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INDUS HOTELS

Indus Hotels’ CO0 on Columbus dual-brand hotel

The $38-million Aloft-Element combination project seeks to appeal to multiple types of guests

kL3
Completion is scheduled for 2017.

By Bruce Serlen

CONTRIBUTING EDITOR

Corumsus, OnIo — Of the 14
properties that Indus Hotels owns
and operates, has under develop-
ment or has under contract, eight
are in the Greater Columbusarea,
where the company is headquar-
tered. “So it’s fair to say we have

adeep knowledge of the market,”
according to COO Alan Assaf.

Indus Hotels has plans to construct a dual-brand Aloft and Element hotel in a suburb of Columbus, Ohio.

However, that knowledge base
will be tested in new ways, espe-
cially when it comes to demand
generators, with Indus Hotels’
latest project, its first dual-brand
development, which will include
two Starwood Hotels & Resorts
Worldwide brands: a 145-room
Aloft and a 114-room Element.
Estimated to cost $38 million, the
projectis expected to open in 2017.

“We gave a considerable
amount of thought to whether
we wanted to build a traditional,
single-brand hotel on this site or
whether we would be smarter
going with two brands in one
building,” Assaf said. “With two
brands, we could appeal to guests
looking for two different types of
lodging”

The site in question is located

in the Columbus suburb of
Grandview Heights and is part
of a 100-acre mixed-use develop-
ment called Grandview Yard that
includes residential, retail, office
and restaurant components in
addition to lodging,

Ohio State University (OSU),
which is close to the hotel site,
will be one of the major demand
generators. Nationwide Mutual
Insurance Co., which has commit-
ted to moving 3,000 employees to
Grandview Yard from downtown
Columbus, will be another.

WHY THE DUAL-BRAND
ROUTE?

“Being able to incorporate two
different industry segments in
one building is key to what makes
dual-brand projects successful,”
said Brian McGuinness, SVP
of Starwood’s specialty select
brands. “That, plus all the operat-
ing efficiencies that come with it.”

When it came to choosing
complementary brands from

within the Starwood portfolio,
upper-end select-service Aloft and
extended-stay Element made the
most sense, Assaf explained.

The Aloft brand’s reputation
as hip and trendy and Element’s
environmentfriendly positioning
also made them attractive choices.

“Ohio State attracts a sig-
nificantamount of leisure business
through the year, including on the
weekends, considering the success
of its Buckeyes football, basketball
and baseball programs,” Assaf
said. “In addition, [the university]
generates other kinds of travel to
the university, both transient
and extended-stay,” he added.
“Nationwide Insurance and
other companies with offices in
Grandview Yard, for their part,
also generate both transient and
extended-stay bookings.”

The Aloft and Element prop-
erties in Grandview Yard are the
first Starwood properties to enter
the Indus Hotels portfolio, which
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PITTSBURGH

Development picks up in the Steel City

WHAT’S GOING ON

According to STR, Pittsburgh is seeing its first positive year-ending
occupancy numbers in two years, rising 2.9 percent to 68 percent
from December 2013 to December 2014. Additionally, the Steel

City’s average daily rate reached $116.21, a modest 3.2 percent over

2013, while revenue per available room rose 6.2 percent to $78.98.
The city’s supply increased 1.3 percent to 9,048,999 rooms, while
demand jumped 4.3 percent to 6,149,982 rooms, a large increase
over 2013’s drop of 0.05 percent. Overall, revenue for Pittsburgh
was up 7.6 percent, reaching $714.6 million by the end of 2014.

WHAT’S NEXT

Lodging Econometrics reported that, by the end of 2014, Pittsburgh

had 221 hotels in operation, accounting for 25,608 rooms. The city
has 58 projects in its construction pipeline, which will bring 6,437
additional rooms to the market. Twenty-three of these projects are
under construction, and 20 are scheduled to begin construction
during the next 12 months. Last year was much more ambitious
compared to 2013, when Pittsburgh’s pipeline consisted of only
46 properties (accounting for an estimated 4,900 rooms). This was
an increase of approximately 26 percent in projects, outpacing the
overall U.S. pipeline, which was up 21 percent year-over-year.

REVPAR: $78.98 ADR: $116.21

\.The new Hotel Monaco started off 2015 as the firs!

PIPELINE SNAPSHOT

L4 ; N
! jor Pittsburgh hotel opening of thé yfaglr.

HOTEL MONACO FI‘\TTSBURGH

= Hotel Monaco Pittshurgh (435 6th Ave.; 248 rooms; opened January 2015)
® Embassy Suites Pittshurgh (535 Smithfield Street; 229 rooms; scheduled to open Q1 2015)
® Drury Inn & Suites Pittshurgh (301 Grand Street; 206 rooms; scheduled to open mid-2016)

OCCUPANCY: 68%

Source: STR, as of December 2014
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Dual-brand hotels

Continued from page 10
also includes brands that are part
of such multi-brand companies
as Hilton Worldwide, Wyndham
Hotel Group and InterContinen-
tal Hotels Group.

As dual-brand projects have
grown more popular in the
past few years, developers have
experimented with a variety of
layouts. Some projects stack one
brand on top of the other; others
have one brand on each side of a
common core that houses the
shared amenities like business and
fitness centers, a swimming pool,
meeting space and a food and
beverage outlet.

