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INSPIRING PROFITABLE FOOD AND BEVERAGE IN HOTELS, RESORTS, AND CASINOS.

REMIER

S LNE A G U E

iéétern Premier’s high-scoring,
‘eustomizable breakfast buffet has
‘guests ‘and owners cheering.
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' BREAKFAST

W “We were looking closely at addressing our own guest needs, and not following what other
brands in our comp sef were doing In their breakfast programs,” says BWP's Tricia Fischenich
(left) pictured here with BWP's Michael Lunday and Dana Newman outside BWP in Katy,
Texas. Photo courtesy of Tommy Flanagan

L EA GUE -

Best Western Premier scores with a robust
breaKkfast buffet and guest satisfaction to match.

BY MICHAEL COSTA breakfast programs, while many upscale
brands charge a nominal fee as part of

o pay or not to pay? That is their business model. But at the upscale
the question many travelers ask Best Western Premier (BWP), owners
when factoring in breakfast can choose to charge (or not) for their
before choosing a hotel. Within breakfast buffet, giving them flexibility

the crowded select- and limited-service to maximize their market.

category are myriad complimentary “In our comp set, a breakfast buffet
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usaally costs between $12 to 515, but
here it's complimentary and comes as
part of the room charge,” says Raju
Marayan, owner and GM of BWP
Energy Corridor in Kary, Texas, one

aof the highesi-rated properties in the
is better than our comp set and is the

buffet, where it'll cost abowut $30 per

Specialized Staffing

Bos Waslarn Pramier aschaws muli-lasking labar fo improve gues!
intaraction,

Labor in F&B has been the single-meast presting fapic in the industry
fex necrly o decade, ond while lechnology tries to sobve some of the
shortearings, mony brands hove traned i staff to rmulfi-iosk oo
wiy te cut cests—Hhink of the front-sek attendont wha doubdes os a
bortender ar cook 1o offsst a propesty’s labar Ernitatians.

Buit at Best Westam Premies (BWP), emgloyess one speciolists,
asserriled srotegicaly of breakfast and dusing evening senices to
Frciibe guest intaroclion ond eicil fesdbock.

“Todoy we hisve very Tew oppafunifies o engoge with custamers,
due te mobile check-ingcheck-outs, whene guests byposs the front
clesk during their stay. The anly firme we really have 1o engoge with

Them & during hoppy Roul o manager's receplion in the lobby, ond
o breokdos,” sovs Ran Pohl, SVP ond COO al Best Westam Hatels &
Resorts. A1 our Prarmier brond, we heve the Trant desk manoges G,
solespeapls, and FRB aftendants out thees in these spoces 1olking 1o
customen and osking about their deny. This affen leads fo repeal and
group business, ond cerfainly helps our Teedbock scores. We've raclly
targeted that ai o key serice expeience that diferentiates us in fhe
rcrst.”

Al the 92-tocen BWP Energy Comder in Katy, Texas, ownes and
M Raju Marayan implements his sialegy af breckiost, "1 hove one
persnn in ihe Kiichan who cooks and cleans, ofe paenson al the omelel
stofion, ond ane pemen in the font af fhe heuse who i our Breokdost
Ambosiodor. Thol peson foke ordaerns, replanihas coffes, dalvers
amalets o tobles, ond picks up dishes. AT e sarme time, ey e
Talking o guests, ond moking sue i shay wos OK. T cusformers
e complants, we con offen fis hem on he gaol. Most Rely, my
brreckias stall will be the lag people customens see bafane checking
aul, 36 if here were ksues during Ther stay, It's our last chanes 1o
coteh herm befone They leave the properhy.”

