
August 2009
www.resort-recreation.com 

DR. MICHAEL KASAVANA: PAYMENT CARD DATA SECURITY IS YOUR RESPONSIBILITY 

THE BUSINESS of EXCEPTIONAL HOSPITALITY

FF
E  

SHOW
CASE

IS
SUE

WHAT’S NEW:
Innovations in 
Hospitality Fitness

BE OUR 
GUEST
The Service Profit 
Chain In Action

SPA WORTHY
BOdY + SkincARe

Why One Resort 
Bagged Its RV Rentals

OUTOUTof theof the
BOXBOX



Energy efficiency can 
be very comforting
Energy efficiency comfortably leads to energy savings through Florida Power & Light Company’s free Business Energy 
Evaluation. More than 120,000 businesses have participated in the program since its inception. Let FPL’s experts 
evaluate your energy consumption and provide customized analysis with recommendations on specific saving solutions. 
We also have very inviting incentive programs that can save your company thousands of dollars in efficiency upgrades. 
Call your FPL Customer Manager or the FPL Business Customer Care Center at 1-800-FPL-5566 
to schedule your free FPL Business Energy Evaluation today.

www.FPL.com
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In an effort to spur leisure travel in the
United States during the fall and winter
months, the U.S. Travel Association is
partnering with the Travel Channel to
create a week-long primetime promotion
encouraging consumers to experience the
many extraordinary destinations our
country has to explore. The promotion
will take place the week of September 14. 

This inspiring block of U.S. program-
ming will re-introduce Americans to the
most cherished travel opportunities across
the nation, in their region and even in
their own backyard. 
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“Through this week-long promotion,
we’re looking to remind people of the
many remarkable destinations around the
country, and heighten the appreciation
for travel as being vital to both our well-
being and the strength of our economy,”
said Roger Dow, President and Chief
Executive Officer of the U.S. Travel
Association. “Despite the tough economy,
travel intentions through October are up
significantly compared with last year at
this time.”

In support of Discover America Week,
The Travel Channel will broadcast a solid

U.S. Travel Association Promotes Travel to U.S. Destinations

TANDEM PUBLISHING
9820 Ravine Ridge Dr. SE, Caledonia, MI 49316

Ph. 616-891-5747 / Fax 616-891-5669

RESORT AND RECREATION (USPS# 022-619) is published six
times per year by Tandem Publishing Co. Periodicals Postage
Paid at Caledonia, MI and at additional mailing offices.

week of programming in September 2009
dedicated exclusively to travel in the U.S.
The Travel Channel will feature episodes
filmed in the U.S. from some of its most
popular series. Among the several oppor-
tunities for destinations to participate in
this powerful and cost-effective program
are broadcast, short-form video and
online opportunities. Visit www.trav-
elchannel.com/discoveramericaweek to
watch a video overview of Discover
America Week. For more information,
contact Paul Cohen, (410) 224-7688,
paul@ partnerconcepts.com.

See the U.S.A.



Starwood Capital have announced
their intention to purchase Golden Tulip
Hotels. 

The agreement has been made in prin-
cipal and its expected to close by June
26th – a quick process. 
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China Architectural Engineering,
Inc. (CAE) (NASDAQ: CAEI), a
leader in the design, engineering, fabri-
cation and installation of high-end
building envelope systems, today
announced that it has entered into a
new agreement with Shanghai Nine
Dragon Co., Ltd. (http://www.ninedrag-

Starwood Purchases Golden Tulip

China Architectural Engineering
Announces New Contract to Build
Resort Near Shanghai

on.com.cn) to undertake the major proj-
ects located in the Nine Dragon Resort,
Zhejiang, including a seven star hotel, a
marine park and luxurious villas. The
total project value is expected to exceed
$500 million. The projects are expected
to commence in the second half of 2009
and be completed within three years. 

Once the closing occurs, Golden
Tulip Hotels will be brought into the
Louvre Hotel Group and make
Starwood Capital’s Louvre Group the
11th largest Hotel holding company in
the world.



6 | R E S O RT  A N D R E C R E AT I O N w w w . r e s o r t - r e c r e a t i o n . c o m

Hospitality Investment Still A Priority

HITEC Tackles Technology

The 2009 Hospitality Industry
Technology Exposition and Conference
(HITEC), held June 22-25 at the Anaheim
Convention Center in Anaheim, Calif.,
was attended by over 3,000 hospitality pro-
fessionals. The conference addressed tech-
nology issues related to the economy, social
media, green practices, convergence and
other topics relevant to today’s hospitality
industry. 

While attendance was down 28% from
last year, Frank Wolfe, CAE, CEO of
Hospitality Financial and Technology
Professionals (HFTP), was impressed with
the quality of attendees. "In comparison,
other industry trade shows have been down
by 40 percent this year,” Wolfe said. “It’s a
testament that technology investment is
still a priority." And Jay Williams of Clear
Sky Software observed that those who
attended this year came with a clear pur-
pose to buy, noting “Our prospects have
been high quality.”

HITEC featured new products, signa-
ture technologies and discussion on the
future of hospitality technology, including
a display dedicated to the latest in emerg-

ing club technologies. Terry Jones, founder
of Travelocity, discussed the importance of
digital relationships, emphasizing the mul-
tiple channels and opportunities that are
available to build a relationship and ulti-
mately capture customers. Additional ses-
sions included a panel of experts discussing
how they are using technology to battle the
tough economy. The conference closed
with IDEO's chief technology executive
Doug Solomon explaining how design
thinking in problem solving can be applied

to the hospitality industry. He asserts that
while design thinking starts and ends with
people, the key is to take an ethnographic
approach and look at behaviors, motiva-
tions and cultural environments.

New this year were the HITEC
Roundtables, where attendees were able to
share their thoughts, exchange ideas and
listen to what others are experiencing.
Roundtable topics included Twitter/Web
2.0, PCI compliance, mobile technology,
maximizing revenue during tough econom-
ic times and more.

