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2012 HAM
PTON BRAND STRATEGY PLAN

A sm
all group of thoughtful  

people can change the world.  

Indeed, it’s the only thing that ever has. 

M
argaret M

ead  

AM
ERICAN CULTURAL ANTHROPOLOGIST

Good hum
or is a tonic 

for m
ind and body. 

Grenville Kleiser  

CANADIAN AUTHOR

Kind w
ords do not cost m

uch.  

Yet they accom
plish m

uch. 

Blaise Pascal  

FRENCH M
ATHEM

ATICIAN & PHILOSOPHER

Charm
 is a product of the unexpected. 

José M
artí  

CUBAN JOURNALIST & NATIONAL HERO

A person is a person  

because he recognizes  

others as persons. 

Desm
ond Tutu  

SOUTH AFRICAN ACTIVIST 

AND NOBEL PEACE PRIZE W
INNER

Joy is the best m
akeup. 

Anne Lam
ott  

AM
ERICAN NOVELIST

The m
ain ingredient of stardom

 

is the rest of the team
.

John W
ooden  

AM
ERICAN BASKETBALL PLAYER & COACH

Som
etim

es your joy is the source  

of your sm
ile, but som

etim
es your 

sm
ile can be the source of your joy.

Thich Nhat Hanh 

VIETNAM
ESE PEACE ACTIVIST 

Those who bring sunshine  

into the lives of others  

cannot keep it from
 them

selves.

Jam
es M

. Barrie 

SCOTTISH AUTHOR,  

BEST KNOW
N FOR W

RITING PETER PAN

Setting an exam
ple is not 

the m
ain m

eans of influencing  

another, it is the only m
eans.

Albert Einstein 

GERM
AN-AM

ERICAN THEORETICAL PHYSICIST

Ham
pton Team

 M
em

bers 

stand out in countless 

guest interactions every 

day. The next tim
e you 

see a team
m

ate use a 

Ham
pton M

om
ent M

aker 

or Ham
ptonality to connect 

w
ith guests, give them

  

one of the Pass It On cards 

on the follow
ing pages.  

Then encourage them
  

to pass the card on 

w
hen they see other 

Team
 M

em
bers do or say 

som
ething w

orthy of praise.  

[pass it on] >

Corporate Social 

Responsibility

Here’s a new business buzz-phrase you 

may have heard around the water cooler 

lately: corporate social responsibility. 

W
hile this phrase seems to be popping 

up all over the place, the idea is not 

new to Hampton. W
e’ve always felt a 

responsibility as a brand to reach out 

beyond our hotel walls. Our hotel and 

brand teams have been investing in our 

communities and refurbishing historic  

and cultural landmarks through our  

Save-A-Landmark campaign  

for more than a decade. 

W
e’ve always felt a 

responsibility as a brand  

to reach out beyond  

our hotel walls. 

As we continue this spirit of community 

service in 2012, we’re looking at ways 

to evolve the program so Hampton 

Team M
embers around the globe can 

participate in their own communities. 

W
atch for some important and  

exciting changes to the program,  

coming your way soon.

engaging new friends
These cards recognize 

outstanding interactions  

and empower Team
 

M
embers, in turn,  

to celebrate each other. 

Team M
embers  

renovate President Lincoln’s 

Cottage in W
ashington, D.C.
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 “Be who you are and say what you feel  

 because those who mind don’t matter  

 and those who matter don’t mind.”

 dr. seuss
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84%
The year we  
coined the term 
Hamptonality 
(Hampton’s irresistible 
personality). In 2011, 
we trademarked it. 
And in 2012,  
we’ll unleash  
Hamptonality to 
consumers through 
advertising,  
marketing and  
public relations. 
Watch out, 
world!

How many of our hotels, on average, 
talk to ADVICE Team Members  
and/or performance managers every 
single month. (That’s 1,550 unique 
hotels!) Are you dialed-in to this 
important resource?

The number of recycled plastic water bottles 
used to make one Hampton shower curtain. 
We guess you could say our white shower 
curtains are also, well, green. 

75
The number of Hampton  
hotels we plan to open in  
2012. That’s 55 in the U.S.  
and 20 in other countries around the world. If all 
goes as planned, we should wrap up 2012 with 
about 1,920 open Hamptons in the system!

22,265
The number of Hampton 
webinar participants since 
2009. Be sure to take 
advantage of our most 
convenient training option 
by joining this party line 
in 2012. You can peruse 
the latest and greatest 
webinar topics and times on  
ConnectWithHampton.com. 

The proportion of attendees 
whose primary StandOut role was 

Equalizer at the 2011 Hampton 
General Manager StandOut Event. 
The next most common roles were 
Connector (16%), Teacher (14%), 

Influencer (11%) and Stimulator 
(9%). Pioneers and Creators each 

weighed in at 8%; 7% of our 
attendees were Providers; and the 

small, but mighty, Advisors  
(at 2%) rounded out the results.

2007

1     in    4

2,303

The number of Team 
Members who joined us 

in Orlando, FL, for the 
2011 General Manager 

StandOut Event:

Hampton, Quantified
Random statistics, unique bits of trivia and fascinating factoids about our number-one favorite hotel brand.

8 2012 HAMPTON BRAND STRATEGY PLAN
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delighting our guestsdelighting our guests

Here’s a sneak peek of what 
our Hampton.com home page 
might look like in March.

Our (Brand) New  
Brand Website
By the end of March 2012, Hampton.com  

will be reborn! What’s on the horizon for our 

new and improved website?

•	Much more imagery. 

•	 Many enhancements for special offers.

•	More robust content.

•	Improved search functionality.

•	 Larger hotel imagery on the Search Results 
page (271% larger, in fact, than our current 
thumbnails).

Remember when we sent a camera and 

asked you to take photos of your hotel 

to update Hampton.com? We called that 

effort Hampton Focus, and it paid off  

big time—just by displaying these images 

of your actual hotel (versus “representative 

photographs”), we saw bookings increase. 

But now, we’re shooting even higher  

(pun intended). We’re calling the next 

phase of our online image makeover 

Hampton Focus 2.0: Professional 

Photography Edition. This time,  

we want you to keep serving guests  

while a professional captures up-to-date, 

gorgeous photos of your property. You 

may select from one of two preferred 

vendors we’ve made arrangements with 

(PhotoWeb Multimedia or VRX Studios), 

or you can engage a different professional 

photographer who meets brand guidelines. 

What’s the timeline? 

•	 If you completed your Perfect 

Mix Lobby and Jump Start Fitness 

renovations prior to Dec. 31, 2011, or if 

your hotel does not require renovations, 

your deadline to submit professional 

photography is June 30, 2012. 

•	  If your Perfect Mix Lobby and Jump 

Start Fitness won’t be ready until after 

Dec. 31, 2011, you’ll have six months 

after renovations are complete to get 

your photos to us. 