Moroyon B not a fon of mulf-losking stafl os o woy o sove labat
reasoning that the lock of speciization con be datimental fo the
avdarall guest experisnce. “We don'T mik up our deportments, and
wea confinualy irain our employess becouse the boand standoeds ane
s higgh. We're nat gaoing To ok someone 1o werk o breokfast shift,
Trweer funn arcund and work anciher mmﬂhﬁ&ﬂﬂ&,ﬂwtﬂm
both jabs at fhe same fime, There's not enough physcal ond mental
ErcarchwAciti Tear T b week in Pwie Separtments o pertoenm o s
level we expect Tram o custamer-iocing slandpeint."—MC
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BWTP portfolio. “1'd say our breakfast

equivalent of 2 major brands breakfast

person ance tax and tip are factored in.”

Approximarely 44% of Morth
American BWPs charge for breakfast,
but the guest scores are high regardless
of whether it’s free or for a fee. The
micst recent survey nambers from Best
Western—which are collecred on a
scale of 1 o 10, with %5 and 10s being
the only numbers entered imto the
final metrics—show the overall guest
satisfaction score (the experience of
the entire stay) for BYWP at 71.7%,
compared to the aggregate score of
BEWF, Best Western, and Best Western
Plus, which is §1.7%.

EWP breakfast-only scores for
properties that charge are at 65.6%,
while those that offer it complimentary
are 69.5%. The overall breakfast
sarisfaction scores ar BWP—combined
complimentary and pay—stand at
T4.3% for the current year. Twelve
mionths ago they were 70.7%, and in
2015 they were &6 8%

“Those %5 and s represent the
highest imtent to recommend the
brand and its breakfase to athers,”
says Michael Lunday, senior manager
worldwide sales and hotel sales
aptimization, Premier Collection at
Best Western Hotels & Resorts. <We
really hit on the service level, the food
quality, and the overall variety. From
a complimentary breakfast standpaint,
many of sur clients are government or
businesspeople on per diem, so thar
affects the way that we sell to them,
because that’s one less meal they have to
pay for each day.™

BWP PEDIGREE

Tor understand how BWP arrived at
their current sky-high scores, we need to
look back ar the brand’s roots and how
the breakfasr program has evolved since
then.

BEWP launched in Enrope in 2003,
because “Best Western hotels there
didn't have boutigue-type properties at
the time, with o full-z=rvice food and
beverage experience, and we saw the
apportunity for unigue branding in
that part of the warld that really didnt
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WBWP ers can expand on minimum breakfast requirements, ke two types of bread,
juice, and one hot egg and meat, to satisfy guest demands in their
markets. Photos cowrtasy of Tommy Flanogan

exist with major hotel companies at
the time. So we took existing boutique,
independent hotels that were very
successful there, and tied them to

this brand and provided an upscale
experience to customers in Europe,”
says Ron Pohl, SVP and COO at Best
Western Hotels & Resorts.

From there, BWP expanded into
Australia and Asia, with full-service
F&B competing in both the upscale
and luxury markets, and in 2010,

BWP launched in North America.

“We saw an opportunity at that time
to compete in the upscale space with
brands like Courtyard by Marriott and
Hilton Garden Inn and raise the overall
perception and offering of our Best
Western brand,” Pohl says.

Currently, there are 35 BWPs open
in North America, with another 26
in the pipeline. Overseas, there are
nearly 100 BWPs, with approximately
25 more planned. “Asia is our fastest-
growing market right now,” notes Pohl.
“Countries like Thailand, Indonesia,
Laos, Vietnam, China, and Japan all
have properties in the pipeline.”

Back in North America, one of the
carry-over components from the original
European BWPs is a full-service kitchen
in each hotel. The efficient footprint is
large enough for a stove with burners,
convection oven, dishwasher, sizable
workspace for prep, cold and dry

storage for ingredients, and more. This
allows each BWP the flexibility to have
a restaurant if they choose, or, in the
case of Narayan’s BWP, a full bar with
a menu of appetizers and larger plates
(burgers, wraps, salads) made-to-order
by a cook in the kitchen (see sidebar
about labor at BWP).