In this issue, R+R presents one of these
technology topics relevant to hospitality
and recreation operations, beginning on
page 12. In our next issue, we’ll expand on
these topics even more as we look at tech-
nology applications from across the indus-
try, packaged in our annual Technology
Pavilion editorial section; be sure your sub-
scription is up-to-date to avoid missing the
next issue!
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Bio Kits For 
Healthy Aquatics

The fear of an outbreak of cryptosporidium
or the flu virus is a very real worry for water-
parks. PurePlay Waterpark Restoration has
created BioKits, which contain many ideal
products to help keep your waterpark sanitized
and your patrons healthy. PurePlay offers two
sizes, the BioKit 1k and BioKit 5k, each con-
taining products specifically formulated to
work in both wet and dry environments.
BioKit 1k was created for municipal aquatic
centers and smaller aquatics facilities, and
BioKit 5k was created for larger waterparks.
www.pureplaywaterparks.com

NNOO  NNEEEEDD  TTOO  TTEEAARR  UUPP
YYOOUURR  PPOOOOLL  FFLLOOOORRSS

IINNSSTTAALLLLIINNGG  DDUUAALL  DDRRAAIINNSS
SAVE $4,000-$8,000
You can comply with the new 

pool drain laws using 
The Unblockable Drain Covers™

Flow rated up to 975 GPM
Save money save work

Easy to retrofit over existing drains
A simple & inexpensive fix

The Unblockable Drain
Cover Company

www.unblockabledraincovers.com
johnszymanski99@hotmail.com

It doesn’t have to be big and
expensive to be fun.

800-890-0215
www.poolside.com

Mariner 10-103

U S A
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According to Jeff Coy and Amanda
McDaniel of JLC Hospitality Con-
sulting, hotel waterpark resort construc-
tion ended 2008 down 25% from 2007.
Though thirty-one such projects are
expected to be under construction this
year, this downward trend mirrors that of
all hotel types in the United States.  The
lack of bank lending on new hotel con-
struction pushed many of these projects,
including hotel waterpark resorts, back
into final planning, planning and pre-
planning stages.  

Growth of hotel waterpark resorts in
the U.S. reached highs of over 30% in
2005 and 2006 before the bank crisis put
a damper on this popular family recre-

ation concept. Hotels with indoor water-
parks continue to have an advantage over
hotels without indoor waterparks in terms
of generating incremental occupancy and
room rate revenue and profits.  However,
the economy continues to slump while
financial systems struggle for repair.  Until
a turn of the tide, all hotels and all indus-
tries suffer and the advantage of hotel
indoor waterparks is seen as slight.  

On a positive note, however, the
recession has led to price reductions for
materials used in construction projects,
such as steel, gypsum, lumber and
cement, according to economists.
Copper, which is used for pipes and
wiring has also become cheaper, drop-

ping from $3.50 per pound in July 2008
to $1.48 in January 2009.  

Bob Nagel of Architectural Design
Consultants Inc. (ADCI) of Lake Delton,
Wisc., expects a small upswing in con-
struction of indoor-outdoor waterparks,
amusements and family entertainment
centers in 2010 as compared to current
levels.  “The phone still rings with devel-
opers who are positively moving ahead
with their plans.  By the time we help
them finish with design-development and
they are ready for funding, we expect the
money will be more readily available,”
says Nagel, whose company has designed
more hotel waterpark resorts than any
other firm.

Hotel Waterpark Hiatus
Bank crisis slows travel, lodging and  new construction
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even a scallion. Place in oven or on the
grill; less tending, no turning, and the
results are perfect every time.  The con-
tents remain wonderfully moist.  Leave
it to your guests to admire the pretty
parcel and untie the wrap - a fine way
to enhance any menu.

These superior quality, natural woods
are certified under the Sustainable
Forestry Initiative (SFI).  Cedar is har-
vested in British Columbia, sugar maple
in Nova Scotia, Canada.  For more in-
formation visit www.frieling. com. 
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Wrap it! ... Grill it!
Easy Preparation with Gourmet Grilling Wraps

Table Spacing Matters More Than Size

food+beverage

Restaurant operators must strike a
balance between the desire to pack as
many seats as possible into the dining
room and the need to allow customers
appropriate personal space. Put your
guests too close together and they may
just eat and run. Two faculty researchers
at the Cornell School of Hotel
Administration tested the effects of
table size and spacing on customer satis-

faction and spending at a fine-dining
restaurant in New York City. The study,
by Stephani Robson and Sheryl Kimes,
is explained in a report from the Cornell
Center for Hospitality Research, “Don’t
Sit So Close to Me: Restaurant Table
Characteristics and Guest Satisfaction.”
Kimes and Robson found that for this
restaurant, putting tables about eight-
een inches apart seemed to make

patrons uncomfortable. Those parties
spent less money per minute than those
at widely spaced tables. Instead, the cus-
tomers were more satisfied when the
tables were three feet apart. Kimes and
Robson were surprised, however, that
seating parties of two at four-tops had
no noticeable effect on spending or sat-
isfaction, compared to those seated at
right-size tables for two.

Frieling USA has introduced a line
of natural Canadian hard wood grilling
wraps. Available in cedar and maple
woods, these paper thin wraps are ideal
for all types of food: meat, seafood,
poultry, vegetables, and cheese. The
wood subtly infuses food while it cooks. 

Making for a delightful tableside
presentation, what’s even better is the
easy preparation; a quick soak and they
are ready to go.  Simply place food in
the center of the wrap, roll up with the
grain, and tie with string (provided) or
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The Aliante Station Casino + Hotel is
teaming up with Sprint and MobileAccess
to provide a comprehensive in-building
wireless infrastructure and communications
solution for its guests and team members.
With 202 hotel rooms and suites, 14,000
square feet of meeting space, six restaurants
and multiple entertainment venues, the
new Aliante Station will ensure always-on
reliable wireless coverage for a variety of
applications throughout its entire facility. 

“This solution gives Aliante Station a
competitive edge in a town full of high-tech
resorts,” says Van Baltz, Chief Technology
Officer for Station Casinos, the company
that owns and operates Aliante Station.
“The new infrastructure provides an added

benefit to our guests by ensuring nearly
continuous wireless coverage no matter
what device they’re using and enables our
team members to stay connected wherever
they are in the facility. The multi-service
distributed antenna system (DAS) also puts
Aliante Station at the forefront of public
safety in Clark County by providing sup-
port for critical public safety cellular and
radio operations.” 

