coffee pot, an up-to-date television and a full service washroom with a
place to put toiletries. On the topic of television, guests increasingly
want to stream content on the road. So last June, the Marriott Hotels
introduced a platform that allows guests to sign into their Netflix
account to watch movies and TV shows on their room’s widescreen
HDTV. That way, they don’t have to tune in to their mobile device to
enjoy the comfort of their evening TV show or movie on their trip.
Alternately, hotels should offer wireless Internet with enough
bandwidth to stream movies and television shows, says Grant
McCurdy, Dual General Manager at the
DoubleTree and Home2 Suites by Hilton West
Edmonton. “[Corporate travellers] become
very frustrated if it’s not fast,” he says.
How can hotel owners prioritize the needs of
business travellers while maintaining consistent
service to other groups? McCurdy says the visit
needs to be personalized. For example, if a group of 20
people check in, open a second line for corporate guests.
Still, Main says, “It’s not necessarily putting one above the other. It’s
ensuring you’ve got a team that recognizes the needs of the customer,
whether it’s a corporate customer or a leisure customer or group
customer, and anticipating the needs of that customer.” For instance, a
corporate guest who arrives at 11 p.m. has likely been travelling and
may still have work to do or needs to get up early the next morning. So
check them in genuinely and efficiently. If it’s a couple, on the other
hand, check them in more slowly, tell them about the neighbourhood,
understand the purpose of their stay, and ask them if they need
directions to get to their next destination. McCurdy also says that
DoubleTree and Home2 Suites set up profiles for each of their guests,
so the staff is educated on the guest’s likes or dislikes before arrival.
Above all, Main says, “What really differentiates a business is its
ability to be human, provide genuine service, and understand and
anticipate the customer’s needs in a human way.” And the same
treatment goes for your associates, he says. “We look after [our
associates’] needs and anticipate their needs to the best of our abilities
and, in turn, they will look after their customer.”

“I will trade for proximity
and time savings, versus
other niceties.”
– Ted Singeris
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Saved
A Life

When a guest experienced cardiac arrest,
duty manager Jim Tobin sprung to action

T

BY ROBIN BRUNET / PHOTOGRAPH BY PEDERSEN

HE ST. ALBERT INN & SUITES,

located just outside of Edmonton,
markets itself as having helpful
front desk personnel and
housekeeping staff, ready to assist its guests
in any way possible. That proved to be an
understatement on the afternoon of April
29, 2015, when an executive at a seniors’
golf group meeting complained of not
feeling well – and suddenly collapsed.

“Before I knew it
I was pumping his chest
while the other person
held the phone
so I could talk to the
emergency operator.”
This is a nightmare scenario for any
hotelier. Fortunately, one of the banquet
personnel ran down the hall to an office
where Jim Tobin, Duty Manager, was busy at
his computer.
Tobin, who has worked at the hotel for a
decade, recalls what happened next. “I ran into
the meeting room and saw the man laid out
on a table, unconscious.” Ironically, the man
was the youngest member of the group, and
just a few years older than 54-year-old Tobin.
Only in retrospect did onlookers consider
why Tobin acted while others hadn’t. First aid
training notwithstanding, experience often
plays a deciding factor in what pushes
someone to save a life – and this wasn’t the first
time Tobin had been summoned to help an
ailing guest. In fact, he had performed CPR
Inspiring Service - Growing Value

twice during his 19-year tenure at West
Edmonton Mall’s Fantasyland Hotel. “The
first time was when a guest collapsed in his
locked bathroom,” Tobin recalls. “We forced
open the door and I massaged his chest, but
it was too late.”
The second incident also saw Tobin
perform CPR, but the guest ultimately didn’t
pull through. “It’s the worst feeling you can
imagine,” he says.
Still, those memories didn’t come to mind
as Tobin assessed the stricken executive.
Precious minutes had already elapsed and a
collapsible banquet table wasn’t the place to
perform CPR. “So I pulled him to the ground,
someone dialled 9-1-1, and before I knew it
I was pumping his chest while the other
person held the phone so I could talk to the
emergency operator,” Tobin recalls.
Instead of coming around, the man began
grunting. “It was like nothing I’d heard before
and very ominous,” says Tobin.
Tobin was desperate for the man to pull
through. The 9-1-1 operator informed Tobin
that the noises coming from the executive were
normal. He continued his CPR, and when the
ambulance arrived, Tobin sensed the outcome
would be positive. “It was like watching a
NASCAR pit crew,” he recalls, “One person set
up the EKG, and the other drilled a hole
directly into the man’s shin because there was
no blood flow and the only way to administer
drugs was through the bone,” he says.
The executive’s heart had stopped but
defibrillation brought him back to life. This
continued during the trip to the hospital, but
the guest ultimately survived. “Several months
later, he and his wife dropped by to thank us.
I almost didn’t recognize him: he had great
www.ahla.ca