•	 New hotels must submit professional 

photos within 90 days of opening. 

So by 2013, all these glorious new photos 

will be in place, meaning the whole brand 

will enjoy a lift in how online shoppers view 

our hotels. Stay tuned for more details.

hampton 
focus  2.0

bon appétit!
As the old saying goes, 

“The way to a guest’s 

heart is through his 

stomach.” Okay, so maybe 

that’s not exactly how that 

old saying goes. But hey, 

you know it’s true:  

Guests love to eat. In 

2012, we’ll take a closer 

look at all of Hampton’s 

food and beverage (F&B) 

offerings to ensure we’re  

meeting the needs  

of both current and future 

guests. We’ll research  

not only what they want  

to eat, but how and 

where they eat, too—

from the breakfast area to 

the Suite Shop and even 

in the Perfect Mix Lobby. 

f&b

client

Hampton
project

2012 Brand Strategy Plan
description

96-page magazine

hampton LIVE!

2012 brand  
strategy plan unleashing  

hamptonality™  
& we’re still the one with  

entrepreneur magazine
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client

Hampton
project

2011 Brand Strategy Plan
description

36-page magazine

Hampton
2011 HAMPTON BRAND STRATEGY PLAN

+change
ready and 

future focused

thank 
you!

… and much 
more …

ENTREPRENEUR

2011FRANCHISE

500
“ Hampton is tops because it 

listens to consumers and takes 

their ideas to heart.”

    —Entrepreneur, Jan 2011

commitment,
collaboration,
support …
critical components to  

   strong partnership

1# 
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•	Expansion. Our expanded 
customer database platform 
gives us access to a broader 
base of both business and 
leisure travelers. The insights  
we gain from this information 
give us more opportunities 
to personalize our guest 
messaging and make sure all 
Hampton guests experience 
the value of HHonors.

•	Marketing. HHonors 
marketing will provide 
a bedrock foundation 
of promotional activity 
throughout the year 
which will support our 
brand’s 2011 business 
objectives and key 
strategies. Comprehensive 
localized marketing plans, 
with online and offline 
campaigns focused on both 
in-bound and out-bound 
travel, will be valuable 
in expanding Hilton 
Worldwide’s global footprint 
in key markets such as Italy, 
Turkey, China, and Latin 
and South America. Lastly, 
HHonors will continue 
to drive enrollments on-
property, online and 
through partnerships.

•	HHonor Every Guest.  
Did you know that nearly 
40% of non-members would 
join HHonors if they were 
given the opportunity? 
We want to give them this 
chance! Our goal is to reach 
out to every guest at the 
front desk with appreciation 
and enrollment information. 
Just by enrolling guests 
in HHonors we capture 
twice as many of their 
hotel nights. We’re using 
hotel targets and incentives 
to build excitement 
among team members and 
encourage participation.

 

 … implement our commitment 
to HHonor Every Guest.

 … build online connections with 
our HHonors members.

 … continue our sports 
sponsorship.HHonors
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 … accelerate innovation through 
partnerships.

 … provide technology solutions 
that better differentiate our 
hotels. 

 … supply new productivity 
tools and centralized support 
offerings.

connect:  
technology for hotels

In 2011, we’re streamlining  
our core technology 
by simplifying revenue 
management, forecasting and 
other OnQ systems globally. 
Updated desktop solutions—
like Windows 7 for all Hilton 
Worldwide technology 
computers as well as instant 
messaging and an enhanced 
email solution—will aid support 
and communication. By building 
a stronger communications 
system, we can provide an 
integrated and consistent system 
for all our hotels.

connect:  
Insider 
In 2011, OnQ Insider will 
become “Insider.” But we’re 
doing more than shortening 
the name. We’re giving this 
valuable resource an overhaul 
to make it more user-friendly. 
We’re also taking a look at our 
reporting portals to make those 
even better.

sell: in-room and in-lobby 
technologies

At our 2010 Global 
Partnership Conference in 
Orlando, we introduced some 
technology solutions we’re 
exploring for our hotels. For 
example, we’re testing a virtual 
concierge application that 
may one day help us automate 
housekeeping requests and 
manage other hotel amenities. 
We’re exploring innovations 
in the check-in and check-
out process, as well as new 
technology options for replacing 
or supplementing key cards. 
We’ll also launch several in-room 
television options that deliver 
more of what our guests expect. 
Stay tuned for more information 
as we continue to research and 
test these options.

technology

StayConnected @ HamptonTM

24 change-ready and future-focused

Points! Miles! Both? 
Oh my!
Hilton HHonors is one of the world’s best loyalty rewards programs. 
Period. With the opportunity for points and miles, cross-brand service 
and other great benefits, it’s obvious why more than nine million guests 
are active members in our HHonors program. Not only do they love it, 
they use it! A combined folio of more than $8.5 billion makes HHonors 
a vital Hilton Worldwide asset. In 2011, we’ll revitalize this program 
with benefits for both your guests and your hotel.

sell: renewing HHonors

The entire Hilton Worldwide 
enterprise is committed to 
building a world of experiences 
worth sharing for all our guests. 
In 2011, we’ll put this dedication 
into practice through a revitalized 
HHonors program, which we’ll 
present to your guests very soon. 
The following objectives make 
HHonors more change-ready and 
future-focused.

•	Flexibility. Our new, more 
flexible HHonors features will 
delight your guests with valuable 
offers. By also providing more 
yieldable usage for your hotel, the 
new HHonors program enables 
you to build on promotions to 
drive incremental revenue and 
a positive return on investment 
(ROI). In addition, HHonors has 
been designing and will launch 
in 2011 a technology system that 
automates your hotel’s reward 
reimbursement process.  

In 2011, we will …
 … renew the HHonors program.HHonors

14 change-ready and future-focused

Touchscreen. Bandwidth. 
T-1. Interface. Encryption. 
In the field of technology, there’s a unique vocabulary ... one that’s ever-
changing as new inventions and enhancements are released. Technology 
options, pricing and availability also seem to change at a moment’s 
notice. How can a hotel keep up? 

That’s where the Hilton Worldwide Technology Solutions team 
comes in. This group’s mission is to accelerate innovation through 
partnerships. They connect our world-class hotel brands with world-
class technology leaders. They secure our data, evaluate our needs, 
explore new technologies and look for innovations that make life 
easier. (Oh, and they also are fluent in the “foreign” language we 
mentioned above.)

In 2011, we will …

sell:  
stay connected

Guests love Hampton’s free WiFi. 
Now their experience will be even 
better. Our Stay Connected 
program, managed by AT&T in 
the U.S., Puerto Rico and Canada, 
provides our hotels and their guests 
with consistent, reliable and fast 
high-speed internet access. What’s 
in store for the future? We’re 
looking for similar technology 
partners outside the Americas to 
enhance our global offering, and 
we’re working on a new sign-on 
experience for our guests.

technology

StayConnected @ HamptonTM
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Leverage
Hamptonality isn’t just something we do, although 
it comes as naturally as breathing to most of us. Our 
brand personality is a choice to put relationships 
first. And, just as we use research to inform our 
actions with guests, our Brand team is always 
checking to make sure that we’re on target with 
you, Hampton owners, management company 
reps, hotel managers and team members. 
After all, Hamptonality starts at home.