The multi-service in-building wireless
system is the first in North Las Vegas to
include capabilities for all major cellular
carriers, in-house two-way radio, Wi-Fi,
VoIP and public safety radio all on a single
DAS infrastructure. This new technology
also makes Aliante Station the first casino

to meet the updated public safety commu-
nications codes for Clark County and the
City of North Las Vegas. 

“Thousands of people who visit or work
at the casino and hotel use a wide range of
wireless services. This makes the ability to
support a multitude of communications
applications on a reliable network very crit-
ical,” says Mike Fitz, vice president, con-
verged solutions at Sprint.  

Cathy Zatloukal, MobileAccess CEO,
adds, “By equipping hotels with a single
infrastructure for all wireless voice and data
services, we’re helping our customers deliv-
er a world-class experience to their guests.”

For more information, visit www.
AlianteCasinoHotel.com. 

People Watch

Aliante Station Casino + Hotel Meets Newly

Adopted Public Safety Communication Codes
Sprint and Mobile Access Deliver Seamless, Reliable Mobile Connectivity Across the Casino

technology

The Inn at Bay Har-
bor – A Renaissance
Golf Resort, renowned
for its stunning lakeside
setting on the shores of
Lake Michigan’s Little
Traverse Bay, has
appointmented Chef Thomas Stava as
Executive Chef.

Karl Kruger has been
named vice president,
managing director of
Riviera Resort & Spa – a
Palm Springs resort
owned and operated by
Noble House Hotels &
Resorts. 

Stefano Gegnacorsi is the new General
Manager of Rocco Forte’s Hotel Savoy in
Florence. 

Benchmark Hospitality International
has named Greg Champion chief operating
officer. 

WATG’s Rhonda
Rasmussen has been
promoted to vice presi-
dent and firm-wide
director of interior
design. 

Wyndham Hotels and
Resorts has appointed
Danna Holck as general
manager of the 600-room
Rio Mar Beach Resort &
Spa, a Wyndham Grand
Resort in Rio Grande,
Puerto Rico. 

Hilton Hotels Corporation has appoint-
ed Matthew W. Schuyler as Executive Vice
President and Chief Human Resources
Officer. 

The Reefs Club, Bermuda, scheduled to
open July 2009, has appointed Nagma
Walker to the position of General
Manager.

Joe Eck has been
named the new general
manager for Wilderness
Hotel & Golf Resort in
Wisconsin Dells, Wisc. 

The Crossings, Austin’s premier green
destination and wellness spa has named
Alan Goldschneider as its new general
manager. 

Matthew La Vine has
been named General
Manager of Fess Parker’s
Doubletree Resort in
Santa Barbara.

WCI, Inc., a vertically integrated design
firm based in Portland, Oregon, has added
Tiffany Wilkerson and Cher Quigley as
Project Designer and Design Assistant,
respectively.

Thomas Stava

Karl Kruger

Rhonda Rasmussen

Danna Holck

Joe Eck

Matthew La Vine

+
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IAAPA Attractions Expo 2009
LAS VEGAS, NEVADA USA 
Conference: November 16–20, 2009
Trade Show: November 17–20, 2009
Las Vegas Convention Center–South Halls

The Main Attraction for Waterparks & Resorts

The Spotlight Is on 
Business Solutions 

At IAAPA Attractions Expo 2009, you’ll get 
direct access to the largest group of industry 
suppliers in the world, including waterpark and 
resort-specifi c vendors showcasing the latest 
attraction innovations. Network with colleagues 
and participate in targeted educational sessions 
for waterparks and resorts to discover ways to 
streamline operations, cut costs, conserve energy, 
and comply with safety regulations—all while 
providing a top notch guest experience. Come 
to Vegas and go home with valuable business 
solutions that can easily be applied within your 
facility, right away!
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Technology | By Michael L. Kasavana, Ph.D., CHTP

Myth Busters
Payment Card Industry (PCI) 

Data Security 

is your responsibility

t is mandatory that any resort property accepting
payment card settlement be in full compliance with
Payment Card Industry Data Security Standard
(PCI DSS) guidelines. Non-compliance can lead to
serious financial (fines) and operational (card

acceptance) penalties as well as expose guests to insur-
mountable monetary difficulties associated with identity
theft. The most frequently cited PCI DSS requirement that

hospitality operators fail to fulfill is
tracking and monitoring of access to
settlement network resources.
Resort management must be mind-
ful of the special vulnerability asso-
ciated with wireless transaction pro-
cessing and the need to safeguard
data through complex encryption
algorithms. There are two stages of
transaction settlement especially
prone to data tampering: data at-
rest (stored) and data in-transit
(transported). Surprisingly, the
majority of unauthorized data acqui-
sitions occur in real-time through
the eavesdropping of a payment
device and theft of proprietary
transaction data as it passes to or
through the payment network.

Cardholder Data

Cardholder data refers to any infor-
mation contained on a guest’s pay-
ment card or payment media (e.g.
fob, tag, dot, paykey, etc.). The

cardholder data may be in printed form (surface), digital
form (magnetic stripe), or embedded (chip) and typically
includes cardholder name, primary account number, and
account expiration date. There may also be additional sen-
sitive data for personal authentication and/or transaction
authorization. In general, no payment card data should ever
be stored and management must use technical precautions
to safeguard data during processing, settlement, and recon-
ciliation procedures.

I
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POS and PCI

Since a resort property will rely on a POS system for process-
ing, storing, transmitting, and/ or transferring settlement
information to an external source, it is the system subject to
PCI DSS compliance. Under PCI DSS specifications, all
credit/debit card data, account information, and transaction
detail must be kept confidential and safe from malicious
intrusion or interference. This is especially important since
accessible payment card information, in combination with
accountholder information, can lead to identity theft. The
2009 Identity Fraud Survey Report by Javelin Research esti-
mated the number of identity fraud victims in the United
States at 9.9 million, an increase of twenty-two percent over
the prior year. 

Version 1.2 

The PCI Security Standards Council (PCI SSC)
is a global, open industry standards body pro-
viding management of the PCI DSS, PIN
Entry Device (PED) Security Requirements
and the Payment Application Data
Security Standard (PA-DSS).