“A lot of our brand development in
the upscale segment focuses on food,
so we're seeing more of our hotels
building multi-faceted kitchens with
the space they have, beyond the typical
cutting board and combi-oven setups
you see at other brands,” says Amy
Hulbert Manktelow, VP, boutique and
upscale brands at Best Western Hotels
& Resorts.

www.hotelfandb.com




KFAST

BREAKFAST BLUEPRINT

The main F&B focus for BWP
remains breakfase, which has been
through two evolutions since 2010,
Much like the leeway afforded owners
to opt for either pay or free breakfast,
the BWP blueprint allows them to
add local and regional ingredients o
the buffet, including what coffee is
offered, which 1% unusual for a branded
breakfast program.

“The only coffee requirement is that
it be 100% Arabica coffee. The rest
is up to owners,” says Lunday. “They
can pick any coffee vendor because
we have national agreements with
a number of suppliers, but we don’t
have an exclusive contract with any of
them. Coffee today can be regionally
based, so for example, if you're in
East Texas, Louisiana, or Mississippi,
Community Coffee would be one of the
local choices an owner can make. We
empower our owners to always look
for local flavors, and many times the
regional items they choose happen to be
part of a national agreement we already
have so the pricing 1s practical.”

Frllm an r1\'f‘r2]| HTE":I"'FJ“T m#&Enn
standpoint, the BWP minimum
requirements allow substantial room

for regional foods and day-to-day
variety, which is especially enricing for
extended-stay travelers.

“Owar hotels are required o have
three types of cereal, two types of
yopurt, three fresh fruits, fresh-squeeszed
fruit juice—not from a juice machine—
two types of bread, a hot meat, a hot
egi, two types of milk, Arabica coffee,
two types of tea, a gluten-free item,
and a non-dairy milk,” says Tricia
Fischenich, regional service manager,
Best Western Hotels 8 Resorts, *We
also require a minimum of three build-
your-own concepts and three different
toppings each for those concepts.
Build-your-own bases can be an omelet
station, waffles, vogurt, and pancakes,
for example. Owners can choose which
three toppings they want for each of
their build-your-own stations, so they
can customize for their markers.”

At Narayan’s BWP, this basic
framework gives him the freedom to
offer four hot chafers on any given
morning, where guests can build a
plate of eges, bacon, sausage patties
or links, and breakfast potatoes. He
hﬂ‘ T “FI'F—“E"F‘-'E" wa Fﬂi" L3 g2 rilln*
(which make waffles in the shape of

Texas), an catmeal station, a yogurt

station with Dannon products, and

a chef-attended omelet station with
Tex-Mex toppings like pico de gallo
and salsa. He also features hard-boiled
eggs, a toast station with Smucker’s
condiments, and a three-tiered bread
display with croissants, English muffins,
bagels, sliced breads, Danish, and Ouris
Spunkmeyer packaged muffins. For
coffee, he uses a self-serve Smucker’s
Select Brew coffee machine.

“Ohur breakfast is not a regimented,
branded core breakfase or a limited-
item breakfast you'd see repeated at
every property. Our breakfast is unigue
to our hotel beyond the minimum
requirements, and it’s made fresh in our
kitchen every day. The selection is fairly
large, and we rotate menus on a five-
day schedule, so a businessperson here
for a few weeks will only come across
the same type of cooked breakfast items
maybe two or three times during their
stay,” says Narayan.

BUFFET BOOSTERS

BWP's most recent breakfast
refresh was in 2015 and relied heavily
om cnstomer comments, “The hig
changes were adding the build-your-
own concepts, requiring a glass-door

B BWP requires three buid-your-own concepts at breakfast, which can include waffles (left) and on omelet station (right) along with a minimum of
three toppings for each, which owners can choose based on regional tastes. Pholos courtesy of Tommy Flanagon
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refrigerator where yogure and milk is
displayed, adding gluten-free and non-
dairy options, and instituting a grab-
and-go component for guests checking
out before breakfast opens, which can
be a bottle of water, piece of fruit, and
a grancla bar or muffin,” remembers
Fischenich. “We had multiple hotels
beta-testing a number of different
options, including smoothies, which
didn’t make the final menu, based on
guest feedback, and some of those
hotels had about 10 different ideas we
were testing to see if they raised our
breakfast scores.”