Communications. Hampton’s 
innovation and flexibility are 
made possible through the 
relevant and frequent brand-wide 
communication. Whether it’s 
through one of our six Hampton 
Highlights editions or through the 
channels and training available with 
OnQ technology, Hampton is aligned 
and speaking with one voice.

Online Learning Opportunities. From April 
through September 2009, Hampton owners, GMs 
and hotel team members accessed webinars more 

than 11,700 times. These learning opportunities are 
followed by online post-webinar surveys that let us 
know if our subject matter is on track.

GM Conference Survey. We asked for feedback 
about our GM Brand Conference and your response 
was overwhelmingly positive: 72% of our Hampton 
owners replied that these conferences provide value 
through training. We agree and will continue to 

offer focused training opportunities at these 
annual gatherings.

 
Regional Owner Connections (ROCs). 
Post-meeting surveys from these free, 
one day meetings for owners and 
management company representatives 
help us understand how to better serve 

our franchisees in the future.
 

Brand Training and Internal 
Communications Assessment. This 

assessment, completed in Q4 2009, used both 
quantitative and qualitative methods to uncover how 

Hampton team members best learn and develop 
new skills. The results will help us refine existing 
tools and resources and drive future strategy as we 
introduce, measure and assess training tools and 
resources in 2010.

Values Research. Through our values research, 
we’ve heard consumers express why they love 
Hampton. We are excited to use their very words 
to publicly celebrate our brand with one vision and 
one voice. This “one voice” strategy will be heard 
through every Hampton outlet in 2010: Brand.com, 
TV ads, dynamic online ads, focused social media 
efforts and public relations events.

guest loyalty market share growth value culture

Survey Results: 72% of our Hampton owners 
replied that GM Brand Conferences provide 
value through training. 13

Focus

Leverage

Link

20 21

Leverage
We’re expanding our circle both domestically and 
across the globe with smart, deliberate actions 
supported by the power of the Hilton Worldwide 
portfolio of brands. Does leverage get any better 
than that?

CE11. We’ve leveraged the strength of The Gallup 
Organization to help us listen to our owners. And, 
since so many owners also have Homewood Suites 
and Hilton Garden Inn in their portfolios, we’ve 

listened to them, too. The results from these eight-
minute phone interviews with owners and manage-
ment company representatives continue to strength-
en our design of the programs and initiatives that 
help owners and their GMs drive more revenue to 
their hotels. A giant “THANK YOU!” goes out to all 
of you who took the time to speak with a member 
of the Gallup team this past fall. We look forward to 
connecting with you again in the autumn of 2010. 

Market Entry Points. The Hilton Worldwide 
portfolio consists of 10 brands with more than 
3,400 properties around the world. No matter how 
far the Hampton circle expands, chances are good 
that we’ll have a sister brand in the region. In 2010, 
we’ll enhance Hilton Worldwide’s existing presence 
and strengthen the development of customer and 
partner relationships via Hilton HHonors in countries 
where we develop Hampton properties.

Local Partnerships. “Do what you do best and link 
to the rest.” When it comes to global development, 
this quotation from Jeff Jarvis describes our Hampton 

philosophy to a tee. We’re successfully striking that 
fine balance between brand integrity and cultural 
relevance as we expand our circle globally. Our local 
partnerships make this balance possible. 

value culture guest loyalty market share growth

Focus

Leverage

Link

Breakfast at our Hampton by Hilton™ Corby / 
Kettering property in the U.K.

12 13

Focus
Let’s face it—people like individuals and brands with personality. Guests are drawn 

to our unique brand culture that we like to call “Hamptonality.” It’s the tone in 

our “good morning,” the bounce in our step and the irresistible energy of 40,000 

Hampton team members across the globe. It’s what drives us to serve with 

excellence and relate with ease. In 2010, we’re celebrating our culture and 

sharing it with the world.

culture:

unleash hamptonality

12

20 21

Focus
Loyal guests keep coming back to Hampton, and so do loyal hotel owners. 

We’re widening our circle by engaging our franchisees and seeking 

opportunities for both domestic and global growth. We’re continuing 

to see development across the U.S., and we’re investigating ways to 

accelerate our efforts in Canada and Mexico. Our U.K. growth will come 

primarily through new builds, and we’ll gain ground through conversions 

in Greater Europe. 

growth:

expand our circle

20

client

Hampton
project

2010 Brand Strategy Plan
description

24-page brochure and interactive PDF

1

market share guest loyalty value growth culture

Focus. Leverage. Link.
2010 Hampton Brand Strategy Plan.

2 3

hello, friends!
It’s time to plug in and boot up—2010 is all about proactive and informed movement.

22 23

How big is Hampton? We now have nearly 1,700 
open hotels in the U.S., 29 in Canada, 15 in Latin 
America and 2 in the U.K. Our growth is smart and 
collaborative. We’re leveraging both internal and 
external partnerships as we expand in 2010.

linking it together:  
strengthening ties with existing owners
Regional Owner Connections (ROC). Do you 
own at least one Hampton hotel? Are you one of 
the 37% of Hampton owners who have multiple 
Hilton Worldwide focused service brands in their 
portfolios? Either way, our ROCs are for you. These 
regional meetings, led by senior brand management 
team members from Hampton, Hilton Garden Inn, 
Homewood Suites and Home2 Suites, will help you 
stay in touch and on target in 2010. 

Regional Owner Meetings (ROM). Calling all 
Hampton owners! Want to connect with other 
owners and management company representatives 
in your area, learn about upcoming brand initiatives 
and discuss industry trends and forecasts? Visit 
connectwithhampton.com to register for a Regional 
Owner Meeting near you. These free, half-day events 

are hosted by your director of owner support. If 
you’re new to our brand, these ROMs are especially 
important in introducing you to Hamptonality—our 
brand’s irresistible personality. 

linking it together:  
partnering with local experts
Social Media Influencers. Just like the debutante 
balls of the past, it’s much easier for our brand 
to enter a new society with sponsors—or in our 
case, raving fans—who are willing to vouch for 
us. As we approach new markets internationally, 
we’re identifying and connecting with social media 
influencers to create a local awareness of Hampton.

Local Media Buy. In the U.K., Canada and Latin 
America, we’re partnering with top local media-
buying groups. These partnerships serve two 
purposes: We benefit from the groups’ culturally 
specific marketing expertise, and we gain credibility 
with the locals by aligning with companies they’re 
already familiar with.