Version 1.2 of the PCI DSS standard is
intended to assist management with the
latest security challenges. This
update is the result of more
than two years of feedback
and suggestions from pay-
ment card industry stake-
holders and became effective
January 1, 2008. Version 1.2
includes clarifications and
explanations of the require-
ments that improve flexibility
to meet security challenges
while ensuring compliance.
The current version of the
standard did not introduce any
major changes to the original
twelve requirements that have
been included since PCI DSS
inception. What the newest
version did do is modify and
extend many of the business
practices associated with the
requirements in such areas as
wireless security and data stor-
age restrictions. The next ver-
sion of PCI DSS is slated for development in August 2010.

PCI Requirements

The objectives of PCI DSS are to: a) build and maintain a
secure network; b) protect cardholder data; c) maintain a vul-
nerability management program; d) implement strong access

control measures; e) regularly monitor and test networks; and
f) maintain an information security policy. In order to achieve
these goals, the following twelve requirements have been
established:
1. Install and maintain a firewall configuration to protect

cardholder data.
2. Don’t use defaults for system passwords / security parame-

ters.
3. Protect stored cardholder data.
4. Encrypt transmission of cardholder data across open, public

networks.
5. Use and regularly update anti-virus software.
6. Develop and maintain secure systems and applications.
7. Restrict access to cardholder data by business need-to-

know.
8. Assign a unique ID to each person with computer

access.
9. Restrict physical access to cardholder data.

10. Track and monitor access to network
resources and cardholder data.

11. Regularly test security systems and
processes.
12. Maintain a policy that addresses informa-
tion security.

Data security standards apply
to secure cardholder data that is
stored, processed or transmitted
by resorts and payment proces-
sors. PCI DSS requirements
have been developed and
refined based on security tech-
nologies and best business prac-
tices related to securing sensitive
information.

PCI Myths

The PCI Security Standards
Council has compiled a list of
numerous PCI DSS myths to help
management optimize protection
of cardholder data while ensuring
compliance with the standard.
Five of these common myths are:

Myth 1: Insufficient credit card

volume to require compliance.  

The reality is PCI requires that
any business accepting payment

cards – even if the quantity is one transaction – must establish
and maintain compliance.

Myth 2: Single vendor and/or product ensures compliance. 

The fact is, many vendors offer an array of software and serv-
ices directed toward PCI compliance. No single vendor or
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product, however, fully addresses all twelve requirements of
PCI DSS. 
Myth 3: Outsourcing card processing ensures compliance. 

Although outsourcing simplifies payment card processing, it
does not provide automatic compliance as card payment ter-
minals and data storage procedures must be compliant.
Businesses need to annually receive a certificate of compli-
ance from providers.

Myth 4: PCI compliance is an IT project.

While your IT staff can implement technical and operational
aspects of a PCI-related system, compliance is more than a
project with a beginning and end – it’s an ongoing process of
assessment, remediation and reporting. PCI compliance is a
business issue that is best addressed by a multi-disciplinary
team. 

Myth 5: PCI requires increased data storage.  

Both PCI DSS and the payment card brands strongly dis-
courage storage of cardholder data by resorts and/or proces-
sors. There is no need, nor is it allowed, to store data from
the magnetic stripe on the back of a payment card. If a resort
or processor has a reason to store printed (front-card) infor-
mation, such as name and account number, PCI DSS
requires this data be securely encrypted.

Summary

PCI security standards are technical and operational require-
ments established by the Payment Card Industry Security
Standards Council to protect cardholder data. The standards
govern all hospitality businesses, retailers, and organizations
that store, process, or transmit settlement data. Compliance
with this standard is mandatory and enforced by the major
card brands (Visa, American Express, Discover, JCB
International, and MasterCard Worldwide). Noncompliance
can lead to significant financial (fines) and operational (lost
of payment acceptance) penalties imposed by individual card
brands. As a result, resort management is strongly encour-
aged to ensure that all cardholder payment devices are PCI
DSS compliant.ource

The updated standard and supporting documentation for
Version 1.2 is available at www.pcisecuritystandards.org. +
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Cabins by Cianbro Construction
Point Lookout Resort, Waldo County, Maine

Point Lookout Resort, an amenities-laden resort in Mid-
coast Maine, was originally built as a different kind of 
corporate retreat, with 106 log-style cabins scattered over 
many acres of woods and hiking and jogging trails. The 
cabins, built by Cianbro Construction of Pittsfield, Maine, 
are more upscale vacation rental than rustic backwoods re-
treat – they’re considerably larger and better-outfitted than 
most standard hotel rooms. Blending comfort with deep-
woods serenity, they’re available in 1-, 2- and 3-bedroom 
configurations, and all feature an oversized screened porch 
complete with Adirondack chairs for the perfect summer 
evening respite.

Cabin interiors delight with floors, walls and ceilings  
of polished pine, air-conditioning, and deep leather chairs. 
Complete kitchens add another touch of home, with gas 
oven/range units and refrigerators.

Contact: Neal Williamson, Point Lookout Resort,  
207-789-2003, visitpointlookout.com 
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SEURA TV Mirrors 
Grand Geneva Resort

The Grand Geneva Resort in  
Lake Geneva, Wis. is undergoing  
a multi-million dollar renovation of 
which Seura’s new “magic” mirrors 
represent one design element within 
the warm décor. With the click of a 
remote, a high-definition 19” LCD 
television materializes on the surface 
of the bathroom mirror. With another 
click, it completely vanishes.

Gretchen Gilbertson, Director of 
Marketing at SÉURA, says “A product like a 
vanishing television mirror is memorable. Guests 
will recognize and remember the Grand Geneva as ‘the 
resort with the TV mirrors’.” Each unit includes a waterproof remote, as well 
as a wood frame chosen by Grand Geneva designers. 

Contact: Gretchen Gilbertson, Seura Director of Marketing, 920-857-9069 
or Patrick Hansen, Grand Geneva Managing Director, www.grandgeneva.com

Water Dump by 
Aquatic Recreation Co.
Bridgeport WV Parks & Rec Dept

The Sprayground at the Bridgeport Pool 
was a project aimed at revitalizing an aging 
municipal pool by creating a new, fresh and 
exciting element to the aquatics experi-
ence. Built in 1985, the pool was in good 
condition yet lacked the visual appeal and 
attraction of other local facilities, resulting 
in declining paid membership.

