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Joyce lays out Choice growth plans; company unveils Ascend

continued from page 13
this great organization,” said
Jovee, who came on board offi-
cially May 1. * I'm excited about
the opportunity to find ways for
both of us to increase profitabil-
ity and growth.”

Jovee, a 26vyear veteran and
the former executive vp of glob-
al development and owner and
franchise services at Marriott In-
ternational, introduced himself
to the crowd first via a humor-
ous video depicting him trying
to get into the convention with-
out having a badge and only his
Marriot identification. The
gambit helped dispel some fran-

chisee doubis that their new
president was more corporate
than he was Choice and he was
greeted with cheers and ap-
plause once he took the stage.
Reinforcing the bit, Joyvee im-
mediately clarified his position.
“T've been at Marriott a long
time and Choice is not Mar-
riott. That is one of the things
I'm very excited about. The
" only focus of Choice is the fran-
and
has

chisees’ SUCCESS,

brands,

your
Choice strong
strong global marketing, a dis-
tribution platform that’s en-
vied by the industry and very
strong relationships with its
franchisees,”
kudos at Ledsinger.
“[Ledsinger] has been extraor-
dinarily successful and I want
to build on those successes and
create a platform for continu-
ing growth and profitability.”
Ledsinger maintains his cu-
rent role until October, at which
point Jovee will become presi-
dent and CEO and Ledsinger
will remain vice chairman.
Jovee let the audience know he
would look to raise the growth
bar even higher for the 10-
brand chain, which includes
Comlort Inn, Comfort Suites,
Quality, Clarion, Sleep Inn,
Cambria Suites, MainStay Suites,
Suburban Extended Stay Hotel,
Econo Lodge and Rodeway Inn.
Ledsinger, meanwhile, touted

he said, tossing

some of the high points he felt
he achieved during the past
decade at Choice. “Three ac-
complishments stand out for
me: the shared values we've de-
veloped, our continued focus
on your profitability and the ex-
pansion of our system,” he told
the audience, citing in particu-
lar the acquisition of Suburban
Extended Stay and the creation
of Cambria Suites.

He termed early returns for
Cambria as “phenomenal,” not-

Stacy Ragland, the new Ascend Collection’s vp

of operations, gives a champagne toast to debut
Ascend, which was formerly the Clarion Collection.
Joining her during the brand session were (left to
right) Choice’s Kevin Bradt, vp of brand planning;
Bruce Haase, executive vp of global brand

operations;

nd Allan Lockhart-Kane, vp of

intermediary marketing and Worldwide sales.

ing there are six hotels open. |

Thirty-one contracts were exe-
cuted for the brand last vear
and represent 4,077 rooms. Sev-
enty-two percent of the hotels
will be located in primary mar-
kets, with two in New York and
three in both Denver and Or-

lando, FL. Other growth mar |

kets San
Phoenix, Los Angeles, Chicago.
Minneapolis, Baltimore, Atlanta
and Toronto.

William Edmundson, presi-
dent of Cambria Suites, tout-
the brand as “the right
product in the right segment
with the right brand team be-
hind it. Cambria Suites is the
right evervthing.”

He noted, “there’s great mo-
mentum” behind the brand
and the next few
months product will open in
Indianapolis; Baton Rouge,
LA; Fort Collins and Pueblo,
CO; and at the Raleigh-
Durham International Airport
in North Carolina.
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Edmundson added there are
commitments
with several developers for ap-

also multi-unit
proximately another 40 prop-
erties that are not counted in
the pipeline.

Ledsinger also cited five key
areas Choice will concentrate
on to better compete in the
marketplace. These include
room condition, and notably
addr
Comfort
brands;

dards and a more disciplined

sing the Econo Lodge.
Cuality
L2 ;
ined stan-

and
de:

Inn
better

compliance process by utilizing
a third-party— LRA World-
wide— to conduct quality-assur-
ance reviews; more property-

specific data via enhancement
of the chain’s “Guest Insight
Systemn”; a more-active portfo-
lio-management process that
provides each property with a
tailored approach to franchise
services and improved field-
level support; and performance
initiatives, and particularly solu-
tions to ensure the Sleep Inn
brands

and Comfort Suites

maintain - consis-
tency and the Clar
ion brand is clear
Iv defined in the
fullservice arena.

Choice, noted that while the
company has changed its ap-
proach to the renamed collec-
tion, the vision for the brand

hasn’t changed. “It’s a group of

individual properties, each one
of them unique, but they share
a common purpose in ter
exceptional guest service,
Haase. "It's really about two
things with the Collection:

said
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Toward that end, | SI.“TES i

Choice renamed
the Clarion Col-
lection brand ex-
tension.  Choice
decided to raoll the
dice that a new
name and logo on
this eclectic group
of properties will
help beuer define
it within the com-

pany’s stable.

Ascend  Collec-

tion is the new

behind it.”

ns of

William Edmundson, president
of Cambria Suites, touted the
growing brand as “the right
product in the right segment
with the right brand team

According to Stacy Ragland, vp
of operations for Ascend Collec-
tion, the group will have a dedi-
cated service team and targeted
service delivery for members.

The membership group is
being separated from the core
Clarion brand as well o help

ease consumer confusion and
address the needs of ravelers
searching for the wpe of unique
experiences the Ascend proper-
ties can offer. Ascend also will
have its own click-through on
the Choice website,

Haase noted consumers are
looking for “authenticity” and
so-called “third places”™— some-
thing that is away from their
homes or offices, like a Star-
bucks. “"Collection really ad-
dresses the need for third
places. So thev can gather to
meet with friends and family.
It's an escape and we can pro-
vide the escape,” he said.

Garyv Smith, who owns the 74
State hotel in Albany, NY, told
HOTEL BUSINESS® the move
to better define the collection, of
which his hotel is a part of “was
something [Choice] needed 10
tackle head on. | think they're
trving 1o do that. I hope that it

moves the entire brand
and all the properties;
in it forward quickly.

I think prior 1o this it
was mired a litde bit
and there was a lot of
confusion.”

Smith added having
a dedicated area on
the Internet also will
be a boon. “1 think
bringing to li
identity of the

which

ual prope

it was always sup-
posed 1o be about, if
they're able w0 do
that— and it seems

sincerely that they're

trying— it will project
the entire enterprise

name for what is

being termed a membership af-
filiation and it will have a so-
phisticated black and white logo
to help bring its message for-
warel, “This name and strong vi-
sual really aligns well with our
program strategy and the di-

verse procuct that we have in
the system,” Kevin Bradt,
Choice's vp of brand planning.
“This new identity truly

repre

sents an upscale product deliv-

ering great guest experiences.

Bruce Haase, who was recently
promoted o executive vp of
global brand operations for

product that's unique, boutique
or historic and it’s about the
people who are in front of the
customers every day.”

Haase added the company is
embracing the diversity of the

collection even wl

it puts

s distribution
1p. “We
th

the "power™ of
systems behind the

really see it as the t of be

worlds, where an owner or de-
veloper of a unique, boutique
property can keep his [hotel's]
identity in place, vet tap into
the systems that Choice of-
fers,” said Haase.

forward,” he said.
As of March 31, Choice had
20 hotels open worldwide

and 1,082 under develop-

ment for r

an ag
544,293 rooms
“This is a company with real

oreod
R

potential— for international,

for the existing brands and ti

potential new ones,
The

pledged to the audience that

new Choice
under his leadership and his
sentor team, thev would “con-
tinue to relentessly focus” on
franchisees’ profitability and

[HB|

opportunities for growth.