Brand Performance and Support. In addition 
to the timely support offered by the Hampton 

Advice team and the specialized Performance 
Support teams, each Hampton owner—domestic or 
international—also has access to regionally aligned 
Brand Performance and Support resources through 
a director of owner support. Whether owners or 
management company representatives want to talk 
strategy or discuss their portfolio, these experts are 
available to support investors’ success. 

linking it together:  
developing in ways that work
International Prototypes. We’re continuing to 
test and modify our international prototypes in 
2010. While amenities and services may look a bit 
different in these regional models, the hotels are 
Hampton through and through. Each hotel reflects 
our brand pillars and brand story, with slight cultural 
tweaks in our design and offerings to better reflect 
the region. We know that the key to acceptance in 
any new neighborhood is to be genuine, and that’s 
exactly what we’re doing as we grow domestically 
and abroad. 

Conversion Opportunities. As we venture into 
Greater Europe, our emphasis shifts from new builds 
to conversions. This strategy not only gives feet to 
our Hampton Take Care philosophy (Hey—we’re 
recycling a building!), it gives our brand, though new 
in these cultures, a touch of familiarity.  

linking it together:  
choosing our words carefully
Language. As we expand our circle in 2010, we 
don’t want a single word to be lost in translation. By 
the end of the year, we’ll monitor social media about 

Link
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What do our guests love? What are guests’ 
expectations, and how can Hampton take them 
there, and beyond? We’re leveraging a massive 
body of research that touches on consumer values 
to make sure we’re not just delivering the answers 
to these questions, but that we’re also using words 
and images that resonate with our target guests. 
Our goal? To anticipate so well that we look like 
we’re reading minds. 

linking it together: making Hampton easy
Online Ease-of-Use. Most consumers are so in 
tune with the Web that their expectations are no 
longer driven by the hotel industry. Guests won’t 
judge our sites simply against our competitors’. 
They’ll put us up against iTunes, Amazon and other 
favorites. So how easy are we to do business with? 

For guests, online ease-
of-use has transformed 
from a nice perk to a 
competitive necessity. 
We’re ready to 
make the grade with 
consumers. We’re 
already strategizing 
about our next online 
step, envisioning a 
hampton.com redesign 
that will have a massive 
impact on the way we go to 
market. Owners and GMs will find it easier 
and faster to update content, and guests will enjoy 
access to more content, in more languages. It’s been 
said that brands will live or die online. Hampton’s 
alive and kicking!

Local Hotel Sites. Hotel brand websites aren’t the 
only sites getting some attention in 2010—local 
hotel sites will also enjoy a boost, thanks to updated 
technology. The Global Online Services team is  
reviewing alternatives that will pro-
vide Hilton Worldwide hotels with 
more robust, better connected and 
lower-cost sites. This upgrade will 
save hotels that choose to do a stand-
alone site both time and money in 
managing or launching an indepen-
dent site. Now this perk represents 
value that will put smiles on the faces 
of both owners and guests! 

linking it together: 
mirroring guest values

Clean. Fresh and comfortable 
décor, fantastic locations, 
delicious hot breakfast 
selections and cutting-edge 
technology—sure, all of 

these product features are 
appealing to our guests. 

But if you ask them the most 
important product-related 

element of their Hampton stay, 
you’ll get a one-word response: CLEAN! 

When we tell guests that everything on the bed 
that touches them has been freshly laundered just 
for them, they say this reality is “huge!” We’ve 
heard them loud and clear. Keep on the lookout 
in 2010 for a 15-second spot and other creative 
applications that highlight our fresh and clean beds 
in memorable, uniquely Hampton ways. 

Waffles. The waffles are coming! Guests, 
franchisees and GMs asked. We listened. Present 

Link

18
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client

Transitions Optical
project

Employee Vision and Values
description

Explains the Vision and Values 
program for employees
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.FROM DON

Leadership Meeting Recap 
Bill Duncan joked during our first general session at the 2012 Homewood Suites Leadership Meeting that it 
should be easy for all of us to “climb to new heights” after leaving New Orleans. After all, much of the city is 
below sea level! 

All kidding aside, our goal was to send you back from the meeting with new ideas and tools that will help you 
shoot for the highest peaks as you navigate through the coming year.

We also hope you took back to your hotel a journal full of notes from our time together. Here are a few of the 
key takeaways I scribbled down:

1. Revenue management is 
critical. Over and again, we heard 
that 2012 is the year of revenue 
management. We’ve earned our 
position in the industry by making 
smart choices and sticking to our core 
values when times were tough. Now 
that the economy seems to be on the 
rebound, we must take a hard look at 
revenue management. We don’t have 
excess occupancy; we have very few 
suites left to sell. The message from 
our senior leaders? Stay strong on rate 
and have confidence in your product 
and service.

2. Innovation is power.  
From our appearance in the Macy’s 
Thanksgiving Day Parade and our 
Lewis the Duck strategy to Suite 
Selection and the new Take Flight 
initiative, Homewood thrives on 
innovation. Our parent company, 
Hilton Worldwide, also stays fresh 
and relevant through innovations like 
Room Key, the Global Soap Project, 
LightStay and EDGE. Innovation is the 
key to our past success—and the key 
to our future success. We refuse to 
stand still.

3. We will study and react to 
trends. The Homewood Suites brand 
spends a LOT of time in research 
before we embark on any new venture 
so we can maximize our investment 
and do what’s right for our customers 
and our hotels. We keep our finger on 
the pulse of the travel scene. 

4. Take Flight is coming!  
Bill Duncan and Dawn Koenig  
shared a sneak peek of some  
of the changes in store for us 
through Take Flight, our roadmap 
for the future of Homewood.  
They also discussed some of the 
culture and service aspects of this 
exciting new initiative. 

5. iamsales works. Okay, so I didn’t 
actually write this one down because 
it was in my own presentation. But it’s 
true: iamsales is a hugely effective 
sales strategy for our brand. The 
numbers don’t lie. In 2011, your hotel 
teams generated 10,507 leads totaling 
$11.1 million in booked revenue. 
Rekindle the spirit of iamsales at 
your hotel and keep those sales leads 
pouring in!

Keep reading for more meeting highlights 
and nuggets of wisdom from our time 
together in the Crescent City. I look forward 
to watching the entire brand reach new 
heights this year.

Climb on!

Don Willingham 
Senior Director,  
Homewood Suites Brand Sales

Relive the Fun!
Download	your	favorite	photos	
from	our	time	together	in	New	
Orleans	at		
www.btsmemphisphotos.com/
Homewood.	