The Water Dump is just one of the 
Sprayground features that have become a 
huge draw of both school age children and 
toddlers, resulting in improved member-
ship acquisitions and renewals. In the first 
year of operation, the Water Dump and its 
complementary water features achieved 
quantifiable success:
• 49% increase in family season pool 
   pass sales
• 91% increase in the total number 
   of season pool pass sales
• 27% increase in attendance numbers
• 41% increase in concession stand sales

Contact: Amy Altman, Aquatic Recre-
ation Co. 952-345-6440 or Joe Shuttle-
worth, www.bridgeportwv.com
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Sculptured™ Collection 
wall panels by Architectural 
Systems, Inc
Silver Rain Spa, Ritz Carlton, Grand Cayman

Sculptured™ Collection wall panels, supplied by Architectural 
Systems, Inc., were chosen as a signature material for the locker 
room to provide a “healing waters” environment, creating a 
first indulgence of the senses even before the guest’s treatments 
begin. This ASI Wood Panels product, with its vertical notched 
pattern, is analogous to water passing through and around rocks 
carving random cuts into the stone and balancing the “soft and 
hard” impressions of those elements. The custom silver lacquer 
completed the dramatic waterfall effect. The Sculptured™ panels 
were applied floor to ceiling throughout the changing room, 
including an innovative use as door fronts for the lockers. 

Sculptured™ Collection $15.95-18.95/SF

Contact: Larissa Nahari, Architectural Systems, Inc. 212-206-
1730, or www.ritzcarlton.com/en/Properties/GrandCayman/Spa

UniMac Laundry Equipment
Casino Royale & Hotel, Las Vegas, NV

As part of their recent guest room renovations, the Casino Royale & Hotel 
incorporated luxury bed linens into the overall décor transformation.  
UniMac distributor AJ Industries redesigned the laundry and provided 
equipment to improve efficiency, reduce overall processing times, and handle 
the wash volume associated with the new linens program.  Most of the exist-
ing equipment had reached the end of its useful life, and supporting systems, 
such as water heating and water softening, needed a major overhaul. 

Central to the upgrade were three, 55-pound capacity UniMac softmount 
washer-extractors and three, 75-pound UniMac drying tumblers. Program-
mable controls enable Casino Royale to fine tune wash cycles and reduce 
water consumption. In addition, the 419 G-force final spin speed greatly 
reduced drying time and, as a result, gas usage. 

Contact: Randy Radtke, UniMac, 920-748-1769, or Chuck Wood,  
www.casinoroyalehotel.com

Hacker Sport 
by Hacker Boats
Boathouse Bed & Breakfast

The Boathouse Bed & Breakfast, a restored historic private 
home on Lake George, NY, offers breathtaking views, rustic 
lakeshore elegance and lake tours in a stunning, handcrafted 
wooden boat made by Hacker Boats. The home’s former owner 
was 1930’s champion speed boat racer George Reis, and the 
current owners wanted to recapture the elegance of that era.  
The 33-foot Hacker Sport is a blend of nostalgia and superior 
engineering, featuring a sleek, contoured mahogany exterior 
combined with powerful modern marine technology.

“We had the privilege of watching the boat being built, and 
we were impressed with the craftsmanship,” says Joe Silipigno, 
owner of the Boathouse B&B.  A lake cruise on a Hacker boat 
provides guests with an elegant, memorable experience.  

Contact: Hacker Boats, 866-540-5546 or Joe Silipigno,  
www.boathousebb.com
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Select LX Artificial 
Grass by ForeverLawn
Universal Studios City Walk

At Universal Studios City Walk in Or-
lando, Fla. the natural grass in the outdoor 
amphitheater was damaged by heavy use, 
such that sod needed to be replaced after 
every event.  Universal installed Select LX 
artificial grass by ForeverLawn as an attrac-
tive, functional landscaping alternative that 
offers a consistent appearance and performs 
well under high traffic.

Select LX has lush, fine, durable 2-1/8-
inch blades and dense construction, allow-
ing it to be used in all weather conditions 
while also reducing maintenance costs. 
Installed over crushed aggregate, it provides 
sufficient drainage in rainy weather and 
features a tan thatch to enhance its “natural 
grass” appearance.

Contact: Donna Kent, ForeverLawn,  
505-217-0177 or David Turner, Supervisor 
of Landscape Technical Services,  
www.universalorlando.com

Swarovski Crystal Fireplace
Napoleon Fireplaces & Grills

Napoleon Fireplaces recently introduced its LHD50 Limited 
Swarovski Edition, a gas, direct-vent fireplace featuring an em-
ber bed filled with authentic Swarovski crystals.  The Swarovs-
ki edition is available in a one-sided or two-sided unit to fit 
most any room, and at approx. $15,000 is ideal for hospitality 
as an elegant and luxurious design statement.  
David Coulson of Napoleon Fireplaces & Grills says the 
Swarovski fireplace “is evidence of Napoleon’s and Swarovski’s 
shared passion for cutting-edge technology, contemporary 
design and artistic craftsmanship.”

Contact: David Coulson, Napoleon Fireplaces & Grills, 
www.napoleonfireplaces.com
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The Refinishing Touch – 
for Starwood Hotels & 
Resorts Worldwide
Ballantyne Hotel & Lodge

The Ballantyne Hotel & Lodge in Charlotte, NC took an 
environmentally friendly approach to their recent guest room 
renovations when converting its 230 rooms to LCD televi-
sion technology and refreshing its guest room décor.  Rather 
than purchase new furnishings or undertake demolition and 
reconstruction, the Ballantyne chose to refinish existing guest 
room furniture, including the armoires, luggage racks, mini-
bars, chairs, desks and nightstands. Existing entertainment 
armoires were even modified to accommodate the new LCD 
televisions.

By reusing and refurbishing instead of buying new, the 
Ballantyne saved over $400,000 and generated approximately 
285 fewer tons of CO2.

Contact: R. Mario Insenga, The Refinishing Touch, 
800-523-9448 or Steven Kalczynski, Ballantyne, 
www.ballantyneresort.com

Aquabow by Empex Watertoys 
Sembawang Shopping Mall, Singapore

Sembawang Shopping Mall discovered a creative means of 
increasing the amount of time and money shoppers spend at 
its stores by implementing a rooftop water playground, coupled 
with a dry playground, where children can play while their 
parents shop.

