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Service properties trust sonesta

Sonista Hotels International is now one of the fastest growing hospitality management companies in the country, with the addition of another large hotel portfolio in the coming months. Service Properties Trust (NASDAQ: SVC) today announced that it will move brands and manage 98 hotels to Sonesta, including two full-
service hotels, 56 serviced hotels and 40 extended hotels across the United States, sonesta will be transferred to manage 9 of these hotels on December 15, 2020 and the remaining 89 on January 31, 2021. The latest announcement follows two other SVC transactions that contributed to Sonista's significant growth and
Sonesta's new position as SVC's largest operator: four hotels were moved by SVC in September 2020 and all floated as Sonista hotels. 103 hotels will be relocated by SVC on November 30, including 22 full-service hotels and 81 extended hotels in the United States, the District of Columbia, Ontario, Canada and Puerto
Rico. Reservations to these properties are currently accepted in Sonesta.com to stay from December 1, 2020. Carlos Flores, President and CEO of Sonista International Hotels, said: We are proud that SVC continues to develop its relationship with Sonista by entrusting us with managing another large portfolio of its
hotels and resorts. We are ready and confident in our capabilities to ensure that these hotels receive the same level of exceptional care and support as 80 additional Properties from Sonesta. We are delighted to welcome these new hotels to our growing portfolio of destinations. It is projected that by the end of the first
quarter of 2021, Sonista will have more than 250 properties in the United States and more than 280 properties worldwide, more than fourfold increasing its u.S. footprint in major tourist and commercial destinations. In the United States, Sonesta will increase from three to five brands: Royal Sonista, Sonista Hotels &amp;
Resorts, Sonista ES Suites, and two of the newest Sonista Select and Sonista Simply Suites brands. Logos, products and names of the companies mentioned are the property of their respective owners. Page 2 Marriott International today announced the planned openings of eight new properties in Fairfield by Marriott in
Japan, highlighting the expansion that more than double the size of the brand in the country. Sixway House has teamed up with Marriott International to promote its Trip Base initiative - a project that seeks to revitalize local tourist sites - with hotels opening alongside Michi-no-Eki roadside stations. The Michi-no-Eki
comfort stop system was established more than two decades ago to provide comfortable facilities for road travellers in Japan, located close to national parks and UNESCO World Heritage Sites. As part of the Marriott Michi-no-Ike project, Fairfield from Marriott JifushiYama Park, Fairfield from Marriott Jifu Mino, Fairfield
from Marriott Tuccigi Otsonomiya, Fairfield from KyotoAmba Marriott, Fairfield from Marriott Jifujogo Fairfield Marriott Tuccigi Motiji is scheduled to open in November, and then Fairfield from The Kyoto Miyazo Marriott in December. Rajiv Menon, President of Asia Pacific (excluding China), Marriott International, said: After
debuting in Japan in Sapporo earlier this year, we are thrilled to the Fairfield brand from Marriott to continue its expansion in the country. These new openings confirm Marriott International's commitment to our growing presence in Japan to serve travelers here. The new hotels will offer brand principles in friendly service
and family treatment, allowing travellers to reach inspiring natural destinations across the country. Fairfield builds on its strong heritage of warm hospitality and faith in the beauty of simplicity, creating a place where every moment is an attractive and effortless experience for its guests. The experience supports Fairfield's
promise™ - from the level of hotel service to accommodation, if the guest is not satisfied with their stay, Fairfield will make it right. Upon arrival, a welcoming lounge with a comfortable seating area provides a smart and flexible space for guests. Each guest room is designed for comfort and productivity, averaging about
25 square metres and offering a comfortable bed for a great night's sleep, as well as free wi-fi. Hotels also offer an optional breakfast in pinto boxes for guests to enjoy at the hotel or on the road. Fairfield of The Gifu Seiryu Satoyama Park Marriott (85 rooms, opened October 6)This hotel is a great starting point for family
holidays exploring Gifu Seiryu Satoyama Park, an urban park designed to simulate the rural landscape of the Chua era in Japan (1926-1989). The garden features a nostalgic Satoyama Café, a spa corner and a charming morning market. Guests can visit the charming street views of the post-station cities, as well as
historic temples and shrines along the nearby Nakasendo Highway. The Fairfield of Marriott Jifu Mino (54 rooms, opened October 6) and surrounded by stunning views of the great Nagara River and emerald green mountains, guests can explore the ancient buildings of Mino and street views dating back to the Edo period
in Japan (1603-1867) and discover the beauty of Mino Washi, a handicraft paper with a 1,300-year history. Visitors can also sample delicious sweet ayu fish caught in the pristine waters of the river, served with fresh seasonal vegetables from the surrounding countryside. Fairfield by Marriott Tuccigi Utsonomiya (87
rooms, open October 7) is located near the romantic village of Otsonomiya, this hotel makes an ideal base for sightseeing around the beautiful countryside. Guests can enjoy practical experiences with local farming, strawberry picking, forest rising and traditional hot springs. This area is famous for its delicious dumplings,
which gyoza is famous for, which can be found in many famous restaurants nearby. Fairfield By Marriott Kyotomba (75 rooms, scheduled to open October 8) This hotel is located on the gate of the Kyotomba district, featuring rolling green hills. The Tampa Plateau climate produces treasures from famous niche production
throughout Japan, such as Tampa chestnuts and Tampa black beans. Food lovers will enjoy discovering local dishes all year round here, such as sweet ayo fish in early summer, a vegetarian meat bowl or a hot meat bowl in winter, as well as dishes made from Sansai or wild mountain vegetables in spring. Fairfield from
Marriott Jifu Jojo (87 rooms, scheduled to open on October 9) for lovers of Japanese history and culture, JoJo is a destination not to be missed. Surrounded by the beautiful Rural Japanese countryside, guests can explore the nearby Gujo Hachiman Castle and the old world charm of the castle town. At Jojo, the Kokkin
Dingo No Sato Field Museum features classic Waka poetry readings, spring-filled thermal ceramic baths and foot spas to soothe the busy parties of travel and relaxation. Guests can also discover delicious dishes in this area, including ayu salt-grilled fish and a traditional chicken dish. Fairfield from Marriott Mi Miha (63
rooms, scheduled to open on October 12) Hamakido is the world heritage-listed main coastal road of Kumano Kudo, the 1,000-year-old Japanese pilgrim's road. This hotel is located right next to Michi-no-Eki Park Shichiri-Mihama station right next to Hamido. With warm and pleasant weather all year round, guests can
also explore the nearby Shichiri Mihama Beach, chosen as one of Japan's 100 largest beaches, and enjoy a wealth of regional produce, including many different types of Mandarin oranges and fresh seafood. Located by Marriott Tuccigi Motegi (52 rooms, scheduled to open on November 20), Fairfield is located next to
Michi-no-Eki Motegi, close to Moca Railway Station and trails, famous for its majestic weekend steam locomotives, attracting crowds of children and adults alike. Racing fans will also enjoy visiting the nearby popular international racetrack, Twin Ring Motegi, which also houses the Honda Van Vaughn laboratory, which
features next-generation technologies such as robots and electric vehicles. Fairfield from The Kyoto Miyazo Marriott (93 rooms, scheduled to open December 15) This hotel is located in the ancient Japanese capital of Kyoto and offers panoramic views of the beautiful clear waters of Miyazu Bay. Guests can enjoy



refreshing ocean breezes, explore Kyoto's charming old streets and discover osakana Kitchen Miyazu's classic Japanese cuisine, including the famous rice bowls of Kaisen Don, topped with a selection of fresh seafood. Guests can also take a pleasant cruise to see the beautiful Amanohashidate sandbar, which has been
voted as one of the three most scenic views in Japan. Japan has a variety of breathtaking destinations and experiences for visitors, from beautiful countryside to ancient historical sites and some of the most And the world's diverse cuisine, said Masahiro Taguchi, Fairfield project manager from Marriott's Michi-no-Eki
portfolio. Fairfield by Marriott Michi La-Ike Hotels will welcome guests with the beauty of simplicity, and offer convenient starting points for travelers to explore local destinations and hidden gems. Logos, products and names of the companies mentioned are the property of their respective owners. Page 3 last month's
employment status statement offered something for everyone, from optimists to pessimists. As the labour market continues to make its way out of a deep hole, it offers a combination of good and bad that makes overall data incomplete and often misleading. More accurate analysis provides signs of hope and concern.
First, the good news: The economy created nearly 661,000 net new jobs in September. While the pace of job growth continued to slow, net gains over the past five months amounted to 11.4 million jobs. Gains have been made across a broad labour market segment with the largest increases in leisure, hospitality, retail
and commercial and professional services. At the same time, the unemployment rate fell to 7.9%, from a record 14.7% in April (neither figure was adjusted according to survey methodology issues). The unemployment rate among most broad groups has declined by age, race and level of education. The number of people
working temporarily continued to decline, at 4.6 million. Bad news? The data sounded not only on the slowing rate of improvement, but also on the underlying deterioration. The number of workers is still 10.7 million fewer than the peak in February. The number of jobs lost continued to increase at an unprecedented pace,
increasing by 400,000 during the month to 3.8 million. At the same time, the number of persons who do not work after completing temporary work has remained constant at 742,000. In addition, the number of unemployed for 27 weeks or more continued to increase, reaching 2.4 million. Persistent business failures, along
with companies with limited capacity, create obstacles to improvement. Furthermore, the employment provisions associated with funding from the Health Care Act have expired, enabling companies that have received financial support to lay off workers without having to pay the funds. Already many large companies
including those engaged in air transport, amusement parks, gambling, and entertainment industries are warning of tens of thousands of additional layoffs if additional funding fails fiscal stimulus to get government approval. Women change the workforce on the ugly side, 617,000 women dropped out of the workforce in
September, nearly half of them in the 35-44 age group. This coincides with the return of children to school in most parts of the country. As virtual learning continues to spread, mothers are likely to stay at home to oversee education. 2. For measurement purposes, approximately 78,000 leaked during the same time period.