EXCEEDED 
EXPECTATIONS IN 
PROBLEM RESOLUTION, 
MOST IMPROVED
2011 WINNERS

Rochester–Victor, NY 
GM: Corey Dooley

Toronto–Oakville, Ontario, Canada 
GM: Alexandru Matei 
DOS: Christina Anderson

AWARDS OF MERIT

Syracuse–Liverpool, NY

Cincinnati, OH

Boulder, CO

FRONT DESK TEAM  
OF THE YEAR
2011 WINNER

At The Waterfront, Wichita, KS 
GM: Shana Hill 
DOS: Meaghan McClure 
Guest Services Manager: Justine Ratcliffe

AWARDS OF MERIT

Charleston–Airport/Convention Center, SC

Torreon, Coahuila, Mexico

Birmingham–South/Inverness, AL

Macon–North, GA

RESERVATION CALL 
RESPONSE SYSTEM 
(RCRS)
CONSOLIDATED DESK 
2011 WINNER

Denver Tech Center, CO 
GM: Todd Dickson 
DOS: Linda Aulisio

NON–CONSOLIDATED DESK 
2011 WINNER

Phoenix–Chandler, AZ 
GM: Lorri Caulfield 
DOS: Kristen Freeman

SUITEKEEPING TEAM  
OF THE YEAR
2011 WINNER

Ft. Smith, AR 
GM: Pam Scheurer 
DOS: Becky Murphy 
Exec. Suitekeeper: Tabitha Parker

AWARDS OF MERIT

Dallas/Allen, TX

Mobile–East Bay/Daphne, AL

At The Waterfront, Wichita, KS

Minneapolis–New Brighton, MN

ENGINEERING TEAM  
OF THE YEAR
2011 WINNER

Mobile–East Bay/Daphne, AL 
GM: Chuck Cuff 
DOS: Sandy Caruso 
Chief Engineer: Jesse Farlow

AWARDS OF MERIT

Ft. Smith, AR

Port St. Lucie–Tradition, FL

Dallas–Frisco, TX

At The Waterfront, Wichita, KS

EXCEEDED 
EXPECTATIONS IN 
PROBLEM RESOLUTION
2011 WINNER

Toronto–Oakville, Ontario, Canada 
GM: Alexandru Matei 
DOS: Christina Anderson

AWARDS OF MERIT

Syracuse–Liverpool, NY

Philadelphia–Great Valley, PA

Port St. Lucie–Tradition, FL

Cincinnati, OH

F&B TEAM OF THE YEAR
2011 WINNER

Dallas/Allen, TX 
GM: Vlad Gritsman 
DOS: Rebecca Rohwer 
Exec. Suitekeeper: Lorenza Yeverino 
AGM: Jeff Dillard

AWARDS OF MERIT

Lubbock, TX

Mobile–East Bay/Daphne, AL

At The Waterfront, Wichita, KS

Albany, NY

IAMSALES
2011 WINNER

At The Waterfront, Wichita, KS 
GM: Shana Hill 
DOS: Meaghan McClure

AWARDS OF MERIT

Birmingham–South/Inverness, AL

Dallas–Market Center, TX

Ft. Worth–North at Fossil Creek, TX

Knoxville–West At Turkey Creek, TN

OVERALL EXPERIENCE, 
MOST IMPROVED
2011 WINNER

Silver Spring, MD 
GM: Daniel Jasinski 
DOS: Chris Colvin

AWARDS OF MERIT

Edgewater–New York City Area, NJ

Orland Park, IL

SFA Airport North, CA

Philadelphia–Great Valley, PA

TOP NEW HOTEL 
PERFORMANCE
2011 WINNER

Dallas/Allen, TX 
GM: Vlad Gritsman 
DOS: Rebecca Rohwer

AWARDS OF MERIT

Minneapolis–New Brighton, MN

Slidell, LA 

Rochester/Greece, NY

Rockville–Gaithersburg, MD

EXTENDED STAY 
PERCENTAGE,  
MOST IMPROVED
2011 WINNER

Baltimore–BWI Airport, MD 
GM: Barbara Sery 
DOS: Lauri Reynolds

AWARDS OF MERIT

Beaumont, TX

Fort Collins, CO

Williamsburg, VA

Cincinnati–Milford, OH

Springfield–North/Holyoke, MA

McAllen, TX

Albany, NY

Birmingham–SW-Riverchase–Galleria, AL

Houston–Woodlands, TX

Harrisburg–East (Hershey Area), PA

Austin/Round Rock, TX

Albuquerque–Airport, NM

Grand Rapids, MI

Kansas City–Overland Park, KS
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General Manager Breakout
In addition to learning that offering 
free Bill Duncan bobble–head dolls 
for Sunday check–ins is not a strong 
revenue–building tactic and that Frank 
Saitta’s mortal enemy might just be 
a carabiner, attendees of Thursday 
afternoon’s GM breakout came away 
with practical information to apply  
at their hotels.

Mark McBride and Tonya Gulledge 
from the Revenue Management team 
taught GMs the importance of cleaning up their data for more accurate analyses and 
better decisions. GMs went through a checklist to ensure their coding is accurate. 
The message of this session? Be sure your room types are loaded properly. Reach 
out to your revenue manager today for BDPs and shared expertise. Let’s fix the mix! 

Brian Donovan from Root Learning shared the results of field research his company 
conducted. Through 200 hours of observation at seven properties, the researchers 
uncovered seven breakthrough behaviors that can drive real results at your hotels.

Finally, Pam Meiners, Hilton Worldwide’s director of recognition and rewards, taught 
us about some inexpensive—yet incredibly effective—ways to recognize and reward 
your team members. Check out www.hilton–recognition.com.

Chris Nassetta
CEO, HILTON WORLDWIDE

On Thursday morning, Chris Nassetta donned 
a Homewood vest and shared his thoughts 
on the strength of the Homewood brand, the 
position of Hilton Worldwide as a whole and 
his vision for the future. One message Chris 
underscored is that he and the entire senior 
leadership team work for us—that he and his 
team are accountable to each hotel owner and 
team member. Chris relayed that he is both 
proud of and grateful for the hard work we’ve 
done on the hotel level. He encouraged us all to stay strong and have confidence  
in our unique product. 

Chris Silcock
GLOBAL HEAD,  
REVENUE MANAGEMENT

Chris Silcock took the stage to tell us more 
about how to use revenue management to 
be more successful. Chris revealed that 
Homewood’s 2011 occupancy numbers were 
actually higher than our 2007 numbers, yet 
our rate was between $4 and $8 lower than in 
2007. On Tuesday and Wednesday nights, our 
occupancy averaged 86% in 2011. A big issue 
we need to correct is that our lowest-rated 
business segments are growing the fastest, while our highest-rated segments are 
declining in volume. Chris offered three solutions for how to be more successful in 
2012: (1) Improve shoulders and weekend occupancy, (2) balance midweek occupancy 
peaks with extended stay and (3) increase rates, especially midweek. Chris also 
revealed plans for the new G>RMS system, coming soon to Homewood Suites! 

© 2012 Hilton Worldwide

Homewood’s 
Breakthrough 
Behaviors 
1.	 Review	department-specific	

SALT	scores	every	day.
2.	 Hold	staff	meetings	once		

a	week.
3.	 Walk	the	property	every	day.
4.	 Implement	systems	that	

empower	your	team	to	create	
consistent	guest	experiences.