In some cases, furthermore, the
two brands share an entrance but
have separate front desks. In other
cases, there are separate entrances
(though still one building). In rare
cases, it’s a common entrance and
single front desk.

Indus Hotels and its architect,
OHM Adpvisors, opted for
separate wings, each with its own

front desk and a common core.
The seven-story building will have
parking on the first two floors, the
two lobbies on the third floor, and
guestrooms on the floors above.

“Each brand has its own set of
brand standards, which has to be
included. So it can be a challenge
to accommodate them all in one
building. But we think we've suc-
ceeded,” Assaf said, adding that
“where the brand requirements
overlap—each requiring a fitness
center, for example—one fitness
center obviously is sufficient.”

One Aloft brand standard
turned out to be prominently fea-
tured in the Grandview Yard hotel
design. “XYZ Bar has proven to
be a very popular feature at Aloft
properties around the country,
attracting attention to the hotel
among millennial guests in
particular,” Assafsaid. “Asaresult,
is going to be dramatically placed
front and center above the hotel
entrance.”

A Columbus-area institution,

In addition to the upcoming dual-brand Aloft-Element,
Indus Hotels has separate Hampton Inn and Hilton
Garden Inn hotels already open close to the Ohio State

University campus.

the retro Cap City Fine Diner &
Bar (one of two in the city) sits
across from the site, supplement-
ing the food and beverage options
available at the hotel.

Consistent with all dual-brand
developments, the AloftElement
combination comes with a num-
ber of efficiencies built into the
project. And taking advantage of
efficiencies leads to cost savings.

One general manager will be
responsible for both hotels. Like-
wise, one executive committee will
be needed, rather than two, and
one director of sales will oversee

sales at both brands, making sure
that transient sales are directed
to the Aloft, while extended-stay
business is identified and then
finds its way to the Element.

Management also benefits
from getting more flexibility when
it comes to staffing.

“We’re able to cross-train
people to be able to work at either
of the two brands, depending on
occupancy on any given night,”
Assaf said. Housckeeping would
be one such example.

Of Indus Hotels eight hotels
in the Greater Columbus market,

two others are situated near the
OSU campus and Grandview
Yard. Both are part of Hilton
Worldwide, one is a Hilton
Garden Inn and the other is a
Hampton Inn & Suites. The two
are adjacent to one another, but
unlike the Aloftand Element, they
do not share a single building,

They will be part of the new
hotel’s competitive set, however.
So too will be a Hyatt Place and
a SpringHill Suites by Marriott,
both constructed in the past few
years. [
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@\ 2015 Premier Independent Lodgin

g Summit & Trade Show Event
Tucson AZ, March 15-17, 2015

Highlights:
March 15: Optional Activity, Reception and Networking.

March 16: Lauren Schulte of Elance-oDesk, Rachel Reardon of Mango Languages,
Peter Schwartz of Demeure, Frances Kiradjian of BLLA, Richie Karaburun of Roomer,
William Darrah of Travelclick, Steve Post of Amber Hotel Company, Bob Rauch of RA
Rauch & Associates & more.

March 17: Henry Woodman of ICE Portal, William Darrah of Travelclick, John
Manderfeld of Marin Management, Jeffrey Durham of The Passport Group, Joe
Wolosz of Haversack Hospitality, Paul Darrow of PHD Financial & more.

Discuss technology and services dedicated to independent hoteliers and activity
providers offering something for everyone. From the trade show that offers one-stop
shopping for every lodging affiliate to the networking and educational programs and
esteemed guest speakers, this is sure to be an experience you'll never forget. Enjoy
world-class activities, beautiful sunny Arizona weather, fresh air, and contemporary
southwestern cuisine.

With a cumulative of more than 12,000 members representing more than 24,000
hotels and 2400 activity providers in 170 countries, this event promises to be unlike
any other as well as the showcase event for the voice of independent hotel owners
and supporting independent activity providers in the hospitality industry all dedicated
to increasing the customer experience and driving top line revenue and bottom line
profit growth.

We look forward to discussing new and exciting trends in sales, marketing, technology and hospitality together.

Topics you won’t want to miss include:

+  How to Transform Your Business byTapping Into Silicon
Valley Technology

-+ Changing Travel Patterns and the Rise of Metamarkets

+ Leading innovators and disruptors driving revenue in
Boutique and Lifestyle space

- Compete using new and disruptive technology channels to
Lower Customer Acquisition Costs & Increase Customer Service

- How boutique and small operators can appeal to both baby
boomer and millennial travelers

- Discover how online marketing drives e-commerce through business
intelligence, internet marketing, websites and distribution

- Management tips and pitfalls for the independent hotelier

- Converting from Big Brand to Independent Save Steps, Time
& Money” and so much more!

You will have the opportunity to exclusively network with senior-level
representatives from leading hotel owners and developers, associations,debt
and equity providers, REITs and more.

Registration is Free. $99 Meal Package includes Welcome Reception with Cocktails, 2 Networking Breakfasts,
2 Lunches in Trade Show, Reception Banquet Dinner with Cocktails, and Cook to Order Dinner in Restaurant.

March 15-17, 2015 | REGISTER NOW | www.independentlodgingsummit.com
LODGING  Aon TT]{JQQO ECOLAB @wccow |CEPortal 4% Demeure” {3 TravelClick™
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