This departure from the workforce coincides with the loss of significant jobs in education during the month. Employment in local government education decreased by 231,000, while private employment in educational services fell by 69,000. Does the labor market affect sentiment? The recovery in the labour market may
affect consumer sentiment. Consumer confidence and consumer sentiment increased more than expected in September. But with the prospect of increased layoffs, the consumer mood may swing negatively in October. In addition, personal income decreased by 2.7 per cent during August, reflecting the expiration of
federal benefits. Consumers switched to their savings to make up for the shortfall, with the savings rate falling to 14.1%. What does this mean for commercial real estate? For commercial real estate (CRE), the course of the labour market is always of great importance. But we have reached a critical juncture. While difficult
times remain ahead, the exact course of moving forward in the labour market will depend more heavily on labour market performance than during the typical recovery. Our projections of property scenarios show a wide range of possibilities across real estate types and geographical areas. We continue to believe
(politically) the importance of another fiscal stimulus package, and we will closely monitor Washington's signs of progress. The course of the epidemic during the winter will also play an important role. We will have more transparency on these two key factors over the next few months, but for the time being we remain
cautiously optimistic about the path forward for the labour market. Although there is no cure for each disease for the CRE market, it is still of paramount importance. Think of the week the proportion of workers who worked remotely in September fell to 22.7%, down from the highest level under COVID of 35.4%, indicating
continued return to physical workplaces. This article originally appeared on JLL. Logos, products and names of the companies mentioned are the property of their respective owners. Page 4 Properties Trust Service (NASDAQ: SVC), or SVC, announced today that it has terminated management agreements for 122
hotels with Marriott International, Inc. (NYSE: March), or MAR. As previously announced, SVC sent a letter requesting an advance of $11.0 million to cover the cumulative shortfall between payments received by SVC so far and 80% of the cumulative priority returns due to SVC for the eight months ended August 2020.
MAR was until October 5, 2020 to avoid termination by paying for svc. SVC has not received any payments from MAR, and based on discussions with MAR, SVC does not expect Mar Ma to pay the cumulative deficit of the 2020 balance. Accordingly, on October 6, 2020, SVC sent a letter to MAR exercising its right to
terminate. The actual termination date is January 31, 2021 and SVC currently plans to move brands and manage 98 of these hotels to Sonista. Agreements with MAR include 122 hotels (2 Marriott® 2 Springhill Suites® 12 TownePlace Suites® 35 Residence Inns ® and 71 Courtyards®) in 31 states, currently requiring
minimum annual returns of $194.6 million and currently valid in 2035. Pursuant to the agreement with MAR, SVC is proceeding with the sale of 24 of the 122 Marriott branded hotels. SVC has entered into agreements to sell a portfolio of eight Townebel suites® with 834 rooms in four states with a total sales price of $45.3
million and a portfolio of 16 hotels with 2,100,155 rooms in nine states (13 hotels in the courtyard with 1,813 rooms and three Residence Inn with 342 rooms) with a total sales price of $107.8 million. SVC expects these sales to be completed by the end of the year. Apart from the sale of these 24 hotels, SVC has been
unable to sell nine additional Marriott branded hotels under its current agreement with MAR, and will be relocated to Sunista on December 15, 2020. Mar wallet balance, or 89 hotels, will be transferred to Sonesta on January 31, 2021. Upon transfer to Sonista, SVC expects 98 Marriott hotels not to be sold under the
Royal Sonista, Sonista, Sonista Select and Sonista ES Suites brands. There are currently 80 Sonista-branded hotels worldwide. SVC owns approximately 34% of Sonista and will share the benefit of these new management agreements and in hotel performance to the extent that it escalates in post-pandemic recovery.
John Murray, President and CEO of SVC, made the following statement: SVC and MAR had a long relationship that began in 1994, but due to the current non-payment of MARs and our understanding that MAR does not intend to pay any shortfalls in SVC in the future, we have completed our agreements with MAR and
we plan to rename these hotels with Sonesta. We believe that changing the brand of these hotels with Sonista will benefit SVC as owner of Sonista, creating more flexibility in managing these hotels through these challenging market conditions and will have a positive impact on the future performance of this portfolio.
Service, quality and safety are the primary focus of hotel guests at this time, and most of sonista's managed hotels have been recognized in the top 10% of TripAdvisor hotels worldwide, demonstrating that Sonista has established a high level of service in its hotels that we believe will be necessary as it grows. Although
SVC has the right to move these Marriott branded hotels in the early 60 days of non-payment of MAR, SVC chose to terminate the agreement as of January 31, 2021, or approximately 120 days later, to ensure there is enough time to transfer the hotel management regulator to Sunista. MAR objected to the timing of
SVC's termination rights under its mar agreements and argued that SVC could not terminate MAR agreements until the end of 2020. Svc Only recognition at the level of the hotel cash flow, if any, of its hotels marriott currently described in the operating results through the termination date. Marriott branded hotels
generated $122 million, or $0.02 per diluted common share, from hotel-wide cash flows for the eight months ended August 31, 2020. Service Properties Trust is a real estate investment trust that owns a diverse portfolio of hotels, net rental service and retail properties based on necessity throughout the United States,
Puerto Rico and Canada with 149 distinct brands in 23 industries. SVC properties are operated primarily under long-term management or lease agreements. SVC is managed by the operating subsidiary of RMR Group (NASDAQ: RMR), an alternative asset management company headquartered in Newton,
Massachusetts. Logos, products and names of the companies mentioned are the property of their respective owners. Page 5 the Baird/STR stock index fell 7.1% in September to 3,329. From the year to date during the first nine months of 2020, the stock index has fallen by 36.8%. Michael Belisario, senior hotel research
analyst and director of Baird, said hotel shares fell in September, reflecting the broader market' decline. After significant absolute and relative gains in August, the declines in September were modest in comparison. Investors have become more focused on potentially slower economic growth prospects, the expected rise
in the case of the coronavirus as a colder weather approach, and uncertainty associated with additional stimulus and upcoming elections, all of which have negatively affected the performance of hotel stocks during the month. Much of the industry has reached the expected point as demand for summer entertainment has
dried up and occupancy growth has been halted due to the lack of large business trips and events. Pockets in the world, such as China, are approaching normal activity and performance levels, but we don't expect this trend to extend in the short term to regions like the United States and Europe. September performance
of The Baird/STR Hotel Share Index behind the S&amp;P 500 (-3.9%) MSCI US REIT (-3.7%). The hotel brand sub-index fell 8.1% from August to 5969, while the REIT sub-index fell 3.3% to 739. The Baird/STR hotel stock index was scheduled to equal 1,000 on 1 January 2000. The government's support for the
government's work in the country is a matter of concern. The index fell on 6 March 2009 when it fell to 573. The hotel's sub-index was scheduled to equal 1,000 on 1 January 2000. The government's support for the government's work in the field of human development is a matter of concern. The sub-index declined on 6
March 2009 when it fell to 722. The REIT hotel sub-index was scheduled to equal 1,000 on 1 January 2000. The government's support for the government's work in the field of health and social development is a matter of national security. The sub-index declined on 5 March 2009 when it fell to 298. Logos, products and
company Mentioned are the property of their owners. Page 6 After a 10-year hiatus, the Crowne Plaza brand has returned to Sydney's CBD, and Crowne Plaza Sydney Darling Harbour is now officially open. The ribbon-cutting ceremony, opened by The Honourable Gladys Berejiklian, Prime Minister of New South Wales,
opened some of the industry's big names, including: Australian Tourism Ceo Philippa Harrison; Chairman of Tourism Australia Tourism Board; And Tourism Board Chairman Philip Harrison of Australia; Tourism Australia; Philippa Harrison, Chairman of Tourism Australia; Chairman of Tourism Australia; Chairman of the
Australian Tourism Association; Chairman of the Board of Directors of the Australian Accommodation Association, Dean Long; TTF Ceo Margie Osmond; and DNSW Managing Director Stephen Mahoney. Leanne Harwood, Managing Director of IHG Australasia &amp; Japan, said the opening was a strong show of unity
and an indication that everyone is ready to move the industry back. This is a very exciting time for the industry, as well as for IHG and Crowne Plaza. Globally, we are transforming the brand entirely as we build hotels of the future with a flexible design and innovation that contemporary travellers yearn for. Here in
Australia, 2020 is truly the year of Crowne Plaza, with the renovation of our existing properties, and the opening of new hotels in Hobart, Adelaide and Sydney Darling Harbour. From sustainability initiatives to new technology in rooms and restaurants, Crowne Plaza Sydney Darling Harbour is a great addition to the
brand's growth in Australia. Standing elegant 13 storeys tall, Crowne Plaza Sydney Darling Harbour offers guests a truly inviting sanctuary away from home, where a sense of security, inspired and connected has never been more attractive. Located on the corner of Bathurst and Sussex Street, it features 152 guest
rooms showcasing the best contemporary design, and there is a luxury space that not only flows throughout the suites but across all levels of the new hotel which in the current climate is a welcome feature and one that distinguishes it. With floor-to-ceiling windows feature in all rooms, each guest room is divided into four
distinct areas - office space for work, a relaxing sofa area, king-sized beds for good night sleep and spacious well-lit bathrooms filled with Antipodes amenities. From USB ports and wireless charging stations throughout the hotel, to in-room Bluetooth speakers, high-speed Wi-Fi devices and unlimited Chromecast TVs,
generously sized guest rooms are packed with technology-driven features designed to blend 9 to 5 days and 5 to 9 days. Accompanied by iHG's sleep feature program, which includes lavish bedding, pillow menus, aromatherapy spray, sustainable source amenities and a sleep ritual guide, guest rooms are available for
restoration, inspiration and rejuvenation. Other hotel facilities that encourage guests to relax, relax and spread include a hot rooftop pool with city views, a 24-hour fitness centre with state-of-the-art equipment and three food and beverage venues. It takes three. Just a walk to Darling Harbour, five minutes to Pitt Street
Mall and under 10 10 To the International Convention Centre and Barangaroo, Crowne Plaza Sydney Darling Harbour is undoubtedly one of the most connected hotels in the city, a hotel that consciously aims to connect with its guests at all levels. Logos, products and names of the companies mentioned are the property
of their respective owners. Tourism is a major driver of the global economy, accounting for 7% of international trade. Globally, tourism generates one in ten jobs directly or indirectly. The Confeed-19 crisis has devastated the tourism economy, with unprecedented effects on jobs and businesses. Tourism was one of the
first sectors severely affected by the world's containment measures, and with ongoing travel restrictions and the looming global recession, it also risks being among the last to recover. Strong and coordinated action is needed to save millions of livelihoods. With international tourism declining by 60 to 80 percent in 2020
and exports falling by between $910 billion and $1.2 trillion, more than 100 million direct tourism jobs are at risk today. In addition to this direct impact, the tourism economy is also linked to many other sectors, including construction, agro-food, distribution services and transport, all of which exacerbate the shock. COVID-
19 revealed the macroeconomic importance of tourism in most OECD and G20 economies. Many companies across the sector are struggling to survive, with a disproportionate impact on women, youth, rural communities, indigenous peoples and informal workers - groups likely to work on small or small tourism projects.