colour and looked healthy,” Tobin remembers.
In September 2015, Tobin was amongst a
group of citizens who received the 2015 St.
John Ambulance Life-Saving Award. “I was
proud but also very intimidated because the
other recipients had done truly heroic things,”
he says. Not inclined to dwell on the past,
Tobin restricts himself to a single wish:
“Maybe what I did in that room will inspire
the other guests to act if they come across
anyone else needing first aid,” he says. “It’s a
scary situation to be in. But ultimately it’s
scarier not to help out.”

DEFIBRILLATOR 101
Automated external defibrillators (AEDs) are
usually wall-mounted in cabinets, and can be
purchased through organizations like St.
John’s Ambulance. They cost anywhere from
$1,300 to $3,000.
Some AEDs will perform their own
diagnostics and battery-testing. Pads should
be replaced every three years or after each
use, whichever comes first.
If you’re nervous about using a defibrillator
on someone – don’t be. AEDs offer a step-bystep guide (sometimes in audio form) and
won’t cause any harm. An AED monitors a
patient’s heart rhythm and will only shock if
they need it.
Certification courses can be found via
the Heart & Stroke Foundation, St. John’s
Ambulance and Canadian Red Cross.
AEDs are not a requirement in hotels – no
matter the property size. However, they are
strongly recommended as they can save lives.
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Eat, DRINK, SLEEP

CAFÉ

Off the Beaten Path
Don’t let the winter get you down. With Rocky
Mountain House in our backyard, there are plenty of
options for a winter weather weekend getaway
BY LISA CATTERALL

W

INTER IN ALBERTA CONJURES UP IMAGES OF
snow-covered fields, white rocky peaks, and clear
blue skies. It’s a time to celebrate the northern lifestyle, enjoying crisp prairie air and watching vibrant northern
lights dance across the sky.
Nestled in the heart of the province is Rocky Mountain
House. Once a fur trading post and embarkation point for
explorers, the town is now a destination for outdoor enthusiasts
looking to take part in a range of exciting and unique winter
activities. Located conveniently at the crossroads of Highways
22 and 11, Rocky Mountain House offers visitors a chance to
enjoy the outdoors like no other.
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FUEL UP
THE COPPER CREEK CAFÉ
(www.coppercreekcafe.ca), located
along Main Street, offers fresh homestyle cooking and baking with gourmet
coffees. Open Monday through Saturday, the café also serves a selection of
homemade soups.
For those looking to get an earlier start to the day, the SANDWICH HUTCH (www.thesandwichhutch.ca), located on Highway 11, opens at 6:00 a.m. Monday to Friday. Offering hearty
breakfasts and satisfying lunches, the Sandwich Hutch can