5.	 Be	involved	in	sales	strategy	
every	day.

6.	 Encourage	teams		
to	recognize	each	other		
every	day	during	huddles.

7.	 Celebrate	team	member	
birthdays.

FEEDBACK

Let Us 
Know! 
Do	you	have	a	story	to	share?	
Contact	Dana	Long	at		
dana.long@hilton.com,		
or	call	+1	901	374	6889.

“	While	standing	on	top	
of	Everest	…	even	
though	I	was	standing	
on	top	of	the	world,	
it	wasn’t	the	end	of	
everything	for	me,	by	
any	means.	I	was	still	
looking	beyond	to	other	
interesting	challenges.”	

	 —Sir	Edmund	Hillary,		
first	man	to	climb		
to	the	top	of	Mt.	Everest
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project

2010 Save-a-Landmark Flyer
description

2-sided flyer

 10 years + 55 landmarks = lasting legacy

 45 states

 3 countries

 254 participating hotels 

 1,500 volunteers*

 8,000 volunteer hours*

 $2.5 million donated to preservation
   *Estimates

2010: Celebrating 10 Years!
Whether they’re historic, cultural or quirky, landmarks are so much more than  
stops along the road. Since 2000, Hampton Hotels’ Save-A-Landmark program  
has preserved more than 50 pieces of living history. 

How we choose landmarks
Cultural diversity, pop culture and historical significance defined our 2010 landmarks. 
Aligned with the All-American Landmarks theme, these places represent important 
moments or accomplishments in the U.S. Landmarks are nominated for preservation on 
HamptonLandmarks.com, and visitors to the website cast more than 15,000 votes for their 
favorite U.S. landmarks in 2010. Voting? It doesn’t get more American than that!

Who works on landmarks
Teamwork is at the heart of our Hampton Hotels’ Save-A-Landmark program. Hampton is proud 
of the all-star teams that have refreshed landmarks across the continent. Who volunteers? Team 
members from local Hampton hotels and Hampton Brand team members join forces at each site 
to help preserve the landmark by painting, polishing, landscaping and more.

2010 awards & recognition 
The Hospitality Sales & Marketing Association International (HSMAI) awarded Save-A-
Landmark with a Gold Adrian Award in the PR Division. The program was also honored 
with the Communitas Leadership Award for corporate social responsibility and leadership in 
community service. 

What’s ahead
Our All-American Landmarks theme will come to a close in 2011. Hampton will round out 
this 50-state project by preserving landmarks in Delaware, Hawaii, Idaho, Montana and 
Rhode Island. Do you have landmark suggestions for 2012? Visit HamptonLandmarks.com 
today to nominate your favorite landmark.

2010 Landmarks
1

2

3

4

5

Wheeler Historic Farm 
Salt Lake City, UT // May 18, 2010
In 1886, Henry and Sariah Wheeler made their home on 
this 75-acre dairy farm. More than 120 years later, the 
Wheeler Farm is a unique museum and outdoor classroom.

Stuhr Museum of the Prairie Pioneer 
Grand Island, NE // June 5, 2010
With more than 60 original shops, homes, barns and other 
structures, the Stuhr Museum allows visitors to experience 
community life in the late 19th-century. 

St. Johnsbury Athenaeum 
St. Johnsbury, VT // July 15, 2010
Since 1871, the St. Johnsbury Athenaeum has served its 
Vermont community as a public library. Now home to more 
than 45,000 volumes, this National Historic Landmark is 
also an art gallery. 

Riverside International Speedway 
West Memphis, AR // August 11, 2010
Pegged as the “Fastest Show on Dirt,” the Riverside 
International Speedway has been home to an exciting mid-
south dirt track racing since 1949.

President Lincoln’s Cottage 
Washington, D.C.  // September 16, 2010
Hampton celebrated the 10 year anniversary of the Save-A-
Landmark program by renovating a National Monument— 
President Lincoln’s Cottage. Hampton partnered with the 
National Trust for Historic Preservation and Save America’s 
Treasures to preserve this property, which served as 
Lincoln’s family residence for a quarter of his presidency.

2010 stats
5 landmarks
30 participating hotels 
143 volunteers
858 volunteer hours
$140,000 donated to preservation
$1,138,782 total ad equivalency
269,045,921 total media impressions
56:1 return on investment (ROI)

1

2
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4
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Quarterly 4-page newsletter

OA    MEETI    G REC  P

2010 JUNE

Update from Adrian
In late June, our Owner Advisory Council (OAC) met in Charlotte, North Carolina, for a 
day of sharing, brainstorming and planning. After talking through some general updates 
about the brand, we spent the bulk of our time together discussing topics submitted by 
Hilton Garden Inn (HGI) owners.

These meetings are critical for me 
and my team. We’re charged with 
the daily task of evaluating the 
brand’s performance, supporting 
our hotel teams, setting goals 
for the future, encouraging 
development, enticing guests to 
stay at our hotels and seeking 
opportunities that benefit the 
brand. The opinions of our 
owners and management 
partners help us shape strategy 
and direction for Hilton Garden 
Inn. We are grateful for each 
person on the OAC who joined  
us in Charlotte. Thank you.

Why read this document
Our advisory council consists of six 
owners. In total, we have more than 600 
HGI owners and management partners. 
We think many of the topics we discussed 
and questions we answered during the 
OAC meeting are issues you’d like to know 
more about, too. This document serves as 
a recap of the meeting and the lively Q&A. 

We hope the recap will get you up-to-
speed about brand news and opportunities. 

Meet with us, too
I’d like to add a shameless plug here for 
a great event that’s coming up October 
12-14 in Orlando, Florida. For the first time 
ever, owners, franchisees and management 
partners from all ten Hilton Worldwide 
brands are coming together for three days 
of information, education, idea sharing 
and networking. The event promises 
some incredible dining and entertainment 
experiences as well. Invitations to register 
should arrive in your mailbox and inbox 
early next month. Please consider joining 

us so this conversation can continue.  
We look forward to seeing you there.

Performance update
There’s quite a bit of buzz in the 
marketplace about a recovery in our 
industry. When evaluating HGI performance 
numbers below, I believe the buzz may be 
accurate. See for yourself:

There’s much to be happy about. 
Congratulations to you and your team for 
gaining ground in occupancy and RevPAR 
so far this year. Our hotels are filling back 
up, and revenue is on the rise.

