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Hotels' Future Looking up-at Last 
By Ryan Clark 
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NEW YORK CITY-"Being English, I am quite optimistic," noted Andrew Cosslett, chief executive, IHG, regarding the near-term future of hotels. Clarifying, he 
explained that "quite" means: "It might be [good] and it might not." Lalia Rach, divisional dean and HVS professor, Preston Robert Tisch Center for Hospitality, 
Tourism and Sports Management, School of Continuing and Professional Studies, NYU, moderated a panel of hoteliers in a discussion called, "The CEOs 
Check In." The panel was comprised of Cosslett; Hyatt Hotels Corp.'s president and CEO Mark Hoplamazian; David Kong, president and CEO, Best Western 
International, Inc.;  and Arne Sorenson, president and COO of Marriot International, Inc.

"[We are ] in very early stages of recovery," Hoplamazian said. "Year over year looks fantastic, but [that's] coming after one of the worst year's on record. We 
[need to] see some more durable evidence that we're in a recovery."

Sorenson said that he was "wildly optimistic" noting that rates will be coming back very soon, although currently rates on group business is not great. Cosslett 
explained that Asia specifically is moving ahead in rate, but that it's slower for places in Europe. There was a question as to challenging construction. 
Hoplamazian said, "It's not binary in building and not building, but construction is challenging. It takes a long time to build, harder to finance and there will be a 
lag [behind demand]."

Sorenson also predicts that luxury will make a comeback faster and RevPAR will grow faster, however the AIG-effect will have a lasting impact on marketing. 
There will be less emphasis on fancy amenities and more of a focus on family-oriented vacations and experiences, he explained.  

The downturn separated brands that had branding strength and roots from those that did not, said Cosslett, explaining that coming out of the recession solid 
brands were pretty good, while it meant "curtains" for "fly-by-night bling merchants." Kong noted that it was not wise to launch a new brand right now, because 
brands have to mean something. However, a brand strategy was not just one thing, he explained, it was "like surround sound." For example, the sales and 
descriptor programs are meant to make it easier for clients to make educated decisions on their variety of choices, as opposed to trying to confuse clientele 
with a new positioning. Hoplamazian noted the dangers of a repositioning, "Is it just slapping a name on the building or are you giving something new for the 
customer?"

Cosslett explained the future hotels simply in this struggling market, "Make brands more distinct and customers will seek you out."
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