The Alberta Hotel & Lodging Association

w
even provide meals ready for takeout to enjoy on the snow-covered trails.
A local staple just off of Highway 22, NICK & LESLIE’S FAMILY RESTAURANT offers visitors
classic, casual diner fare in a friendly atmosphere. Offering fast and friendly service, with an extensive
breakfast selection, the spot provides the comfort of home away from home.
HEARTSTONE (1-403-844-2672), located in the Prairie Creek Inn, offers visitors to the Rocky
Mountain House area an upscale dining experience. Providing fresh, local cuisine with an international twist, Heartstone is the perfect location to unwind during a mountain getaway
GET OUT
ON COLDER DAYS, VISITORS HOPING TO GET OUT ON THE ICE CAN
enjoy one of the town’s two indoor skating arenas. The town also maintains a 400metre outdoor skating oval. Weather dependent, the oval is a great place to enjoy
the fresh Rocky Mountain air.
THE ROCKY NORDIC SKI CLUB (1-403-844-8380) has created a beautiful
network of trails through the Pine Hills Golf Course. With over six kilometres of
developed trails, the paths appeal to beginners and experienced skiers alike. These trails are free to
use, though the club does accept donations to support their maintenance and further development.
At Crimson Lake Provincial Park (403-845-2330), just outside of Rocky Mountain House, visitors can
enjoy the Amerada trail, offering an additional 10 kilometres to explore.
Though few Canadians take part in dogsledding regularly, it is a great way to explore Canada’s wilderness. Family-owned and operated KLONDIKE VENTURES (www.klondikeventures.com) gives
visitors the chance to explore the areas outside the town by dogsled. With extensive experience in outdoor pursuits, and 26 huskies ready to go, the staff at Klondike can accommodate groups of all ages
and backgrounds with tours ranging from a half-day to a full-day in length.
If you’d like to take it to the next level, try SKIJORING. The sport is cross-country skiing meets dog
sledding: a person on cross-country skis is harnessed to a few sled dogs and taken on the ride of their
life. The dogs pull the skier, attached to them by bungee cord, across designated skijoring trails. Similar to waterskiing, participants can find balancing, momentum and movement to be challenging but
exhilarating. Klondike Ventures can also arrange this for you.
THE CENTRE FOR OUTDOOR EXPERIENCES (www.coe.ca) in Nordegg, just outside of Rocky
Mountain House, offers introduction to ice climbing classes, where those new to the sport can try it out
in a friendly and relaxed atmosphere. Each year, the centre is one of three hosts for the Nordegg TriIce-A-Thon (www.icefest.weebly.com) in late-February. This outdoor event features three man-made
ice walls and a variety of climbing competitions covering speed, skills development and fun climbs. It
has attracted ice climbing enthusiasts from around the world since 2001, but does depend on seasonably cold weather conditions to maintain a safe climbing environment.
The area is also an ideal embarkation point for those wishing to explore the Rockies by helicopter.
ROCKIES HELI CANADA (www.rockiesheli.com) offers scenic tours across Alberta’s diverse landscapes from bases in southern Alberta and the Rockies. From its Icefields Base, located on the David
Thompson Highway towards Alberta’s mountain parks, visitors can enjoy views of snow-capped
mountains and glacial fields from above.
REST
There are a number of AHLA lodging options available from AHLA members
in the town and surrounding area, including:
Best Western Rocky Mountain House Inn & Suites, 4407 41st Ave
p: 403-844-3100, w: book.bestwestern.com
Alpine Motel, 4435 47 Ave
p: 403-845-3325
Chinook Inn, 5321 59 Ave
p: 403-845-2833
The Prairie Creek Inn, 73042 TWP Rd 38-0
p: 403-844-2672, w: theprairiecreekinn.com/
GPS Coordinates: N 52.14.284; W 114.56.538

WHAT’S
YOUR
STORY?

You have a great story in your
people and business, one that
would appeal to potential clients.
But you don’t have the tools to tell
that story in compelling ways.
ENTER VENTURE PUBLISHING.
We are storytellers. Our writers will
work with you to bring your stories
to life. This form of marketing
starts the conversations that make
a message resonate and gets the
attention of your target audience.
When hosted on your website, it
engages visitors and enriches their
experience of your site.
Let us help you create better
stories, connect with the right
people, grow your business, and
most importantly brand your venue
as a DESTINATION OF CHOICE.
CONTACT US TODAY TO GET STARTED

1-866-227-4276 x246 (toll free)
tplant@venturepublishing.ca

VenturePublishing.ca
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PERSONALLY

Safe and Sound
With over 50 years of hotel experience, Matthew Rowlette, AHLA’s Business
Development Manager, has seen it all – even bomb scares!
BY MARTIN DOVER / PHOTOGRAPH BY BUFFY GOODMAN