Central to the water playground is a unique new line of wa-
ter play products by Empex Watertoys, called Aquanetics. The 
Aquabow feature is an AQUATON® spray suitable for shal-
low pools and water play applications without standing water. 

Water is pumped through 12 cone sprays around the curved 
bow, creating a tunnel effect with a soft spray. Units can be 
used as single installations or in multiples to extend the tun-
nel. On sunny days a rainbow effect appears in the spray. (See 
our ad on Page 30)

Contact: Wyeth Tracy, Empex Watertoys, 905-649-5047
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Pacific Yurts
Normandy Farms Campground

Normandy Farms Campground (Foxboro, Mass.), was looking to complement 
its RV and cottage rental offerings when they discovered the Pacific Yurt, a 
lightweight, low-cost, state-of-the-art version of the ancient shelter used by 
Central Asian nomads. The modern yurt retains the sense of wholeness of 
the ancient form while delivering the structural integrity, longevity and low 
maintenance demanded by modern users. The 24-ft. diameter yurts offer com-
parable square footage to cabins, and the interior includes a 32” flat screen TV, 
fireplace, private bedroom with double bed, full kitchen and bath.  

Kristine Daniels, Normandy Farms owner, says, “We introduced our first 
yurt a few years ago with such an outstanding reception from our guests that 
we’ve now eliminated our RV rentals and offer only yurts and cabins.”  

Contact: Pacific Yurts, 800-944-0240, or Kristine Daniels,  
www.normandyfarms.com

Merit carpet by Durkan
Proximity Hotel, Greensboro NC

To provide travelers with an inspiring yet restorative environment,  
Proximity Hotel’s Merit carpet by Durkan offers a contemporary design 
born from sustainable practices, products and resources, energy efficient 
systems, locally sourced products and vendors, and recyclable construc-
tion waste.  Durkan specifies products that fit into their clients’ design 
guidelines as well as those that contribute to LEED.

The Proximity is currently the only hotel to achieve LEED PLATI-
NUM CERTIFICATION - the highest designation - and operates with 
over 70 sustainable practices in place, including solar panels that heat 
over 60% of the water used by the hotel. 

Contact: Dianna Mennemeyer, Durkan, 678-355-5786, or 
Dennis Quaintance, www.proximityhotel.com
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Spa Worthy | By Amanda Anger

Summer Body and 
Skin Care

Equavie Be Slim Drink
Need a little help fighting fat and slimming down? Equavie’s new Be Slim Drink
features ingredients with exceptional contouring properties that can help
reveal your ideal body!

An unhealthy lifestyle, stress, lack of exercise, pregnancy, and menopause
can all lead to weight gain. Equavie Be Slim was specially designed to assist
slimming by attaching both sugar and fat storage. Decaffeinated green coffee
contains chlorogenic acids capable of significantly reducing the levels of
sugar in the blood and ensuring the breakdown of fat. This makes it a great
ally in helping you obtain your ideal body. Green Tea offers many components
(vitamins, polyphenols, etc) with properties renowned in traditional Chinese
medicine. This true contouring aid helps eliminate water, facilitate weight loss,
and contains no sweeteners or preservatives. Suggested retail $39.50  

Contact: mgarand@phytomerusa.com

Relastin Skin Revitalizer
Looking for the perfect warm weather moisturizer? Look no further – the
Relastin Skin Revitalizer is a light facial treatment perfect for spring and sum-
mer weather. While winter’s dry air requires a heavier cream, warm weather
brings increased humidity, which can cause perspiratin and breakouts. This
light Skin Revitalizer leaves skin feeling clean and not greasy. 
As an added benefit, the Skin Revitalizer has slight exfoliating effects, helping
to reveal smooth, even, younger-looking skin. It contains Relastin’s patent
pending Zinc Firming Complex™, which penetrates skin’s upper layers to reach
the dermis, where it helps the body produce more elastin, the connective pro-
tein that makes skin spring back. Immediately after using the Skin Revitalizer,
skin looks and feels soft and hydrated, without being greasy. 

Contact: ashley@trentandcompany.com

Day Rainew by April Rain Skin Science
Day Rainew has an unparalleled 16 free-radical fighting antioxidants that provide super-defense
against the sun and create wrinkle-resistant skin.  Day Rainew has the highest concentration of pep-
tides and neuropeptides, with an unsurpassed 29.5 percent HydroPeptide-DR.  HydroPeptide-DR is
among the most powerful collagen-boosters and wound healers found in skin care and is respected
for its rejuvenating and healing properties. The super defender Day Rainew is like a multivitamin for
skin, supplying a recommended daily quota (RDQ) of key elements that shield skin from wrinkle-caus-
ing free radical attack.  The multifunctional antioxidants and vitamins defend against sun damage and
environmental assault while promoting skin cell regeneration.

Contact: jdotterweich@aprilrainskinscience.com or visit http://aprilrainskinscience.com
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Frontline Tactics | By  Joe Wheeler

Be Our Guest
or over 10 years the service profit
chain has powered the profits of the
world’s leading hospitality organiza-
tions. Now companies like Fairmont

Hotels & Resorts and Harrah’s Enter-
tainment are creating the next evolution of the
chain: employee and customer ownership.

In its simplest form, the service profit chain is
about developing a working environment in
which carefully selected employees interact with
customers to create customer value far superior to
that offered by the competition. At Fairmont
Hotels & Resorts, management has studied the
relationship between employee engagement and
quality of service and found that hotels with the
highest employee engagement scores also have
the highest guest service scores. 

Fairmont’s operational philosophy, as
described by Carolyn Clark, Senior Vice
President of Human Resources, characterizes the
service profit chain perfectly. "We believe that
talented and engaged colleagues will provide
memorable service and create guest loyalty, which
in-turn drives profitability and long-term sustain-
ability," says Clark. Fairmont’s Employee
Engagement Survey uses three indices to measure
employee ownership. Their 2007 study revealed
that the Emotional Index had the strongest corre-
lation of the three. As Clark explains, “It meas-
ures the ‘heart’ and the ‘will’ of Fairmont employ-
ees that is so critical to creating an emotional
connection with their guests.” Hotels in the top
10% on their Emotional Index score demonstrat-
ed a 12% improvement in their Richey score -
and better results in terms of revenue and prof-
itability.