Increasing the size of the buffet area
was another endeavor for the 2015
refresh to improve guest flow with
the additional menu items added.

It also coincided with BWPs brand-
wide renovation program, so physical
maodifications to the buffer area could
be included in that initiative.

“We changed how much space
to recommend, because in the past
the minimum requirement for the
buffet was only 20 feet. So we
maoved the requirement up to 24 feer,
recommending 26 feet, with electricity
every four feet, which allows flexibiliey
in enhancing customer flow with each
station. From there, we refined how
everything was placed in sequence
on the buffer. We spent a lot of time
from a training perspective on how
to set up breakfast, and we worked
with our design team to create a larger
environment,” Fischenich says.

The buffet flow at BWEP searts (left to
right) with coffee and beverages; moves
to cold irems like juice, yogure, and
cereal/milk; then continues to the toast
and bread station with condiments;
followed by the hot items in chafers like
eggs and sausage; then cooked-to-order
omelets or a similar station at the end.
In the middle is an island with waffle,
pancake, and/or patmeal stations, and
their corresponding three toppings for
each. Guests who only want hot items,
for example, can bypass the other
stations without interrupting the flow,
primarily because there's more physical

www. hotelfandb.com

The Collection

Connection

The difference between Best Western Premier and Best Western Premier

Collection.

The Best Western brand cumrently features three preducts under cne
umbrella: Best Western, Best Western Plus, and Best Western Premier
(BWP). Within BWP iz Best Western Pramier Collection (BWPC), and
while the nomes are similar, there are slight differences between the

two that signify a separation.

“"When we developed Premier, we didn't require a cookie-cutter
approach in design or layout. 5o we had developers and owners tell
us they redlly liked the Premier concept, but they already had an
independent hotel that's made a name for itself. and they wanted
to know if there was a way the Premier brand and their existing hotel
could complement each other. 5o we merged those ideas, and that's
how the Cellection brand was born, ™ says Ron Pohl, SWVP and COO at

Best Western Hotels & Resorts.

BWP is considered the “hard” brand, and BWPC the "soft” brand, but
bath aim for a boutique size in the 100 to 120 room range, although
some have upwards of 300 rooms. While most Stateside BWFs are
new-build, BWPCs are conversion properties, since the hotels existed
prior to adding the BWPC flog. Currently, there are 81 BWPC properties
worldwide, with 25 in North America. Aside from the Best Western
name, the F&B program is the main ingredient tying both brands
together, with the minimum requirements at breakfast (see main story)

the same for each.

“The signage is more limited for the Collection properties, but
the F&B requiremnents are almest identical,” Pohl says. “They have
to provide breakfast, and they have fo provide meals cutside of
breakfast with a full-service restaurant or lounge, and we give them
the flexibility to customize menus for each of thelr markets.”

—MC

room on the buffet now.

A breakfast program duplicated
from property-to-property might work
for other brands—whether its free or
paid—but at BWP, the diverse, upscale
demographic of businesspeople, small
groups, and transient guests traveling
with or without children demands
variety and adaptability. Instead of
dictating a top-down menu with little
room for owners to customize, those at
BWP listened to the guest and applied
their feedback, and that strategy has

f'l.lE]Ed t]'lE brand’s }'Eﬂr—[}\'ff—}'eﬂf sCore

SUCCESS.

“The key for us was when we
refreshed breakfast in 2012 and again
in 2015, we were looking closely at
addressing our own guest needs, and
not following what other brands in our
comp set were doing in their breakfast
programs,” says Fischenich. “For us,
it’s always been focusing on what our
guests want first, and then evolving the
program through them to meet and
exceed their expectations.” w

Michoei Costo b editovial director of Hotel FRB.
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