This crisis is also creating greater hardship for low-income and developing economies, and their communities, which are disproportionately dependent on tourism and therefore face the serious risk of high poverty rates. The current crisis has also exposed gaps in government and industrial preparedness and
responsiveness. There is an urgent need for national and international action, as well as increased coordination, across sectors and borders to restore passenger and business confidence, stimulate demand and accelerate the restoration of tourism. Turning the crisis into an opportunity: working for a more sustainable,
inclusive and flexible tourism sector, this crisis is an opportunity to rethink tourism development. The recovery must include the transformation of the sector, the reinvention of tourism and business destinations, the rebuilding of the tourism ecosystem, innovation and investment in sustainable tourism. At its heart, tourism
is about experiences, including local food tastes, local landscape exploration, and historically important attractions. But it's mostly about people - local guides, accommodation operators, or other service providers who make your trip special or help you do business and access international markets. As such, our collective
response must put people first and live up to the pledge No one's behind. This crisis should be an opportunity to ensure a more equitable distribution of the benefits of tourism and to advance the transition towards a more carbon-neutral and flexible tourism economy. On the eve of the Meeting of G20 Tourism Ministers
on October 7th under the Saudi presidency, as leaders of the Organization for Economic Cooperation and Development (OECD) and the World Tourism Organization (WTO), we call for strong and urgent action across three fronts to preserve millions of livelihoods. The united states of Great Lyons, the United States of
The United States, the United States of The United States, the Cooperation and consistency between bilateral, regional and international travel systems are a starting point for safe resumption of tourism, accelerating economic recovery and providing hope for millions of people. This includes enhancing the safety and
security of travellers and workers and facilitating safe cross-border travel, as well as building more flexible destinations. It is important to strengthen global cooperation and aid to mitigate the effects of the COFI-19 conference on travel and tourism and to help accelerate both economic and social recovery. The re-
operation of the tourism ecosystem will require a coordinated and integrated approach. Because of its overall nature, tourism has become a key pillar of the sustainable development agenda, and why tourism is also part of the United Nations social and economic response to COVID-19. Secondly, Governments need to
deal with tourism recovery in a more integrated manner, involving all levels of government, the private sector and civil society in a practical and feasible plan to revive the tourism sector. Tourism services are interlinked. The fragmented and diverse nature of this sector means that it is located in various policy areas such
as health, transport, the environment, foreign affairs and economic policies. All countries should also strengthen their coordination mechanisms to help firms, workers and destinations, particularly those that are most vulnerable, such as SMEs, with sustainability being a guiding principle for recovery. In order to achieve a
sustainable and resilient tourism economy, the private sector must also be closely involved in policy-making. This will help to address long-standing challenges such as efficient use and management of resources, and to avoid existing problems, including overcrowding and pressure on local infrastructure, the environment
and communities. Recovery policies should aim to accelerate the digital transformation and transition towards a low-carbon economy in the future. Thirdly, we need to reshape tourism towards responsibility and inclusiveness. The tourism sector can have an important environmental and social impact, both through
greenhouse gas emissions, by affecting fragile natural and cultural environments or on host communities. Research indicates that tourism-related emissions account for 8 per cent of global greenhouse gas emissions. The epidemic has revealed an opportunity for more diversity, slower, smaller and more authentic. We
must reflect on the future of tourism and the delicate links between tourism and the environment. We need more investment in technology, green infrastructure and value-added jobs. This will lead to a more sustainable, inclusive and flexible tourism sector. 1. The Secretary-General of the United Nations World Tourism
Organization, Ángel Gurria, Secretary-General of the Organization for Economic Cooperation and Development (OECD), the names of the products and the names of the companies mentioned are the property of their respective owners. Page 8 Chroma Hospitality Company chose Xperium; To provide solutions such as
guest experiences and automate the entire guest-facing process esthesy from booking to check-out. As part of the elevated sanitation protocols called Clean Culture where they provide a smooth and safe welcome to all guests staying at any Crimson Hotels, Resorts or Quest Hotels in the Philippines, they will integrate
Xperium into providing an offline check-in and check-out experience for guests offline. Chroma Hospitality will also provide guests with a mobile doorman who will be able to view digital menus, place food orders in the room, and make special requests and complaints without face-to-face interaction with staff. The xperium
will also be used to generate additional revenue through the sale of additional services. Chroma Hospitality will also be able to re-market its former guests by leveraging their guest's historical data, transaction and demographic data, booking using Xperium CRM and marketing automation. Xperium aims to help hotels
reopen safely, said Brangal Prachar, founder of Xperium. It gives all the necessary tools to comply with safety standards recommended by various industry associations around the world, meet legal compliance, and also start-up revenues that are extremely important in current market conditions. We are proud to have
been selected by Chroma Hospitality, which is known to constantly innovate and raise its high standards of guest experience and technology choice, making them the selected local hotel chain in the Philippines. Mr. James Montenegro, Country Director of Chroma Hospitality Co-Hosted is a pro-technology organization.
We believe in providing the best to our customers with innovative hospitality solutions. Unprecedented times require extraordinary efforts, and we are delighted to take Xperium on board to help us achieve our goals and provide the best experience for guests. Speaking on the occasion, Mr. Sunish Sadasevan, Vice
President of E-Commerce and Revenue Management from Chroma, said: We are delighted to implement Xperium in Crimson Hotels and Resorts. Quest Hotels will also help us continue our business without having to worry about the safety of our guest and our staff. Additionally, Xperium will work with our current at-
home technology which significantly reduces the costs and overheads of implementation. Xparium recently announced its merger with Singapore-based Hotelogix PTE. Xperium Chroma Hospitality solution will help with pandemic compliance /COVID-19 and meet guest safety expectations by check-in and check-out
without complete contact. They will also enable them to confidently reopen hotels during and after COVID-19, meet the specific safety of guests and health compliance. About Xperium Xperium provides a guest data platform that helps hotels ensure guest safety, improve experience, increase operational efficiency and
increase additional revenue. Xperium is a platform that has many tools such as external login communication, hotel credits, in-room dining room, guest CRM, marketing automation, mobile concierge, sales and reputation management. The platform is used by more than 2,000 hotels worldwide ranging from small
independent hotels to part hotels of big brands such as Radisson, Moxie from Marriott, Hyatt, Best Western, Azalea, Massa Makati and Mast etc. Xperium is integrated with most 50+ PMSs technologies and hospitality used by large and small hotels around the world. Xperium is at the forefront of technological innovation
for the hospitality industry and has a wide range of guest-facing tools powered by deep technology such as big data analytics and machine learning. To learn more, visit www.xperium.ai about Chroma Hospitality Philippines Hospitality, Inc. is a young, forward-looking thinking company boldly crafted, innovative hospitality
brands. Owned by Filinvest Hospitality, Chroma Hospitality Company is behind Crimson Hotel Felinfest City, Manila, Crimson Resort, Maktan Spa, Crimson Resort & Spa, Boracay, Quest Hotel, Convention Center, Cebu, Quest Plus, Convention Center, Clark &amp; Quest Hotel, Tagaitai. For more information, please
visit . Media Contact: Nirmal Singh Rathore+91 9560795754nirmal@repup.coxperium.aiPage 9 now accepts the International Hospitality Sales and Marketing Association (HSMAI) entries for the Adrian Awards 2020. The 64th Annual Adrian Awards focus on best practices, innovation and the community that emerges in
hospitality campaigns and responses to the coronary virus crisis. This year, HSMAI redesigned the Adrian Awards to reflect the current travel scene, simplified entry, cost reduction, and a subsequent deadline for awards to allow for the recognition of the most important work. Robert A. Gilbert, CHME, CHBA, President
and CEO of HSMAI, said: The Adrian Awards take on a new and vital meaning in 2020. Hospitality and tourism professionals continue to face evolving challenges due to the ongoing epidemic, which requires a new level of innovation and creativity to survive. HSMAI is proud to recognize Extraordinary efforts of hospitality
sales, marketing, and revenue improvement leaders during these unprecedented times with adrian awards. By meeting to recognize the amazing work, we will revive the spirit and strength of our industry to drive and drive recovery. This year there are four focus categories: CSR – being a good member of society has
never been more important than it was during this pandemic. Examples of participants include hotel programmes to house local medical and emergency workers, food distribution programmes, and programmes to provide more community outreach, as well as destinations that provide resources to their communities.
