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The Path to Hotel Repositioning
By Kristian Seemeyer | Phoenix

Register today for RealShare PHOENIX METRO on December 15. Book by November 14 for the early bird rate. We'll cover all the exciting developments and investments in
the region and give you the intelligence you need for a successful 2015.

PHOENIX—Maximizing the value of a hotel asset and increasing investment return with a comprehensive
analysis of location, competition, hotel segment, renovations and cost is crucial in the industry. The Clear Path
to Property Repositioning session at The Lodging Conference, held at The Arizona Biltmore Resort and
Spa, took a hard look at these factors and others.

The panel was moderated by Daniel Lesser, president and CEO of LW Hospitality Advisors and included
panelists David Capps, vice president of development, Aimbridge Hospitality; Navin Dimond, president
and CEO of Stonebridge Companies; David McCaslin, president of Northwood Hospitality; Phil
Silberstein, executive vice president of development, Carlson Rezidor Hotel Group; and David B. Storm,
president and CEO of Providence Hospitality Partners, LLC.

Regarding strategy of repositioning properties, McCaslin said, “We tend to go after more complicated assets.
We look at the real estate and we tend to hold for 15 years. Once we stabilize, we begin to pick our exit

strategy; we need to try and plan for when the market is in our favor.”

Dimond commented, “What is our expertise? What is the expertise of the asset? If there’s no expertise, then we shouldn’t be doing it. Our exit
strategy depends on the type of capital we’ve got.”

While Storm deals with long-range capital and value-add properties, Capps spoke of taking flag hotels and making them independent. “But we have
to make sure we don’t miss on the analysis,” Capps said. “In certain locations it makes sense to go independent.”

McCaslin added, “In deflagging, we look at location drivers and capital. It’s all analysis driven. We look at the standards implemented by the hotel—
from the linens to the trash. It all goes into the final cost and what you think you can do. Sometimes the cost is less as an independent hotel.”

“I knew a buyer who wanted a hotel that was losing its brand and was losing its value,” said Silberstein. “The buyer could have it at 50% of
replacement cost and make it an independent hotel. Eighteen months later it was a closed independent hotel. There are values, but many times they
are values for a reason.”

Dimond said his company has held properties for as long as 20 years and as few as a year and a day. “We try to hold for a long time,” he said. “But
if an early exit opportunity comes up, we’ll take it.

“We like the length of the hold period. We’re running the five to seven years our investors have set, but we still have to make sure we’re hitting the
cycle right,” said Capps.

Storm added, “The ability to turn around a failing hotel property determines the holding period. In some cases we’re looking at a six-month window.
You have to determine the opportunities and the thresholds.”

When it came to product improvement plans, there was no shortage of opinions.  

“In the negotiation conversation between owner and brand, we never want to have an adversarial relationship with the brand,” said Capps.

Dimond said, “What’s important are the guest spacing items. But when we get to the point of minimal or no return, that’s when it’s time to push back.”

“There can be a disparity,” said McCaslin. “If you want to be part of a brand, you have to be sure the customer gets what the brand promises. If not,
you should be able to communicate that to the brand.”

Storm related, “You should be a good franchisee and increase guest satisfaction. From a timing standpoint, work first with what’s most important and
go backwards from there.”

“It’s a collaborative effort,” said Silberstein. “PIPs are the most highly negotiated item. What we focus on are items that really affect our guests. The
focus of PIPs, what we share with the brand, is the guest. The notion of just checking off boxes is not something we aspire to do.”

Silberstein said he relies on a deep bench of architects and designers to help leverage a brand. “Those disciplines at the beginning of the
relationship are important. There’s only one thing more difficult than a trial—and that’s a retrial.”

Storm said his deals are mostly independent and that leveraging a brand takes money. “It’s spending dollars to keep in a competitive position, to get

You are here:     Home > Daily News > The Path to Hotel Repositioning

http://www.globest.com/authors/kristian-seemeyer-688.html
http://www.globest.com/conferences/realshare-phoenix-metro-2014/
http://www.globest.com/
http://www.globest.com/register
http://www.globest.com/
http://www.globest.com/news


Copyright © 2014 ALM Media Properties, LLC. All rights reserved.

Phoenix reporter Kristian Seemeyer is a veteran journalist and editor with more
than 20 years of experience. Investigative reporting, culinary, business and real
estate writing have comprised most of her career. She is based in Chandler, AZ,
where she lives with her husband, seven-year-old son and two large, goofy dogs.

Bio | Email

ahead and to reposition,” he added.

“Avoiding the hiccups is key,” said Capps. “You’ve got to open at the right time and get everyone on board with the brand so it isn’t confusing.”

Dimand said you have to know where your strengths lie in order to leverage a brand properly. “What skills does your team possess? Some things
are beyond your means. You have to be honest with yourself.”

Is networking important to you? Join RealShare Conferences to hear from prominent speakers and meet the commercial real estate elite. Check out the schedule of
events!
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