The Service Profit Chain in Action

Harrah’s Entertainment is the largest gaming
company in the world, operating over 40 proper-
ties and 38,000 hotel rooms. “We use the service

Forging the Next Generation 

of the 

Service Profit Chain F



A u g u s t  2 0 0 9 R E S O RT  A N D R E C R E AT I O N | 25

(top box customer satisfaction) score the previous year over
the current year. It is reported company-wide quarterly and
tracked down to the individual department level. This is
important because not all customers are as valuable as oth-
ers. Diamonds, for example, represent a lifetime value to
Harrah’s that is 53 times that of a Gold customer and 4 times
that of a Platinum customer, yet they represent only 5% of
the total population of customers. When combined with
Platinum customers, only 15% of Harrah’s customers drive
85% of ‘rated’ or tracked play revenue which now represents
over 80% of Harrah’s total revenue.

A second dimension to this is the actual impact that a total-
ly satisfied customer has on the business. Customers who had
rated Harrah’s a “B” on overall service the preceding year and
maintained that B rating the following year demonstrated an
improvement in profitability of 10 percent. Since the customer
did not perceive a change in the service experience, it was
clear that this 10 percent improvement in profitability was
attributable to marketing or product enhancements. But those
customers that moved their top box satisfaction rating from a
B to an A also increased their revenue to the company by 22
percent. This incremental 12% improvement in revenue was
clearly attributable to the service experience and helped build
the case for developing Harrah’s service strategy. 

resentatives, and frontline managers to identify what differ-
entiated their best-performing employees from the average
performer. 

2. Lead with the Best: Sixty percent of all management
positions are filled internally, owing in part to the company’s
commitment to leadership development. As CEO Chris
Cahill told us, “I don’t want our new manager recruits to be
40 years old when they get their first general manager jobs. I
want them to be a GM within ten years of when they join us.
This means getting them moving fast, every twelve to fifteen
months. This is succession planning, and for me, this is our
fuel.” 

3. Train and Develop: Fairmont’s investment in educa-
tion begins with orientation training and includes technical
and interpersonal skills development. All of this is part of a
comprehensive career development program.

4. Recognize and Reward: In January of 2007 Fairmont
reenergized their recognition program under the umbrella of
Memory Maker. With this program they recognize two
employees each year at each property, financing $5,000 to
help make their dream a reality. One employee winner last
year needed a new kitchen floor, and another hoped to take
her mother to London. Memory Maker made both of these
dreams a reality. BusinessWeek recently recognized Fairmont

 

Figure 1 - The Service Profit Chain at Harrah's Entertainment

profit chain extensively,” says Gary Loveman, Harrah’s
CEO. “It’s the most widely referenced framework in the
company. If you were to ask a front line supervisor, a super-
visor trainee, a manager, a general manager what concept is
in the back of their minds when they think about the busi-
ness, they’re going tell you the service profit chain.” 

Harrah’s actually manages each link in the chain and has
added specific measures that fit their business, as presented
in figure 1.

Notice the measure under Customer Satisfaction: % “A”
Growth. This measures the degree to which Harrah’s is con-
verting customers that give them anything less than an “A”

Fairmont’s Service Plus Strategy 

Fairmont’s Service Plus strategy represents the company’s
philosophy and framework for creating a culture dedicated to
creating memories for its guests and has earned the recogni-
tion of being an employer of choice. There are four key
elements to Service Plus: Select the Best, Lead with the Best,
Train and Develop, and Recognize and Reward.

1. Select the Best: Like all service profit chain leaders,
Fairmont begins by paying careful attention to those they
attract and hire. Carolyn Clark worked with the Gallup
organization to develop a selection process by interviewing
high performing employees including servers, front-desk rep-
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Hotels & Resorts as one of their
Customer Service Champs for
2008. Memory Maker was fea-
tured as an example of why they
were chosen. 

Integrating Marketing and CRM

with the Service Profit Chain

In 1999, Harrah’s Laughlin, Nev.
Resort Casino and Hotel began to
face stiff competition. Revenue
had flattened and customer satis-
faction scores also had leveled off,
triggering a fall-off in employee
bonuses. For the previous two
quarters, employees had received
no bonuses despite being the high-
est-scoring property in the compa-
ny, with 55 percent top-box cus-
tomer satisfaction scores. John
Koster, the new general manager of
the property, comments, “There
was a belief by many of our staff in
Laughlin at that point that we had gone as far as we were going
to be able to go. We had to take an aggressive stance on hold-
ing our staff accountable for the service behaviors that they
were supposed to be embracing.”

To combat Laughlin’s sliding market share, Koster used
Harrah’s customer relationship management (CRM) system
to identify the most valuable guests from a total rewards
loyalty database of more than 40 million customers across
the United States to suggest who would respond favorably
to an offer to spend a complimentary weekend getaway at
Harrah’s Laughlin. 

He expanded Laughlin’s air charter program and
redesigned the arrival and departure experience. First, the
casino bought new buses and met customers at the airport
rather than run the risk that customers might rent autos
and stop at other casinos on their way to Harrah’s. As the
bus arrives at the property, guests encounter a party atmos-
phere day or night, including music, drinks, and an oppor-
tunity to have a picture taken with a showgirl. To banish
the need for customers to wait at the registration counter,
their room key packets are ready upon arrival. Instead of
heading to bed, guests often headed to the restaurants, bars,
and casino.

In less than fifteen months’ time, customer satisfaction
scores rose by eight percentage points, an increase that was
unheard-of at Harrah’s. Bonuses once again flowed. And
the success continued to feed on itself, so much so that
Harrah’s Laughlin doubled its growth in earnings in only
three years. 

In embracing the service profit chain as their fundamen-
tal operation model for delivering value to employees and
guests, Fairmont Hotels & Resorts and Harrah's
Entertainment have achieved a level of commitment that
can be described as "ownership" - the next generation of
the service profit chain. +

SAVE THE DATE: PROFESSIONAL NETWORKING AT ITS BEST
RCRA 29th Annual 

National Conference
Registration 

November 8 – 11, 2009
Kiawah Island Golf Resort

Kiawah Island, South Carolina

The Resort and Commercial Recreation Association is a 
powerful networking tool for those in commercial recreation.  
Our professional peer network can help raise the 
quality and profit of your operation.