Crisis Communications/Management - The challenges presented to the hospitality sector during the epidemic were unprecedented, requiring the leadership and awareness of many stakeholders. Examples of programs that can be entered into this category include guest communication plans and reserved groups for
closing, rebooking awareness, virus reduction practices and team intercom. Recovery strategies - During the spread of the epidemic and when the hospitality industry reopened, innovative messages and promotions have been created. Examples of initiatives in this area include promotions to communities and groups that
continue to travel (medical, military, etc.), brand location, including messaging and marketing on travel safety, and motivational messages from hotels, brands and destinations. Talent and Leadership Development: HSMAI Honor – The hospitality industry experienced significant human resources challenges during the
epidemic, with major layoffs, vacations, and reorganization. Participants in this category should focus on mitigating the impact on staff, on-board staff, mutual training, use, leadership courage and retention efforts. In addition, entries will also be accepted in 20 selected categories of Adrian Awards for pre-crisis marketing
efforts. Adrian Prize entries can be submitted from October 1 until December 1, 2020. Please note that all entries for adrian awards must be submitted online. HSMAI also accepts nominations for 2020 The HSMAI Top 25 exceptional minds in hospitality sales, marketing, revenue improvement and lifetime achievement
honoring marketing and public relations for 2020. For guidance and information on the award, visit HSMAI with the 25 best brain awards and lifetime awards. The adrian awards entries will be judged by a panel of advertising, digital marketing, public relations and prominent members of the hospitality and travel industry.
Professionals interested in being judges must have at least eight years of hospitality, travel, tourism marketing or specific media experience. For more information or to apply, please visit The Adrian HSMAI Arbitration Awards. The Adrian Awards Gala will be held on Tuesday, March 30, 2021, in conjunction with HSMAI's
marketing strategy. Other HSMAI Marketing Week events in Diplomat, Hollywood, Florida. During the ceremony, HSMAI will also honor HSMAI Hospitality Heroes: Honoring Adrian Awards, Heroes Who Have Been Recognized for Taking Leadership Position, Advocating a Cause, or Creating a Program That Directly
Benefited Industry Workers, Medical Personnel, First Responders or Communities Affected by the Coronary Virus Pandemic. Support the achievements and success of hospitality and tourism professionals. Consider becoming a partner for the Adrian Awards 2020. Contact Elise Reinhardt in erhinehart@hsmai.org logos,
products and company names are the property of their respective owners. Page 10 follows a statement from Chip Rogers, President and CEO of the American Hotel and Lodging Association, on the stalled negotiations surrounding additional COVID relief legislation. This is unacceptable and unthinkable with millions of
Americans working and thousands of small businesses barely hanging. It's time for our leaders in Washington to set aside policy and chart a bipartisan path forward to help companies and employees in the most affected industries. Millions of jobs and livelihoods for people who have built their small businesses for
decades get wet because it is our leaders in Washington who prioritize politics over people. America's hotel industry is on the verge of collapse. We can't afford to let thousands of small businesses die and all the associated jobs are lost for many years. AHLA recently led the formation of COVID Relief Now, a new
coalition of more than 230 public and private groups, begging Congress not to leave the city for the 2020 elections without passing additional economic relief from the Union. The group released a new ad entitled No Vacation Without Relief this week. The founding members include: Airlines of America, The American
Hotel and Lodging Association, The International Franchise Association, National Association of Districts, National Conference of Legislative States, National Governors Association, National Association of Cities, National Retail Federation, United States Conference of Mayors and American Travel Association. Page 11
with studies estimating that 91% of users rely on an online review before booking, probably don't need to be sold in their importance. For the above reason, online reviews are vital to the marketing strategy of any holiday rental. Let's separate a little bit more. Online reviews create something called social proof, which is
important in influencing someone based on the reactions of people they trust or are known (credible reading). So when guests like renting your holiday and writing a good review, it affects their friends and other readers who assume they can expect the same experience. These reviews come in particular lying when you
want to hold your prices – guests are likely to be well paying a little more for a holiday rental that Reviews are good because they trust that the experience will be good. According to a survey conducted by TripAdvisor, 83% of respondents found that the correct reviews helped them choose the right accommodation,
establishing a direct corelation between reviews and reservations. Reviews help improve service and business. It's a way for you to evaluate your performance, fill in gaps when needed and talk about areas your guests love about your rental. Now that we've created the need for them, how do you get more reviews? 1.
Ask for comments, ask for a review when the experience is new to the guest's mind. For example, if the guest has already enjoyed a meal at your place of residence or spa treatment, ask him to leave a review at that time. Another good time to ask is to get out. Requesta review when the memory is new in the guest's
mind leads to real and honest reactions coming. 2. Make it easy to leave reviews using technology to your advantage when searching for reviews. Modern travelers want everything at their fingertips – enable this when you search for reviews too. You could provide them with a digital guide to leaving reviews. Use QR
codes that take guests to a review site to leave comments. If you missed the opportunity to request comments at the time of departure or during their stay, send the link to a review site in an email shortly after. 3. Review your guests on the same day as they checked along with guests, you as a host have the option of
leaving reviews about your guests. You can do this shortly after checking them. Your guests will be informed and their curiosity can be politicized and possibly motivated to leave their own review. 4. Be responsive to good or bad reviews, all feedback must be recognized. Thank those who say nice words about you. Listen
to those who have less than optimal experience and seek improvement. Always respond to every review you get. Tools like Sta Reviewander are a great way to manage online feedback. 5. Promoting reviews you get from your property is usually listed across multiple online platforms where guests can leave a review. To
effectively tap, and thus encourage more reviews, you should promote the reviews you get to other channels. Include reviews as part of your lists and drag them into testimonials for your website. Don't overdo the limits to get reviews that can do more harm than good. Never pay for positive reviews - it's strict not not and
also against the terms of service for some OTAs. Equally, it doesn't bother your guests via WhatsApp or phone calls - even a lot of emails - asking for a review. This can even prompt them to write a negative review! What should you take? Guest reviews have many advantages in helping to enhance your business. It's
important to keep it on your radar at all times. It is certainly advisable to search for reviews proactively, but do so without bothering your guests for these. This article was originally published by STAAH. More hotel tips, trends, and news please click here. Logos, products and names of the companies mentioned are the
property of their respective owners. Page 12 AAHOA President and CEO Cecil B. Staton issued the following statement in response to the collapse of stimulus negotiations: The collapse of negotiations on the next round of economic stimulus represents the absolute dysfunction of our government. Millions of Americans
are still out of work. Tens of thousands of small businesses need a lifeline to overcome the epidemic and now need real relief. Americans deserve a government that doesn't thwart vital economic stimulus to score cheap political points. The future of countless small businesses and the millions of jobs they create is at
stake. U.S. hoteliers call on our elected leaders to negotiate in good faith and broker an agreement as soon as possible to help small businesses keep the spotlight on. AAHOA is the largest hotel owners association in the world. He has more than 19,500 members of the American Federation and two hotels in the United
States. Logos, products and names of the companies mentioned are the property of their respective owners. The American Hotels and Accommodation Foundation (Ahla Allah Foundation) today unveiled a new scholarship program to partner with 10-year hospitality programs across the country. This new endeavor will
save $100,000 for students enrolled for the 2021/2022 academic year. In addition, AHLAF is offering another $1 million scholarship to 310 undergraduate and postgraduate hospitality students during the 2020/2021 academic year. Since its inception, AHLA has distributed nearly $14 million in scholarship funds to
promising hospitality management students across the country. The newly established two-year hospitality scholarship programme will provide useful support to eligible participating hospitality certificate holders, particularly those who may not be able to access education. These grants will cover a large part of student
tuition and school costs for one year. The announcement follows a study commissioned by Emsi, a labour market analysis firm of the Strada Education Network, which analyzed career paths within the hotel industry and found that graduates with fellow certificates are more likely to stay in the hospitality industry. To
experience the program, AHLA has partnered with the following 10 colleges: Asheville-Buncombe Technical Community College, Cullen College, San Francisco City College, Frederick Community College, Greenville College of Technology, Kirkwood Community College, Pima Community College, University of Arkansas-
Pulaski Technical College, University of the District of Columbia, and Valencia College. Rosanna Maita, President of Ahluullah Foundation, said: During this difficult time in the industry, it is important that AHLAF supports as many people as possible and funds their careers in this great industry. We know Carriers are
more likely to stay in the hospitality industry, and many are already enrolled in 2-year colleges. For this reason, the launch of this programme now is the right thing to do. Each year, AHLA runs nine scholarship programs, which offer scholarships worth up to $7,500, to students enrolled in hospitality-related bachelor or
postgraduate programs at colleges and universities across the country. The Foundation has received and evaluated more than 1,000 applications based on academics, financial need, relevant work experience, extracurricular activities, personal qualities, and a passion for pursuing a career in the hotel and residential
industry. This year's 310 scholarship recipients represented 38 states, Washington, D.C. C, U.S. Virgin Islands. About 45 per cent of the beneficiaries are students of colour and 75 per cent of the recipients are female. We congratulate all our beneficiaries and are excited to help them in their quest for a career in the
hospitality industry. Every student receiving a 2020/2021 scholarship is on a unique journey, and AHLAF is proud to play a small role in their stories. Highlights a few of their stories below: Neil Patel, age 21 (Lexington, SC): Neil became the first hospitality interest to be 14 years old when he emigrated to the United
States. His family lived in a hotel while his mother and father worked as housekeepers and receptionists. He began to help his mother more at the hotel as soon as his father died of a heart attack. As a first-generation college student, he now looks forward to taking everything he learned to invest in his education at the