Opportunity #1: rate
Our one negative statistic in the table 
above is ADR. Rate is a big opportunity for 
us. ADR is down more than 2% year-over-
year. As we head into the RFP season, 
encourage your team to avoid selling solely 
on price. Quite frankly, rate is a battle that 
we’ll never win; cheaper hotel brands can 
charge less because they provide less 

Measurement YTD 2010 YTD 2009 Change

Occupancy* 66.5% 62.3% +6.7%
Occupancy Index* 110.50 109.19 +1.2%
ADR $112.39 $115.44 -2.7%
RevPAR $74.80 $69.77 +7.2%
*Global mature hotels, May 2010
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Continued on page 2

OAC Members
Many thanks to the  
Hilton Garden Inn  
Owner Advisory Council:

Tom Arnot
Jonathan Bogatay
Gerry Chase
Justin Knight
Solomon Tsai
Bob Voelker

Operation loyalty.  
Although revenue flow continues to be 
our number one priority, we’re suspending 
traditional BMA visits and reporting for a 
bit so we can shift our focus to continuous 
improvement plans (CIP). These new action 
plans are designed to help hotel teams, 
hotel owners and management partners 
take their guest loyalty to the next level.

Leaders of Leaders.  
Created for focused service owners and 
management partners, this free, two-day 
workshop will be offered two more times 
this fall. Memphis-based and supplemental, 
this training offers an overview of the 
Hilton Worldwide tools, resources and best 
practices that help participants optimize 
their relationships with hotel managers. 

Gallup Engagement Studies.  
Typically reserved for focused service 
owners and management partners, our 
engagement study will now reach out to 
your GMs as well. This summer, through 
the end of July, executive interviewers with 
The Gallup Organization will give your GMs 
a call. Please encourage your hotel team to 
reserve a few moments for this important 
interview. The results will help us better 
serve your hotel.  The second wave of this 
study (reaching out to you and your peers) 
will occur later this year.

for their guests. That’s not how HGI does 
business. Instead, challenge your sales 
folks to sell the value of your hotel. Our 
hotels should be rate leaders in the market. 
Your direct competitors will see what you’re 
doing and will follow suit. If they don’t, you 
can adjust your rates accordingly.

To get all of our sales teams focused on 
driving rate, HGI’s revenue management 
team preparing to launch a series of “Value 
Proposition Sales Refresher” conference 
calls for directors of sales and/or revenue 
managers. We will send you more 
information on this series soon.

Opportunity #2: loyalty
Our 12-month rolling loyalty score is 
65.3%. That’s a full point lower than 
our scores from this time last year. 
What’s contributing to this decline? 
When occupancy was down, our hotels 

decreased staffing. Now that our hotels 
are filling up, have we increased team 
members accordingly?

Our BPS team members will continue 
their commitment to tackling the loyalty 
issue head-on. For ways you can partner 
with them grow loyalty at your property, 
visit https://onqinsider.hilton.com/Insider/
CMS/Default.aspx?channel=/Brands/
HiltonGardenInn/Communications/2010/
April/04_06_10_hgi_loyalty_boosters_calls_
follow_up_information_worldwide.htm.

Opportunity #3: Maestro
Every single hotel should take advantage 
of our incredible Maestro social media 
monitoring tool. Encourage your hotel’s 
GM to check Maestro once per day, or to 
designate a team member who can make 
this happen. For example, you could add 
this duty to your night auditor’s morning 

checklist. If the auditor finds comments that 
need responses, he or she can flag those 
issues and ask a manager to respond.

Read on
Keep reading for the full scoop on Hilton 
Garden Inn. I personally am grateful for 
your partnership and for your commit to 
the brand. I also hope to see each of you in 
October in Orlando so we can talk in person. 
In the meantime, my phone (1 901 374 6981) 
and inbox (adrian.kurre@hilton.com) are 
always open.

Sincerely,

Adrian Kurre 
Global Head, Hilton Garden Inn
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Brand Performance 
Our Brand Performance Support team operates as a go-to resource for each of our more than 600 hotels. 
The following are a few new ways this team is offering hotels support during the second half of the year. 

UPDATE FROM ADRIAN (CONTINUED)

A word from Adrian …
Earlier this week, HGI Global Head Adrian Kurre addressed the state of the brand in a brief conference call. Would you like to hear 
a replay of this overview? Simply call 201 590 2254 (U.S.)* or 201 590 2254 (Canada)* and enter the conference number (177 1450) 
followed by the reference number (2680529). To fast-forward past the initial call set up, press 8 a few times.

*Standard long distance rates apply.

Marketing
The HGI Marketing team has a full slate of strategies and promotions that are sure to keep our brand  
top-of-mind for consumers throughout the remainder of 2010. 
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Visibility. 
Have you flown Delta lately? If so, you may 
be one of the 78 million people who will 
receive our HGI-sponsored snack bags 
between now and the end of the year. If you 

like doing crossword 
puzzles while you fly, 
you may just receive 
a double dose of 
HGI. As of August 
this year, we’ll also 
sponsor The Week’s 
crossword puzzle 
and gain access to 
their circulation of 
more than 500,000. 

Focus on the Bed.  
While Delta customers enjoy their pretzels 
or peanuts, they can read about our 
customizable Garden Sleep System beds. 
We’ll further our “bed education” at the 
campaign at the front desk with signage 
and enhanced CRM. Our related in-room 
signage and collateral will enjoy a full 
refresh as well.

Upcoming promotions.  
This July through December, we have 
some great deals planned to bring guests 
through your doors. 

Double HHonors Points or  •	
Double Air Miles
Meeting Planner and  •	
Travel Agent Promotions 
Q4 HHonors Promotion •	
Holiday Promotion / Radio City •	
Rockettes 

In addition, we’ll continue to promote both 
the Bed n’ Breakfast Deal (Kids Eat Free) 
and our Advanced Purchase rates. 

Online marketing. 
While our eBrochure, 
landing page and website 
are getting a refresh, we 
also have several brand 
new launches. Guests will 
be able to access our site 
in 11 different languages, 
thanks to our new 
language portal, and our 
new iPhone app will also 
put HGI at the tip of their 
fingers. The ever-popular 
iPhones and BlackBerry smartphones 
have made our display marketing—which 
has garnered a return on investment (ROI) 
of 19:1—a huge hit!

In other online news, Search Marketing 
continues to be a program worth 
opting into. The 220 HGI hotels that are 
participating in our match program are 
seeing an overall ROI of 44:1. 

We want to know what guests are saying 
as well as what they’re searching for. To 
this end, HGI’s use of Maestro, our new 
social media management tool, is one 
of the highest in the Hilton Worldwide 
portfolio of brands.

Public relations.  
Facebook, Twitter, YouTube, blogs— 
HGI really is Everything. Right when you 
need it! Our PR team is doing a fantastic 
job of connecting  
with target 
guests through 
the mediums 
they use daily. 