I

CAME TO CANADA FROM IRELAND IN 1973, AND QUICKLY

realized that security processes in Canada were far different
than those in Ireland. During “the Troubles” in 1970s Ireland,
we used to evacuate hotels on a regular basis. We had a system
that helped us determine whether a bomb scare was to be taken
seriously or if it was just a drunken call from a patron. With this,
security is something I have dealt with quite seriously
throughout my career.
During the 1976 Olympics, I was working in Kingston, Ont.,
and we had the provincial premiers stay at the Holiday Inn. This
included Pierre Elliot Trudeau, who was prime minister at the
time. In fact, it was at that time that I met a young Justin Trudeau
who, like any other little tyke would, was running around the
lobby. It was my first time since coming to Canada that I had the
opportunity to work closely with VIP guests. Expectedly, the
security was quite intense.
Some years later, I had the privilege of meeting another VIP
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guest, Princess Anne. Quite honestly, looking back on the levels of the
security, it was far less intense compared to what we would have geared up
for back in Ireland. She came to stay at the Howard Johnson’s in Kingston
that I was managing some years later. I’m not sure whether it was a
moment in time that stood out to her, but it certainly did for me. I greeted
her when she arrived and escorted her to her room each time. It was
actually quite funny engaging in conversation with her – me with my
strong Irish accent and her being a very proper Englishwoman.
Still, in this different environment I was still well-versed in bomb scare
responses. That had paid off a few years earlier – I was working at the
Holiday Inn in Burlington and my brother, Robert, was coming to visit
Canada. When we got back to the hotel, I saw police cars all over the place
and I thought they were there to catch me for speeding between the airport
and Burlington. I was mistaken and it was actually a bomb scare.
Apparently that day there was a threat to blow up the Burlington Water
Tower followed by a threat to the hotel to take place at 8:40 p.m. The
officers were visibly concerned.
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Some years later, I had the privilege of
meeting another VIP guest, Princess
Anne. Quite honestly, looking back on
the levels of the security, it was far less
intense compared to what we would
have geared up for back in Ireland.
I turned to my brother and said, “Robert, you go check the
bedroom block and I’ll do the commercial area.” So we walked
through, checked all the ice and pop machines, just as we would back
in Ireland – this was nothing new to us. When we came back down, I
was chatting with the police. One of them was Irish and I said, “Oh,
you’ve lost your touch.” And then I realized it was a completely
different environment than in Ireland. There was always an
intentional reason to blow you up there. In Canada, any nut could
blow you up, in my opinion of course.
As I reminisce about my career and the various security measures
that were taken, I am quick to remember when President John F.
Kennedy coming to Ireland. He would run into the crowds without
fear or reservations. This simply would never happen today. What
I’ve come to learn is that the way in which people react to threats and
security has vastly changed throughout my career, be it reflective of
cultural reactions or that the times have simply changed.
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Blast from the Past

LOOKING BACK AT CONVENTIONS FROM YESTERYEAR
We end this issue with an incredible photo – a group
shot of the AHLA’s 40th Annual Convention. As their
attire might give away, this shot was taken in 1960:
at this time, the organization was simply called the
Alberta Hotel Association, and its 40th Convention
was well-attended and held at the Hotel MacDonald,
a property that has stood the test of time.
You can be a part of the AHLA’s history by attending
the 96th annual convention and trade show, April 17 19, 2016 at the Fairmont Chateau Lake Louise.
Do you have a fantastic photo you’d like published
in the next issue of Mainstay?
Submit it to socialmedia@ahla.ca or mail it to:
2707 Ellwood Drive SW
Edmonton AB
T6X 0P7
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Your insurance program

designed for your industry

Find out how you can benefit from the
Hospitality Insurance Program
Commercial Insurance

Employee Benefits

Thom Proch
1-800-665-8990 ext. 7313
thom.proch@westernfgis.ca

Nolan Friesen
1-800-665-8990 ext. 7215
nolan.friesen@westernfgis.ca

www.HIPinsurance.ca

Electrolux Smart Washers and Dryers
for Automatic Water, Energy and Time Savings
An estimated 60-70% of washers are underloaded,
wasting water, chemicals, and energy. That’s why
Electrolux developed AWS, a UNIQUE feature that
automatically matches water consumption to load
size. Combine that with Smart Dosing which adjusts
laundry chemicals to water ratio, and you will see
immediate savings and superior wash results –
every time, automatically.

Experience the Electrolux difference.
Lease Options available.

Special financing available. Call today to learn more.

(403) 273-4040 • (800) 661-1530
www.albertalaundry.com

Your Authorized Electrolux Professional Laundry Distributor