University of South Carolina. Quaneva Williams, 18 years old (Philadelphia, PA): Her love for the hospitality industry, especially food, is attributed to her mother. Growing up in the inner city of Philadelphia, she experienced what it was to be food insecurity. However, her mother always found a way to make food a joyful
part of their day and culture. She looks forward to bringing that joy to others one day. Jerome Marcano González, age 21 (Duluth, Ga.): Growing up with a single mother, Jerome says his mother taught him how to make helping others a daily practice. That's why he loves the hospitality industry because he can provide
others with life-changing experiences. He says receiving this grant will help him serve his community and benefit hundreds of other lives. Roxana Castillo, 26, (Washington, D.C): Roxana spent countless hours applying for scholarships to help her fulfill her dream of earning a bachelor's degree in hospitality and tourism
management from the University of the District of Columbia. As an immigrant and a full-time worker in the hospitality industry, she looks forward to making a difference in the lives of others and knows that this scholarship will bring her one step closer to her dream. AHLA scholarships are funded because of generosity
from individual donors and companies. Ahlaf's annual grant program, the foundation's largest scholarship program, includes funds provided by the AHLAF Public Campaign, AHLAF Hospitality 2000, The Summit of Housing Investment in the Americas (ALIS), The New Century Fund, the National Restaurant Association,
Melinda Bush Mentors, John Clifford Memorial, Cecil B. Day Memorial, Handley Hotels, Conrad N. Hilton Memorial, Creighton Holden Memorial, Hospitality Asset Managers Association, Steve Extended Residence Grant, Richard Kessler, J. Willard Marriott Memorial, Joseph McInerney Scholarship, Curtis C. Additional
scholarship programs include: The Hyatt Hotels Fund for Minority Housing Management Students; the Hyatt Hotels Fund for Students Who Don't Allow Scholarships; the Hyatt Hotels Fund for Students Who Don't Grant the Rama Scholarship for the American Dream Program; the American Scholarship Express; the
Ecolab Scholarship Program; the Carl Meehelman Scholarship; Graduate Scholarship Program; Arthur J. Packard Memorial Scholarship Program; Stephen B. Holmes Scholarship; New Student Scholarship, PepsiCo Foundation and ALIS Scholarship; and Open Doors Opportunity Grant, Minas Abeji Scholarship. The
Ahlullah Foundation will begin accepting scholarship applications for the 2021/2022 season in the fall of 2020. For more information on scholarships and other programs, please visit www.ahlafoundation.org. Logos, products and names of the companies mentioned are the property of their respective owners. Page 14
HSMAI and HSMAI Europe hosted a virtual executive round table for hr chiefs at hotels across Europe on September 16 to discuss the current and potential future challenges they face in the new world of COVID-19. J. Bruce Tracy, Ph.D., Cornell Quarterly Hospitality Editor, Professor of Management at Cornell
University's School of Hotel Management, and Board member of the HSMAI Foundation, facilitated the discussion. HSMAI Americas hosted a similar round table on June 14, while HSMAI asia-pacific one on August 19. Participants shared their unique experiences during the epidemic. Here are the main meals of their
discussions: many round-table participants said they felt more pressure during the epidemic because of their high responsibilities. I've never worked that much in my life, said one participant. I've been working 24/7, trying to be there for everyone. I almost collapsed because I never slept anymore. Another participant said
that their company was still suffering financially. We were not far from bankruptcy, the participant said. We needed to pull the brakes as hard as we could and finish as much as possible. Our decision was to quit now, and then it's easier to hire people again once we see that business goes up again. Also, for the staff it
was better to do a huge termination, rather than dispensing with a few people in each or a month, to make her feel less alone. Participants said they were also concerned about the mental health of staff and keeping them at work. One participant said: Our biggest concern now is to preserve the few talents we have left,
because we depend so much on their survival. POSITIVES despite all the issues facing the hospitality industry, participants agreed that there are some good things to get out of the epidemic as well. I am very optimistic that everyone in the whole world will learn at least something, said one participant. We hope that
everyone will have a little hunger to learn more and take self-responsibility for the small environment in which you are, from your family, to your organizations, to the world. Almost all participants stated that Agility was one of the best things to come out of the crisis. One participant said the decision-making process went
from being so rigid to so fast and efficient that it was a complete relief for everyone in the company. Some decisions were made in a few hours, whereas they could have been made months earlier. Another participant said: We were already very flexible as a company and very flexible and also small, but there were
always a lot of things that delayed operations a little bit. But what happened was that our teams, although they were not in one room and held 5 million meetings, began to cooperate in an amazing way. Within two weeks, they produced things that would have taken in a normal time a lot, a lot, much longer. Several other
participants agreed that the new environment had helped bring the teams closer together. One participant said: I think it is ironic and axioms, although we are all working remotely, but we have become more cooperative. We were more attentive to people trying to detect any problems. Other participants said that the
freedom to redesign organizations was a great positive thing that had emerged. One participant said: There are no more hierarchies. There are no structures, no silos. We have the opportunity to build everything back in a different way. From a human resources perspective, this is very exciting, and I look forward to it.
Participants at the future round table also shared lessons learned from the epidemic as well as future predictions. I'm quite positive, because I think we've learned a lot, we've learned new skills, each of us, as an organization or as a sensitis, said one participant. Another participant said we just need to rethink. We found
that we need to be very creative, very smart, do things differently, and start to be flexible and apply the things that other companies do. Another participant said that the epidemic had accelerated the acceptance of internal offices, and that they believed it would help people restructure their jobs in other ways as well. I
think. The participant said: Will a lot of people say: Why should I work five days a week? Why should I only do one job? I may work three days in this organization and have another job with another organization, because I do not want to risk becoming redundant. These are the things I see coming, and I think this is a
great opportunity for our industry. Many participants said they were more concerned about continuing to engage and support staff if the epidemic continued for a longer period. One participant said: How do we keep 'why' for people? How do we keep making sure they know why they still work here? We don't have the
brutality of what we went through in March and the situation has become more normal, but even if it isn't, how can we keep engaging and making sure we're not too engaged? Another participant expressed concern that the levels of flexibility and flexibility that had risen over the past few months had begun to fade, but
still hoped that the culture would develop to be innovative and flexible. I can see this agility disappearing, the participant said. The environment led us to be flexible because we had no choice, but now this is changing. However, the company digests this and there is a willingness to change and adapt, because it was
something that everyone appreciates. People bring together processes and frameworks to take advantage of the agility we have gained. HSMAI: HSMAI's mission is to raise the overall performance and performance of sales and marketing professionals and revenue improvement professionals in the global hospitality
industry by leading initiatives that will attract new talent, develop emerging talent, and engage existing talent. Learn more here. HSMAI Europe: The International Association for Hospitality Sales and Marketing (HSMAI) in Europe is committed to the growing business of the hotel, event, travel and partners industry, and is
the leading advocate for smart and sustainable revenue growth at the local, national and European levels. The Association provides practical tools, insights, and advanced expertise to enable knowledge sharing and promote professional development as well as fuel sales, marketing inspiration, digital transformation of
companies, and revenue improvement. Learn more here. Logos, products and names of the companies mentioned are the property of their respective owners. Mandarin Oriental Hotels Group has announced the appointment of Mr. Greg Liddell as Managing Director of Mandarin Oriental Ritz, Madrid and Vice President
of the Region, Operations, and Operations Supervision at Mandarin Oriental, Barcelona and Mandarán Oriental, Kanwan. Mr. Liddell previously served as General Manager of Mandarin Oriental, Bangkok and Vice President of the Region, Operations responsible for Mandarin Oriental, Kanwan and Manderan Oriental,
Taipei from June 2017. It will lead the reopening The Eastern Ritz, Madrid through the most comprehensive restoration in its 110-year history. I am happy to be part of the reopening of this historic landmark. The hotel has always been a symbol of the city and the detailed restoration is designed to ensure that this
legendary property continues to be recognized as one of the greatest hotels in Europe. With more than 20 years of experience in the luxury hospitality industry, Mr. Liddell is no stranger to the company, having started his career with Mandarin Oriental Hotels Group in 2009 as general manager of dara Oriental at the time
of Dhefi, Chiang Mai. Other key roles during his 10 years with Mandarin Oriental Hotel Group include The General Manager of Landmark Mandarin Oriental, Hong Kong and Mandian Oriental, Barcelona. Mr. Liddell, an Australian citizen who is fluent in Spanish, studied and worked in Sydney before starting his hospitality
career in Asia. Prior to joining Mandarin Oriental Hotels Group, he held a number of senior management positions including General Manager, Aman Resorts and General Manager of Karma Resorts Group, where he was responsible for resorts in Bali, Indonesia and Koh Samui, Thailand. Logos, products and names of
the companies mentioned are the property of their respective owners. Page 16 in our latest consumer sentiment study, we have reached a huge turning point in North American travel. More than half of travelers say they have made the trip since the start of the COVID-19 epidemic. To listen to the latest fuel podcast, visit
here. About fuel in fuel, we think a little differently. We believe we are working to make the world a little better by connecting people with the right products and services. Travel marketing... Simplified. This is our motto and our commitment. Headquartered in the heart of myrtle Beach's travel and tourism industry, S.C,
Fuel provides all digital services at home through a team of experts who understand the potential of well-executed and effective online marketing. To learn more about fuel and to take marketing to travel to the next level, call (843) 839-1456, visit our website or check us on Facebook, Twitter, Instagram and Google+.
Logos, products and names of the companies mentioned are the property of their respective owners. IHG Hotels &amp; Resorts has signed a management agreement with Redhat Al Jabal LLC for its first boutique brand, Indigo Hotel, oman. Indigo Green Mountain Hotel, a new built hotel with 176 rooms, will open its
doors to guests in early 2022. Featuring authentic local experiences alongside modern design, Indigo Mountain Green Hotel is located in Nizwa, in the interior province, and will be close to the country's most picturesque mountains, including Mount Green. Located 2,000 metres above sea level, the hotel will offer



uninterrupted mountain views of 360 degrees in a tranquil setting. With access to a wide range of recreational and cultural activities such as Cycling, hiking, exploring caves and visits to The Fort and Nizwa Market, the site is an excellent destination for leisure tourism, including wellness retreats and sightseeing.