In addition to Resort + Recreation magazine, we have even more
great services for members including: RCRA Monthly Updates, 
Job Placement Service plus national and regional conferences.

Membership in RCRA will help you: develop a professional peer 
network, learn about new profit center developments, master new
management techniques, fill position and intern vacancies, 
and tap a tremendous resource of new program ideas.

For more information contact 
Bruce Boliver, President: Bruce.Boliver@sru.edu
or check us out on the web @ www.rcra.org

• Over 20 Education Sessions
• Product Exhibits
• Largest Job Fair/ Interview

Sessions 
in the Industry

• Social and Networking
Opportunities
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What’s New: Fitness | By Bryan Green

IHRSA 2009 
he economy has the industry in a bit of a holding pat-

tern where the future is concerned. However, it is clear
from what attendees saw on display at the International
Health, Racquet and Sports Club Association’s annual
convention and trade show that manufacturers and indus-

try professionals are focusing their efforts on expanding the evo-
lution of the digital platforms introduced in 2008. A handful of
products at this year’s show are unique for their relevance to the
needs of hospitality and resort-based fitness environments. 

Virtual Fitness 

Virtual reality technology has brought the once-divergent worlds
of digital gaming and fitness together. The results are entertain-
ing, individual training platforms that offer a host of resources
and place users in unique virtual environments at the push of a
button.  

One particularly strong product is the E-Spinner by Star Trac.
The E-Spinner represents one of the first examples of a conven-
tional cardio-vascular training mechanism modified into an
instructional, simulated group-exercise experience for the indi-
vidual, without the need for a live instructor.  The product is a
top of the line spinning bike combined with a full color, touch-
screen monitor. Once on the bike, the rider plugs in a pair of
headphones, straps on a heart rate monitor, and a world of
options appear, including instructors and training programs to
suit the user’s preferences, conditioning and goals.   Perhaps the
greatest feature of this new bike is that your guests can bring their
own iPods and dock into the monitor so that the system can inte-
grate their favorite Playlists right into the pace of the workout!
Bottom line, the personalized training and exercise experience
delivered here is one-of-a-kind and bound to wow your guests.
You’ll likely need to add a couple.  Surprisingly, they sell for less
than the average treadmill or elliptical, so in today’s market this
might just be the best way to update your current fitness offering
without the capital costs of an extensive renovation.   

Another company gaining a lot of attention is I-Tech Fitness
and its XRKADE. The XRKade is similar to a gaming system
found in an arcade setting, and it allows the user to choose a
variety of games that are based on different forms of exercise or
activity.  For example, a user could engage in a full-blown
karate battle, surf Hawaii’s majestic waves, cycle through the
European countryside or participate in a high-energy dance

E-Spinner's full-color touchscreen monitor makes a simulated group
exercise experience possible for individuals without a live instructor.

TInnovations For 

Hospitality Fitness
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competition – all from a single XRKade
machine. Though originally conceived
and created in response to the childhood
obesity crisis as a means of getting chil-
dren to be more active, the XRKade is
fun for everyone. Thus, it is an ideal
solution for family-vacation travelers.  

In addition to the space-saving and
“limited- to no-staffing” benefits provid-
ed by the E-Spinner and XRKade prod-
ucts, they provide potential for new rev-
enue if offered on a pay-for-use basis.
Creating a Fitness Suite or allowing
guests to rent these units in-room on an
as-requested basis may prove to be
another great way to keep up with the
growing guest demand for fitness. With
the support of basic, yet effective, in-
room and in-facility marketing collater-
al (e.g., brochures, one-sheets, posters,
etc.), a facility can create excitement
and demand for these innovative new
products, driving usage and revenue.

Gaming-based fitness programs have
become very popular with consumers in
residential environments, thanks to
products like Nintendo’s Wii-Fit.  These
products are providing consumers, who
in many cases avoid the traditional

health club experience, an entertaining
way to get fit and stay fit. The evolution
of these residential products has paved
the way for hotels and resorts to offer
similar solutions. Suddenly, fitness-
driven revenue streams are not limited
to the fitness center itself, but can
expand to the in-room experience.
Hotel, villa and condo operators should

be considering the addition of products
like Wii-Fit as an in-room guest option.

Multi-Purpose Space Savers

The digital revolution isn’t at the heart
of everything new in fitness.  Other
manufacturers have developed products
that are extremely practical and unique-
ly applicable to the hotel, resort and
hospitality environments. 

Precor has introduced its new “S-
Line” of strength circuit-training equip-
ment. The S-Line machines work
extremely well for hospitality fitness
centers, whether you are designing new
space or reallocating existing space, as
these machines are low-profile and ideal
for smaller rooms where maximizing
space is critical. The line is very user-
friendly and doesn’t require an extensive
learning curve for effective use – an
ideal feature for hospitality applications,
since users are often in and out; this
ensures they can use the product suc-
cessfully, right away.  

Another innovative product, the
XTrainer from SportsArt Fitness, is a
multi-purpose product that offers a legit-
imate total body workout. The XTrainer
XT20 and XT50 both combine a recum-
bent bicycle with an upright rowing
machine, providing a challenging and
effective upper and lower body workout.
So often, cardio-vascular machines such

Precor's low-profile S-Line circuit machines are a good fit for hospitality's limited-space 
applications.

The XRKade, with its varied product applications, provides potential for new revenue when
offered on a pay-for-use basis. 
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as treadmills, recumbent bicycles or stair
climbers only focus on the lower body.
But the cardiovascular benefits of chal-
lenging the upper body are incredibly
important.  The XTrainer targets both. 

Once again, since space considera-

tions typically limit the number of
machines or “exercise stations”  in a hos-
pitality setting, products like the
XTrainer can do the job of what would
normally take a couple of machines to
achieve.  In addition, the XTrainer line

features a user-friendly interface, allow-
ing the guest to choose from a variety of
program options with step-by-step
instructions that make it easy. 

Today’s fitness providers are striving
to meet guests where they are, no matter
their current fitness level, age or dexter-
ity. Whether high-tech products based
on the integration of digital technology
for added interest, or incredibly simple,
practical yet highly effective options for
more serious fitness-minded guests, hos-
pitality suppliers continue to innovate
to offer your guests new and valuable
solutions to getting fit. +
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