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Crowne Plaza Trumpets ‘Resurgence’

Rebirth...
Crowne
Plaza
unveils its
new room
renovations




LaBarresaid thatby the end of the
year, which s the culmination of

Crowne Plaza's renovation
program, more than half of the
brand's 193-property portfolio
would be updated.

‘Whatwe'rereallytryingtodo
is provide a more upscale and
contemporary product, changing
withthe needsof consumers,’ she
said, ‘and puttingmoneyintothese
propertiesina very difficult time.’
Business travelers don't want to
pay for things they don't need, so
spasarenolongerafocus; neither
are ‘multiple dining experiences,”
she said. ‘Whether you use these
things or not, you end up paying
for them,’ rather than investing
money in the guestroom.

‘Our customers don't have
those other areas so they end up
paying less because they're just
paying for the things they need
and use,’ LaBarre said, ‘It's a
smaller box. Of course. we focus

there was plenty of room, a true
lwxury in crowded Manhattan.
And the hotel is ideal for
meetings, the basis of the Crowne
Plaza philosophy. Crowne Plaza
aims for 40 square feet of meeting
space perguestroomsoit can fulfill

its positioning as ‘the place to

meet." Other, related principles
are guaranteed response to a
request for proposal within two
hours; a meelings coordinator at
each property, dedicated from
startto finish; and daily meetings
debrief to keep the event on time
and on budget.

‘We are meetings hotels,
said LaBarre. “That's kind of our
benchmark. We're not a cookie-
cutterbrand. We want the hotels
tobe reflective of the market that
they serve.

Full-service Marriofts and
Hiltons are Crowne Plaza's
competitors, but Crowne Plaza
costs less. T think we're reallv

well-positioned in the
marketplace for what's going on
in the economy today,’ said
LaBarre, ‘We're not the big-box
hotels; ourratestend tobe $10to
$20 below our competitors.
Industry RevPAR is down pretty
significantly, but Crowne Plaza
isgrowing RevPAR share against
our competitors. We are the
affordable, upscale brand.”
“We think we're on this
joumney to a ‘new normal,” Jim
‘Abrahamson said duringa dinner
atthe Crowne Plazathatevening,

Stopping in from the New York
University International
Hospitality Industry Iuvesuuetﬁu
Conference at the Waldorf-
Astoria, Abrahamson said i's an
exciting but terrifying time for
business.  Abrahamson s
president of the Americas, IHG.
‘We're not going to be
victimized by the economy,
Abrahamson said, citing an old
saw; ‘Sloppy seasdefine the best
sailors.’
Carlo Wolffis acontributing editor
for Asian Hospitality.