Commenting on the signing, Pascal Goffin, Managing Director, India, Middle East and Africa, said: We are pleased to announce the signing of oman's first Indigo Hotel in partnership with a respected company such as Redhat Al Jabal LLC, a unique brand that allows each accommodation to take advantage of the local
surroundings and provide an immersive and authentic experience for guests. Along with the excellent location, I am sure that the Indigo Green Mountain Hotel will be a destination of its own and will be a popular choice among international, regional and local visitors alike. This month, we also open doors to Indigo Dubai
Downtown - the first Indigo Hotel in the GCC. The brand is very suitable for the region - it caters to the needs of new guests visiting the Middle East and is looking for a more individual experience and wants to feel immersed in the destination they are visiting. The hospitality industry faced the biggest challenge in its
history after the Coside-19 outbreak in the world. As a confirmation of industry confidence, this signing is an encouraging sign and reaffirms the strong medium- and long-term outlook for the sector. Oman has always been renowned for its hospitality, and we remain committed to its meaningful development here and
bringing more hotels and brands to the country's key locations to provide world-class hospitality to guests coming to the region. Mr. Ammar Slimani, CEO of Redhat Al Jabal LLC, added: We are delighted to bring the first global boutique hotel brand, Indigo Hotel, to a privileged location in Oman. In addition to the brand's
uniqueness, freshness and market appeal, our confidence in this project comes from IHG's extensive experience, industry experience and reputation as one of the world's leading and most trusted hotel companies. We are excited to open our doors in early 2022 and look forward to offering a range of authentic, unique
and safe experiences to our guests visiting from all over the world. Indigo Green Mountain Hotel is 80 km from the city, a 2-hour drive from Muscat International Airport and a 6-hour drive from Dubai. Offering a wide range of dining options, including local flavours and specialties, the hotel will feature three F&amp;B
outlets. Founded in 2004, Indigo hotel now has a presence in more than 20 countries with more than 120 hotels and more than 100 hotels under development. Just as there are no two neighborhoods alike, there are no two Indigo real estate hotels are the same, and the inspiration of the area around each hotel to touch
all aspects of the guest experience, from Boutique design to locally inspired restaurants and cafés. IHG currently operates 96 hotels across 7 brands in the Middle East, including: InterContinental, Crowne Plaza, Holiday Inn, Holiday Inn Express, Staybridge Suites, voco and Six Senses with 41 more hotels in the
development line scheduled to open within the next three to five years. ** The numbers as of June 30, 2020 logos, products and names of the companies mentioned are the property of their respective owners. Page 18 Four Seasons Maui Resort in Wielia welcomes guests back with Aloha on November 20, 2020, and the
luxury beach resort is more willing than ever to offer a five-star signature service. The new Solution-based Safe on Maui program ensures a comfortable and healthy environment for guests as they travel and stay. There is no doubt that, at the moment, the greatest concern of our guests and staff is safety. So we focused
our efforts on reimagining safer travel that will help protect our guests and, ultimately, our staff as well. Our guests will enjoy the resort with the assurance that The Four Seasons Maui has gone further. Here are five of maui's on-site medical care - from injury to illness to wellness, guests seeking medical care will have
immediate access to a 24-hour team of medical professionals led by Dr. Reza Danesh, founder of MODO Mobile Doctor. The board-certified emergency physician who trained at UCLA and was the attending physician at Cedars Sinai Medical Center, Danesh and his team are equipped to administer COVID-19 rapid
antigen tests that include results in 15 minutes, PCR tests upon departure, and all essential medical services for urgent care. PS at Los Angeles International Airport (LAX) – the resort, along with other Four Seasons resorts in Hawaii, collaborates with PS, the private airport experience for commercial flights in LAX. PS is
located separately at the private terminal and offers private suites with amenities, a dedicated Transport and Customs Clearance Agency, luxury car service to the aircraft, and the rear door access to the aircraft to avoid lax public station altogether. Four Seasons Maui Resort includes this one-way service for guests of
the resort's top 21 full suites. Virtual classroom - Supervised by friendly counselors, the resort's free virtual classroom allows children to focus on school work while parents enjoy the resort's amenities. Creative breaks feature different characters from the resort such as Leo Maker, Hula Dancer or Pastry Chef so virtual
classrooms is as fun as they are educational. Prior to travel COVID-19 test resources - The state of Hawaii has placed additional safeguards for travelers, including a requirement to prove the result of a negative COVID-19 test taken within 72 hours of leaving the final terminal of the passenger to Hawaii to avoid
quarantine. The resort also requires guests Current evidence of negative result on arrival, so as to ensure access to pre-travel tests identified laboratories with convenient testing options, nationwide. Travelers can find the latest guidelines for the state of Hawaii, which continue to evolve, here. Air purifier in the room -
Guests will sleep easily as the resort has equipped each room and suite with individual air purifiers. The best-in-class air purifier cleans the entire room every 30 minutes, and the HEPA filter addresses the main concerns. Logos, products and names of the companies mentioned are the property of their respective
owners. Page 19 Marriott International today announced the opening of the Marriott Hotel Buenos Aires. The property formerly served as the Panamericano Buenos Aires Hotel and underwent extensive conversion to meet Marriott's high quality standards. Located in the heart of the city, with easy access to must-see
attractions such as Teatro Colon, The Mesla and the Palace of Justice, the hotel is well placed to be a favourite among businesspeople and tourists visiting this South American destination. We are delighted to be working with The Gottel Hotel Management and rebranding Marriott Hotels to Argentina after many years,
said Laurent de Kosimaker, Chief Development Officer, Marriott International Caribbean and Latin America. This opening marks the beginning of a new phase for The Meyot Internation in this desirable destination where the European style is closely linked to Latin American culture. The Buenos Aires Marriott hotel will be
managed by gotel Hotel Management, a subsidiary of Grupo Hoteles Panamericano, which was created for strategic cooperation in expanding and operating marriott's other brands in the South Cone, as well as third-party hotels. Offering unique 360-degree panoramic views of some of the city's most iconic
neighbourhoods, such as Recoleta, Puerto Madero and San Telmo, the property features an eclectic Portino design, including two towers inspired by classic French-influenced architecture that still prevail in the city today. In keeping with the spirit of marriott hotels brand to create spaces that inspire and nurture guest
creativity, each room is carefully designed to create a balance between functionality, elegance and comfort. Rooms feature creative workspaces and modern amenities such as high-speed Wi-Fi, HDTV, exclusive mobile check-in service and mobile check-out service, reducing person-to-person interaction during the
waiting period; Gastronomic offers available to our guests include the lobby bar on the first floor, La Luciernaga Restaurant, which serves Argentinian and Mediterranean cuisine with à la bar, and Selasho Bar, an Irish bar with sophisticated Which offers fast food and delicious cocktails. Among the property's other
amenities, there is the Nivel 23 Club &amp; Spa, a 24-hour gym with state-of-the-art equipment and incredible panoramic views of the city. Dedicated exclusively to Marriott Bonvoy members, MClub is renowned for its warmth and magnificent background overlooking the iconic 9 de Julio Street. Marcelo Aubach, CEO of
Grupo Hotels Panamericano, said: We are proud to work with Marriott International in developing and managing all of its brands as a strategic partner in The Southern Cone. Logos, products and names of the companies mentioned are the property of their respective owners. Under page 20 Choice Hotels International,
Inc.s (NYSE: CHH) awarded this new contract with an African-American businessman representing the largest multi-unit franchise agreement ever implemented in the program's history. Patrick Bide, President and CEO of Choice Hotels, said: Choice Hotels has a deep long-standing commitment to diversity, equity and
inclusiveness, and we strive to make every partner, franchise, and guest feel welcome, wanted and respected – and that's our brand promise. As part of this pledge, the Emerging Market Franchise Development Team is constantly working to help expand the opportunity for hotel ownership to include those who have
historically been less represented in the hospitality industry. John Lancaster, Regional Vice President for Emerging Markets, Concession Development and Owner Ship Development, said: For nearly 15 years, our emerging market management has been helping to make small business ownership a reality for
underrepresented minority entrepreneurs. We are very proud of our history as a single housing company with a team dedicated exclusively to cultivating a diverse base of franchisees, and this multi-unit agreement, the largest agreement we've ever entered, is a great example of how we're trying to achieve that.10 The
agreement with Washington, which is the administrative partner of Southern Residence, LLC, formerly president of the U.S. Department of Housing and Urban Development in Florida under Presidents Bill Clinton, George W. Bush and Barack Obama, includes the following six hotels. Sleep Inn – St. Augustine, Florida
Comfort Suites – Fort Myers, Florida Sleep Inn – Fort Myers, Florida MainStay Suites - Fort Myers, Florida Sleep Inn - Ocala, Florida Mystay Suites - Ocala, Ocala, Florida, It is historically important that the first multi-unit hotel in this multi-unit deal is owned by An African American in St. Augustine, where there have been
many high-profile acts of racial discrimination in the industry, Washington said. This is a welcome step forward, and I appreciate the sincere cooperation with Choice Hotels to help address the racial divide that exists in our country by enhancing ownership of African-American hotels. Choice leads the industry Creating
