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Hotel Business.

Widespread redos give Crowne Plaza brand rebirth

By Sterani C. O'Connor

NATIONAL REPORT—With 50%
of its portfolio expected to com-
plete major renovations by the end
of this year, Crowne Plaza Hotels
& Resorts is enjoying what parent
company IHG terms a resurgence
at its properties across North and
South America. “We feel like our
brand is being reborn,” said Gina
LaBarre, vp of brand management
for CP in the Americas.

Several years and millions of in-
vestment dollars by owners of the
full-service hotels have changed
the look and offerings of the meet-
ings-centric brand. “We are able
to provide a more upscale and
contemporary product. And if you
look at Crowne Plaza relative to
the upscale segment, our rates are
more affordable, which is perfect
for what's going on in the economy
today,” LaBarre said.

LaBarre added that she’s seen a

The coffee-counter feel of the bar at the Crowne Plaza Times Square in New York has
been replaced with an expansive, urban design.

*With the whole AIG effect, peo-
ple are really looking for value
over excess,” she said, noting busi-
ness services and amenities similar
to upper-upscale hotels are readily
available at CPs, but that guests
aren’t paying for “the extra stuff
[they|] don't need. We feel good
about where we're positioned.”

lot of “trade down” into the brand. | That positioning and demand

apparently has been abetted by
the property revamps. For exam-
ple, the 20-year-old Crowne Plaza
Times Square in New York under-
went an $85-million renovation
that included most aspects of the
770-room property and, at press
time, has been able to achieve
double-digit RevPAR gains every
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