JUNE 2018

BETTING
ON A.C.
ATLANTIC CITY IS
POISED FOR A
COMEBACK
BEHIND THE
CURTAIN
SHOWING LAWMAKERS
WHAT HOTELS ARE
MADE OF

A PATH TO

LEADERSHIP
AHLEF SHAPES
THE NEXT GENERATION
OF HOTELIERS

THE HOTEL OF
THE FUTURE IS
VOICE-ACTIVATED

ROSANNA MAIETTA

PRESIDENT, AMERICAN HOTEL &
LODGING EDUCATIONAL FOUNDATION

LODGING MAG A ZINE

@LODGINGMAG A ZINE

››››››››››››››

CONTENTS

13

51

27
F R O N T DES K

13

64
OWNER’S MANUAL

27 Smart Strategy
Using predictive maintenance for improved hotel
operations.

51 Technology & Guest
Connectivity
High-tech solutions for
hotel problems.

16

Quick Take
Productivity and wellness
come together at The
Assemblage.

30

53 Source Code
Connected technology
means less privacy.

18

32

Success Story
Rosanna Maietta spreads
the word about hospitality’s
lifelong career pathways.

22

SUPPLY LINE

Washington Dispatch
Showing and telling Congress
members what hoteliers do.

Market Report
Cost controls perpetuated
U.S. hotel profit growth in
2017.

Checking In
OLS Hotels & Resorts
CEO Ben Rafter on data’s
importance in the hotel
industry.

Drill Down
Modeling hotel profitability
with HOST P&L.

34

Startup
Helping guests rest easy by
combating noise pollution.

20

A Look Back
When the future of the
hotel industry was space
tourism.

VISIT US ONLINE

lodgingmagazine.com

L I K E U S O N FAC EBOOK
lodging magazine

FO L LOW US O N TWITTER
@ lodgingmagazine
E-MA I L THE E DI TOR

editor@lodgingmagazine.com

CH ECK O U T

64

The Eliza Jane
Press Room
The funky sophistication
of a historic New Orleans
hotel.

WEB EXCLU SIVE
Five Front Desk Face-Forward Focus Items to Drive Service Scores
Like the adage “a picture is worth a thousand words,” a positive review is worth a thousand room
nights for hotels. Good feedback about a property reinforces a guest’s decision to stay, whereas
bad ones cost room nights. For those who think a smile at check-in is enough, the mediocre results on guest surveys will prove otherwise. In a world driven by instant gratification, hotels have
to connect with guests in memorable ways. Being unique will drive key scores on guest surveys,
including recognition, and book the most profitable type of reservation—repeat stays.
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Checking in

Ben Rafter
FAST
FACTS
Title: President & CEO,

Time with Company:
Two years
First hotel industry
job: Data Analyst,
Westin Hotels & Resorts

What does it take to match up hotels and guests—

Hometown: Seattle
How did you get back into the hotel industry? |
Hotel must-haves:
“Broadband! Why can’t
we ever serve up
enough broadband?”
Best advice he
ever got: “Something
said by my father as
well as many others,
‘Luck is created by hard
work.’”

JOEL KIMMEL

OLS Hotels & Resorts

AS A RECENT COLLEGE GRAD IN THE EARLY ’90S,
OLS Hotels & Resorts CEO Ben Rafter did a brief
stint in hospitality far from the sunny front desk and
the hustle and bustle of direct customer service and
the people who deliver it. “I was working as an analyst
in the distribution department of Westin Hotels &
Resorts’ corporate headquarters in Seattle, loading
tapes into a giant computer the size of a truck,” he
recalls. He then went on to build a successful career
in the tech industry, never expecting to return to
hospitality. Yet, as he told LODGING, between a
chance meeting with a hotel executive in Nepal and
the growing need for his expertise in data mining, he
took the plunge back into an industry he has found fascinating for many reasons—some of which are rarely
cited by his more outgoing colleagues.

This unique path began at 18,000 feet in Nepal. That’s
where I met Michael V. Paulin, CEO of the Hawaiian
hotel company Aqua, while I was “locked out” from
starting a new technology company after selling my own
startup. While hiking with Mike, I told him I thought the
hospitality industry needed to focus more on data and
analytics. This led to two weeks of discussions while still
trekking in Nepal, during which we mapped out a plan
to grow his company. Back in the United States a month
later, we began working together to grow Aqua. Before
we ultimately sold the company to Interval Leisure
Group, I held the dual roles of President & CEO of Aqua
Hospitality and President of Aston Hotels & Resorts,
responsible for 56 properties and almost 11,000 rooms.
How have you transformed OLS from a hospitality
company into what you call “a technology and analytics company that just happens to know a lot

about hotels”? | The important thing to remember is

that, at the end of the day, we have to be great at operating hotels. From there, it’s a combination of changing
the mentality of the company and bringing on team
members who look at the analytical side. In effect, it’s
about recreating that marriage of traditional operations with analytics and technology. I really like bringing on people who look at data in different ways. The
industry moves so quickly now, we need to be looking
three steps down the road, because that’s where you’ll
be by the time anything is implemented. We focus a lot
more on ecommerce and content, of course. Everyone
says this, but who actually gets results?

i.e., “putting the right heads in the right beds”? |

Some of it is self-selection, but we also have to know
what we are selling. Every guest wants something
different and we try to guide guests to the right choice
for them. For example, we have four hotels in West
Hollywood, all of which offer different experiences. So,
matching guest and property is part profile, part marketing, part analytics. At the broader level, the experience
will be better if the right person is in the right hotel.
What is your approach to adding boutique hotels

to the OLS portfolio? | It’s part art and part science.
With the amount of content available today, we look
for hotels that have character and can be programmed
for an underlying experience. When we renovate the
hotels, we try to deliver on that experience. We also
try to integrate with and show the character of the
neighborhoods they’re in. For example, we are reprogramming our 72-room Hotel Renew in Waikiki to get
it back to its roots as Hawaii’s original boutique hotel.
In West Hollywood, we are working with an owner to
renovate two hotels—The Chamberlain and Montrose
West Hollywood—both of which have very strong ties
to West Hollywood’s unique character.
What do you like most about the hospitality

industry? | It’s a fun industry—especially compared

to sitting in a dark basement room coding. Of course,
I love the people—seeing the pride employees take in
their work and being part of the guest experience. But,
as someone who thinks in very binary terms, I admit
that I especially love that it’s a such data gold mine.
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Ben Rafter’s hospitality career began with a chance meeting
while hiking in Nepal at an elevation of 18,000 feet.