real participation in stocks, now I've seen firsthand why - the company is not satisfied with hanging banners and coming up with logos, but they live inclusiveness and diversity every day. The Choice Hotels Emerging Markets Program has awarded more than 250 franchise agreements with minority entrepreneurs and
veterans in the program's history, including 34 deals in the past year alone. This year, the company has achieved 17 contracts so far, even in the midst of the Coved-19 epidemic, including two additional contracts with Washington for Comfort Suites and Main Stay Suites in St. Augustine. Logos, products and names of
the companies mentioned are the property of their respective owners. Sabre Corporation (NASDAQ: SABR), a leading software and technology company that strengthens the global travel industry, last week released the results of a Latin American travel sentiment survey, revealing five key results that the travel industry
can use for the recovery from the COVID-19 epidemic. The new survey provides insight into the state of mind travellers throughout Latin America and the Caribbean as the industry begins to show signs of recovery, driven by the lifting of some travel restrictions. Hispanics are eager to return to travel. Entertainment and
basic travel are driving the recovery in the region, with domestic flights recovering faster due to restrictions on international travel, said Guillermo Prosper, Vice President – Customer And Product Support and Site Leader Sabre Montevideo. The results of the survey show the impact of the coronavirus epidemic on the
priorities and expectations of travellers. Travel companies that quickly accommodate the changing views of travellers will be more successful in their recovery efforts. The five key findings of sabre's survey on the feelings of Latin American travelers (Infographic Show): Key finding 1: Many Hispanics are eager to get back
on track once travel restrictions are lifted. Although 20% of respondents said they would not travel unless the COVID-19 vaccine was available, and 11% did not intend to travel any time soon, the survey shows positive signs for the travel industry, with 50% of respondents saying they plan to travel within 6 months once
travel restrictions are lifted. Among respondents, 14% indicated that they would travel immediately after travel restrictions were lifted, while 21% said they planned to travel within one to three months, and the survey results indicated that of all age groups, Hispanics aged 18 to 39 were the most eager to travel, with 38%
saying they would travel within three months of lifting the restrictions. Mexico was the country with the most positive travel sentiment, with 52% of respondents expecting to travel within 3 months once restrictions are lifted. Peru is the most cautious where a total of 42% of respondents said they would not travel unless a
vaccine was available. Key 2: Status issues. Travellers will be thoughtful about how to get to their next destination. Of all respondents, 36 per cent identified bus travel as the highest risk of COVID-19 infection, followed by air transport at 27 per cent and cruise ships at 25 per cent. Car rental seems to be the preferred
option as only 2% of respondents consider it the most dangerous travel method. Brazilian respondents indicated that air travel was the highest risk of infection (35 per cent), followed by shipping (32 per cent) and 35 per cent. Buses (23 per cent). Main result 3: While travelers will demand flexible schedule and enhanced
safety measures, the price is still king. When asked about the most important factors in their next travel decision, safety measures, schedule flexibility and price held almost equal importance in responses. Of the participants, 36% said that the top driver to book their next trip would be competitively priced deals. However,
30% said they would be safety measures, and 28% determined the flexibility of the schedule and liberal abolition policies. In Brazil, 50% of respondents chose the price as the most prominent factor, followed by Mexico with 38%. In Peru, 52% chose strict safety measures as the main driver to book their next flight, the
same as the 38% of Argentines surveyed. In Uruguay, 40% of respondents chose flexibility in cancellations or rebookings as the most important factor. Key result 4: Travelers have high expectations for enhanced safety measures but prioritize social remoteness and masks over other efforts. When asked to arrange
various safety measures by importance, respondents identified social isolation, the use of masks and the strengthening of health facilities as the three most important safety measures in air travel. Travellers want social distancing even on flights with 61% of participants saying they will cancel or change a flight if they
know it was complete. For housing, the highest priorities are to promote clean-up and social dissonance. Interestingly, for both hotel accommodation and air travel, respondents ranked in the classification of temperature checks and contactless check-in among the less important factors included in the survey. The main
result is 5: While Latino Americans seem eager to travel, many will choose a destination close to home. More than half (56%) Respondents indicated that they would choose local or short-term travel (less than 8 hours of travel time) when booking their next flight, while 22% would choose a long-term flight (more than 8
hours). Respondents from Mexico and Peru choose short-haul flights, with 72% and 71% respectively. Respondents from Argentina and Uruguay had the highest tendency towards long-distance travel, at 37% and 38%, respectively, nearly doubling other major markets in Latin America. The survey methodology aims to
gain insight into the mentality of travellers throughout latin America and the Caribbean. A total of 1,760 responses were collected and used to formulate concise ideas in this press No personal data was captured by the anonymous survey. The survey covered a total of 15 questions and was hosted online through
Qualtrics survey programs. The two languages were made available in Spanish and Portuguese. The survey was distributed to passengers via LAC via Sabre's Facebook and LinkedIn media channels during September. To enhance communication, a two-week Facebook ad was posted in September. About Sabre
Corporation Sabre Corporation is a leading software and technology company that operates the global travel industry, serving a wide range of travel companies including airlines, hotels, travel agencies and other suppliers. The company provides retail, distribution and loyalty solutions that help its customers work more
efficiently, increase revenue and deliver personalized passenger experiences. Through the leading travel market, Sabre connects travel suppliers with buyers from all over the world. Sabre's technology platform manages more than $260 billion in global travel spending annually. Headquartered in Southlake, Texas, USA,
Sabre serves customers in more than 160 countries around the world. For more information please visit www.sabre.com. Logos, products and names of the companies mentioned are the property of their respective owners. Page 22 OAG released a new report today – COVID-19 Recovery: Returning Passengers on
Board – exploring how the epidemic affects passenger decisions and what it will take to recover the aviation market. In partnership with JD Power, OAG surveyed more than 4,000 global users for its view of the flight tracking app, and found that overall levels of fear in relation to in-flight virus transmission were less severe
than expected, with most consumers willing to fly under the right conditions. According to the survey: 79% of global travelers - and 81% of North American travelers - plan to travel locally in the next six months. 69% of international travelers, and 73% of North American travellers, plan to travel internationally in the next six
months. Nearly a third of all travelers did not (and do not plan) modify their travel habits as a result of the virus. The willingness to travel is more pronounced among millennials and Generation Z. Not only are these travelers more likely to travel locally in the next six months (84% vs. 79%, they are slightly less likely to
modify their travel plans and behavior in the light of the virus (66% vs. 70%). Market. Of course, full recovery will be driven by the extent to which the epidemic is being fought globally, and when restrictions on events and safe travel are lifted. According to the OAG survey, North American travelers believe that airlines'
most effective safety measures Today's implementation is: require all passengers and staff to wear masks, leave the middle seat open on all flights, and distribute individual disinfectant wipes to personal areas. Travel technology providers also play an important role. During the travel booking process, most consumers will
find value in online travel agents (OTAs) who provide real-time updates and notifications about expected flight and hotel capacity (61%). and COVID-19 emission transmission rates in destination destinations (53%). Survey methodology: 4,004 global responses were collected via the Mobile Aviation Vision app and JD
Power in July and August 2020. Creative revenue promotion hotel marketing has always been a combination of creativity and data. There are equal parts of data-driven revenue management, advertising writing and consumer psychology. At the beginning of the epidemic, marketing in many organizations was suspended
with operations adjusted according to their new habit. Now, during an epidemic with a decline and excessive domestic flows, creativity reigns supreme. It's a great time to try new ways to make money! It's about creating creative ideas that can enhance your marketing potential without resorting to discounts. By providing
value-added experiences, rather than lowering interest rates, you will enhance the minimum without damaging brand perception. It is also time to partner with local companies. Connect with those affected by the epidemic, such as party planners, florists, and other event-based companies, to see how you can work
together to build a marketable experience. Here are 10 ideas for creative room types to increase revenue and inventory the return room in new ways! Some of these may be easier and less expensive to implement than others; some are less expensive than others; some are less expensive than others; it's about your
brand and the audience that you often talk to. Needless to say, abide by all relevant regulations and focus on keeping your guests safe. 1. The work of remote work lounges has gone mainstream - it will probably remain a major aspect of the future faces of the work. While many workers invest in home offices, others
either do not have the luxury of extra space. Some just want a chance to get out of the house for a productive work cycle. Consider turning some rooms into workrooms, which are dedicated to work rather than sleeping. Ideally, you can remove beds from these rooms so you can reduce cleaning costs and get low prices.
It's not just that it's possible for someone to spend $139 each day to use the work room. If you can get that lower cost, you'll dramatically expand your market by processing the market from local workers remotely. You can even create a floor dedicated to joint work, to help manage capacity and walking traffic. This would
also help with cleaning and general processes, allowing you to test the work of the hotel view. 2. Distance Classes No It is lucky enough to have enough space in the house to build a friendly learning environment. Encourage families to take action by providing child-friendly and learning-oriented spaces. The adjoining
rooms can also be great: parents in one room work remotely and children in an adjoining room learn from a distance. Some hotels offer unique privileges, such as a distance learning assistant that can provide additional support for parents who manipulate work and education. Brainstorming ways in which your property
can meet the needs of families looking for a valve to release pressure on home life during a pandemic. 3. Seasonal experiences and winter holidays come: How about turning a hall (or the entire floor) into a trick, treat or even winter wonderland? Or maybe it's using an outdoor space for santa pop-up or pumpkin track. To
unlock the full potential, partner with one of your existing event vendors to deliver an unforgettable experience that attracts locals. With ticket ing, you can still comply with capacity restrictions and reduce disruptions from your guests overnight. Pack tickets with dinner (or overnight stays) and you have an upsell that can
yield more revenue! 4. Art galleries we are all looking for things to do that are safe and socially distant while still being fun. The Progressive Art Gallery can become a drawing of the locals. Take some rooms and work with local artists to showcase their work. Then, as a pop-up ticket event, you can have timely entry and
require guests to spend less than 10 minutes in each room to avoid lingering and ensure airflow. You could also make this a virtual experience only and use it in a marketing/PR campaign. Offer virtual tours led by artists, who can then share their work more broadly than just a personal audience. Broadcasting is a great
way to stay at the top of the mind of guests who can't yet return to your property - while promoting goodwill from the local community. 5. Multimedia shoots photographers, video, influencers, and live broadcasts are always looking for new wallpapers for their content. You can build a package that includes lighting, such as
loop lights, plus critical support around WiFi and photo/video equipment. The rolling green screen can also double as a Zoom wallpaper - and an added feature for your workrooms. The photo/video room can also double as a rentable podcast studio for those looking to avoid offices but still record an episode of their
company's podcast. Couple this with a teacher session from the local creator and you have yourself an interesting package to sell... One can also be interesting for families looking for edutainment options for their children while learning distance. 6. Player caches even before the epidemic spread, some hotels have been
offering dedicated rooms to players. These spaces are prepared with mood lighting, large screens and high-end gaming equipment, such as keyboards and large chairs. And, of course, The Hardware. To ensure the fastest speed possible. Sweeten the pot with room service credits that keep players working longer. For
non-digital players, board games may be the way to go. Fill some suites with a selection of board games - or even create a menu accessible to all guests. This definitely makes staying in more fun! 7. This one cave is a little more specialized but can be ideal for modern property, located in an urban environment. With the
cancellation of personal concerts, fun migrated online. Every weekend, festivals and concerts are broadcast on platforms such as Twitch and YouTube. Is there a way your hotel can provide a party in the experience box that brings back a bit of that magic dance floor, replete with lights, drinks and space for dancing? This
can be especially interesting for small groups of friends who are looking for a way to blow up steam once small events in your area are allowed. Even with the resumption of small events, there are unlikely to be any major festivals or even indoor clubs for some time. Benefit! 8. Bamber Rooms me time takes a whole new
meaning when the whole family is at home. There's not always room — or time — to pamper yourself. Offering a solution with pampering rooms that recreate a spa-like experience for a little rest and relaxation. You can include a bottle of champagne, a welcome basket with spa essentials such as a bubble bath or even a
massage in the room (if permitted in your area). You can also consider adding wellness components, such as a yoga session (either 1:1 or virtual), meditation classes or even a free subscription to a mindfulness app that provides guests with long-term strategies to stay good. 9. Personal gyms in many places, gyms are
reopened with reservations and capacity limits. For those who are not comfortable with it, what about the room that includes everything you need to workout? The growing popularity of on-demand fitness services such as Peloton means you can add direct education fairly easily. You can also offer other equipment that is
not expensive, so you can avoid spending too much on room renovations or expensive equipment. Think fitness bands, TRX for body weight training and medicine balls. This type of room can be involved in the creation with local trainers and fitness instructors who are looking for a safe and socially remote place to host
customers. 10. Movie s your outdoor spaces are valuable assets - double it during the epidemic. Set up a poolside screen for diving movies or use the side of the building to create a unique cinematic atmosphere. This subject can be withdrawn in individual rooms as well. Many of the films that are playing for the first time
are now shown on the broadcast platforms, so you can align your promo with the premiere of the new movie and include the movie and room price. Even empire film experience by offering gourmet popcorn to add other treats. It's a night at the cinema... From your hotel room! And don't forget: PR finally, both Creative
room types are the main press opportunity. When you decide which types of rooms to test, connect with local journalists - especially TV stations. Many local journalists have been covering the work of the hotel trend and may be interested in covering your creativity as a way to show how local businesses are bouncing
back in new ways. Free advertising can make up more for investing in new room types! About Cendyn Cendyn is a leader in innovative cloud software and service provider for the hospitality industry. With a focus on integrated CRM for hotels, hotel sales and revenue strategy technology platforms, Cendyn drives sales,
marketing and revenue performance for tens of thousands of hotels worldwide. Cendyn Hospitality Cloud offers a full range of software services for the industry, aligning marketing, sales and revenue teams to improve their strategies and drive performance and loyalty across their business units. With offices in Boca
Raton, Atlanta, San Diego, Munich, Singapore, Bangkok and Tokyo, Cendyn proudly serves customers in 143 countries, delivering more than 1.5 billion data-driven, personal communications on behalf of its customers each year. For more information about Cendyn, visit www.cendyn.com. Logos, products and names of
the companies mentioned are the property of their respective owners. Page 24 ahead of the G-20 summit of the world's largest economies, which includes a dedicated tourism sector, the World Tourism Organization (WTO) has signed a memorandum of understanding with the International Air Transport Association
(IATA), as the two parties work together to reinvigorate world tourism. The new agreement, which highlights the world tourism organization's unique status as a bridge between the United Nations system and the private sector, will focus on enhancing consumer confidence in travel and putting sustainability at the heart of
future recovery and growth. Since the beginning of the current crisis, it has been the World Tourism Organization (WTO) leading the way in addressing the key factor needed to successfully restart tourism. This agreement with the World Aviation Trade Association builds on this and deepens the cooperation between the
two organizations to maintain its drive towards restoring passenger confidence. Air travel is an essential component of world tourism, said WTO Secretary-General Zurab Bulolikashili. This partnership between THE WORLD TOURISM ORGANIZATION (WTO) AND IATA will see us work closely together to increase
confidence in aviation and tourism in general. THE WORLD TOURISM ORGANIZATION WILL USE OUR EXPERTISE IN INNOVATION AND POSITION US AS A HUB FOR PUBLIC AND PRIVATE SECTOR LEADERS TO HELP MOVE THE AIRLINE BACK. This partnership between the World Tourism Organization
(WTO) and the International Air Transport Association (IATA) will see us work closely together to increase confidence in aviation and tourism in general. In addition to focusing on building and maintaining confidence in international travel, the new agreement will also see the cooperation of the World Tourism Organization
and the International Air Transport Association (IATA) cooperate closely to promote innovation and further promote more Cooperation. With the resumption of tourism, this memorandum of understanding will help ensure that the recovery is sustainable and inclusive. Opening international borders to tourism is essential,
said IAAF Director-General Alexander de Juniac. Tourists want to feel safe and want to be confident that their travel plans will not be affected by last-minute changes to rules and regulations. For this to happen, greater cooperation between the public and private sectors is needed. This enhanced partnership with the
World Tourism Organization will help guide the aviation recovery in the critical months ahead. IATA has been an associate member of the World Tourism Organization since 1978, providing a strong voice for the international air transport sector. It is also an active member of the Wto's Board of Members and has
contributed to the World Tourism Organization's Global Tourism Revitalization Guidelines, which were issued in May to help guide governments and the private sector in their response to the COVID-19 epidemic. This cooperation was reflected in the final publication. A set of differentiated recommendations for the air
transport sector has been incorporated, with a focus on the introduction of enhanced hygiene protocols to ensure the safety of passengers and airline workers alike. The global guidelines also emphasized the need for strong partnership and coordination at every level of the aviation sector. The World Tourism
Organization is leading a single sector that comes as the World Tourism Organization continues to lead the global tourism sector in its response to the challenges posed by the epidemic. In addition to close cooperation with private sector and corporate associations, the World Tourism Organization (WTO) recently signed
an agreement with the Food and Agriculture Organization of the United Nations (FAO), which would ensure that the two United Nations agencies work together to harness the power of tourism to drive the sustainable social and economic development of rural communities. Logos, products and names of the companies
mentioned are the property of their respective owners. AAHOA President and CEO Cecil B. Staton issued the following statement in response to the Online Access Act introduced by Representative Ted Budd (NC-13), which would amend the Americans with Disabilities Act of 1990 to establish compliance standards for
access to such mobile sites and applications: U.S. hotel owners are committed to ensuring that their properties are open and made available to all. We look forward to working with Representative Budd and disability rights groups as we continue to explore ways to expand access in our community. We are grateful to
Deputy Budd for his leadership on this critical issue and his willingness to bring together stakeholders to find a cooperative solution. Hotelowners continue to face predatory lawsuits, a major step in the positive direction for Small Business owners in America. AAHOA is the largest hotel owners association in the world. He
has more than 19,500 members of the American Federation and two hotels in the United States. Logos, product names and company It belongs to its owners. Page 26 River House in Odette, a new luxury lifestyle hotel in New Hope, Pennsylvania overlooking the Delaware River, is officially open to guests. Inspired by the
site's history as a bustling cabaret, Chez Odette features an edgy but elegant design that weaves historical elements from its colourful past in contemporary architecture and hotel design including salvaged artworks, menus, books and a chandelier dating back to the early 1900s. We have carved out a unique luxury
hospitality experience that pays tribute not only to Odette's legacy but also the vibrant community of new hope, said Ron Gorodsky, head of refined hospitality, the management company that oversees River House and its sister hotel, and Jared's Haven Shelter in Stone Harbor, New Jersey. Every detail of the historical
artifacts celebrated throughout the property to the measures taken to offer luxurious amenities and other carefully formed environment is to transport both guests and locals as they walk through the door. Designed by award-winning Balongue Design, the boutique hotel features 36 residentially inspired guest rooms
including 12 suites, featuring bold floral murals set behind leather slabs, spa-inspired bathrooms, jewel-inspired furnishings and river or mountain views. Overseeing the Stokes design and design structure, the property's architecture combines Past and present New Hope industrial links with elements such as a locally
sourced stone façade and stunning framed steel windows. River House offers three unique dining establishments with powerful mixology programs including an indoor/outdoor restaurant, odette restaurant and bar; an iconic cocktail salon, piano lounge; and a member-only ceiling, a high nightlife experience inspired by
the fiercely spirited 1970s, which is accessible to overnight guests. Odette's River House features the perfect mix of conference and meeting facilities with spacious private dining rooms and a magnificent open ballroom with floor-to-ceiling retractable glass walls leading to a luxurious riverside terrace on the second floor
for weddings and festive events for up to 200 guests. Just steps from River House is Residences, a two-story free-standing building with two bedroom suites ideal for weddings, groups and extended accommodation guests - scheduled to open in spring 2021. 2021.
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