HGI also recently 
launched “Big 
Day Brigade,” 
which is an 
opportunity for our PR team to reach 
people who camp out for events like movie 

premieres … and share a bit of 
the spotlight. At the recent The 
Twilight Saga - Eclipse premiere 
in Los Angeles, our Brigade was 
on hand to distribute blankets, 
pillows and water bottles—all 
emblazoned with the HGI logo—to 
ensure that the campers were 
“happy,” courtesy of HGI. We 
were delighted with the media 
response, which generated 
over 9.5 million impressions 
(online, print and TV) as well as 
international online and print 

coverage from as far away as France. Later 
this month, the Big Day Brigade will offer 
our excellent HGI service to the crowds at 
Comic-Con International in San Diego, CA.

Color printing  
in the business center
As requested by the OAC 
members, we will no longer offer 
color printing in our business 
centers. We’ll officially announce 
this change to our brand standards 
in the next couple of weeks.

Guest Room Design

Q:  Is there any chance that brand 
standards will allow the headboard wall  
to be wallpapered or painted with an 
accent color?

A: We believe that there are ways to follow 
brand standards and honor each property’s 
unique requirements and personality. In an 
effort to do this, HGI is moving away from 
design schemes. Instead, we’ll provide 
designers with a Design Intent Guide, 
which addresses the use of patterns, 
textures and colors in the guestrooms. 

The approval process for designs will 
remain the same. Submit your project 
details to design.review@hilton.com or 
directly, to Arnie Ellison at Arnie.Ellison@
hilton.com for review and approval. 

Pavilion Space

Q: Would HGI consider researching ways 
to optimize the efficiency of the Pavilion 
space? In my opinion, it needs a major 
overhaul to promote new the functionality 
now required by our guests. (The original 
design dates back to 1996.)

A: In April of this year, HGI introduced a 
new 7.0 Pavilion prototype. This space, 
inspired by nature, is vibrant and social 
while maintaining a comfortable and 
“real” feeling. We’ve also considered 
ways to include opportunities for revenue 
generation (larger bar/ lounge area, 
creation of Cupola lounge and private 
meeting space behind the fireplace). This 
updated design approach is available 
for new construction. We’re drawing up 
retro-fit solutions for renovation projects 
and expect to release these designs in late 
2010. To view images of the 7.0 Pavilion, 
visit http://www.hiltongardeninnfranchise.
com/Index.asp?S=3&P=23.
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Thank you for taking 
the time to submit your 
questions!

We hope that our answers 
offer some clarity on how 
we’re moving forward as  
a brand this quarter and  
in the future.
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1-page flyer

Rootstock Solutions.  
We believe that people working together can make a difference.

You have a mission. 
We can help you create a strategic 
roadmap to help you get there.
At Rootstock Solutions, we provide nonprofits, foundations, 
corporations and government entities with thoughtful, 
responsive and flexible strategies to guide their efforts.  
We meet you where you are in your organizational evolution 
and guide you in how to best position yourself for the future.

Our intentional—and adaptable—approach:
 » PLANNING allows you to step back, think, refine and 

forecast, making it easier to be both disciplined and 
flexible. A good plan fosters engagement and generates 
momentum, allowing vision to become reality. 

 » ASSESSMENT of the current strategic landscape  
requires keen listening, objectivity, asking the right 
questions and the ability to transform quality input  
into strategic planning. 

 » FACILITATION can lay the foundation for productive 
decision-making and help organizations meet their 
mission. 

 » CONSULTATION, in tandem with our other services,  
helps your organization make informed decisions  
with qualitative and quantitative information and  
wise counsel.

Our services include:

 » Strategic, Business and/or 
Sustainability Planning

 » Primary and Secondary Research  
& Analysis

 » Interviewing

 » Leadership Recommendations 

 » Staff & Board Facilitation

 » Multi-stakeholder Planning, 
Facilitation & Assessments

 » Financial Modeling

 » Governance Strategy

 » Board Training & Executive Coaching

 » Conflict Resolution

 » Organizational Change Management

 » Negotiating Strategic Partnerships

 » Collaborations & Other Affiliations

 

Connecting the head with the heart—creating benefit for everyone.  
Rootstock Solutions is not your typical advisory firm.  

Together, we can make a difference. 

 www.rootstocksolutions.com       Call us at 303-512-3330

Our breadth of expertise includes:

 » Charitable Foundations

 » Operating Foundations

 » Community Partnerships

 » Hospitals and Healthcare Partners

 » Corporations

 » Non-Profits

 » Universities

 » Government Agencies
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from Chef Carlos Torres 

200 gram
s whole wheat flour

200 gram
s rolled oats

4 eggs
150 gram

s fat-free cheddar cheese, shredded

150 gram
s diced ham

 (sm
all dice)

6 ounces water

2 tablespoons white sesam
e seeds

Preheat oven to 350 degrees F. M
ix all the ingredients together until a dough is formed. Roll the dough out  

on a lightly floured surface. Cut into desired shapes. Bake for 30 minutes. Turn off heat and allow to bake  

in a cooling oven for the next 1½ to 2 hours, or until dry and crisp.
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client

Jack Kenner, Photographer
project

“Dogs I’ve Nosed  
from Here to Naples”

description

Combination dog portrait and dog 
food/treat recipe book

by Jack Kenner
P H O T O G R A P H E R

DOGS I’ve Nosed
from here to Naples

168
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6661317809799
 

ISBN 9780979666131
53995 >
$39.95

18

A PPLE A N D BA NA NA COOK IES
from Chef Carlos Torres 

2 apples

2 bananas

400 grams whole wheat flour

200 grams of rolled oats

100 milliliters pure vegetable oil

splash of water, if needed

Preheat oven to 350 degrees F. Crush the apples and the bananas together to form a mash. Add the flour, oats, 

vegetable oil and start to form a dough. If you need a shot of water to loosen the mixture up use a little at a time. 

Roll the dough out and cut into any shape that you want. Bake for 30 minutes or until set, pull out and cool  

on baking sheet.

Bailey Torres ›
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6

PEOPLE FOODS TO AVOID FEEDI NG YOU R PETS

Chocolate, Macadamia nuts, avocados…these foods may sound delicious to you, but they’re actually quite dangerous  
for our animal companions. Our nutrition experts have put together a handy list of the top toxic people foods to avoid 
feeding your pet. As always, if you suspect your pet has eaten any of the following foods, please note the amount ingested 
and contact your veterinarian or the ASPCA Animal Poison Control Center at (888) 426-4435.

Raw/Undercooked Meat, Eggs and Bones:  

Raw meat and raw eggs can contain bacteria such as 

Salmonella and E. coli that can be harmful to pets.  

In addition, raw eggs contain an enzyme called avidin 

that decreases the absorption of biotin (a B vitamin), 

which can lead to skin and coat problems. Feeding 

your pet raw bones may seem 

like a natural and healthy 

option that might occur 

if your pet lived in the 

wild. However, this can 

be very dangerous for a 

domestic pet, who might  

choke on bones, or sustain a grave 

injury should the bone splinter and become lodged  

in or puncture your pet’s digestive tract. 

Xylitol: Xylitol is used as a sweetener in many 

products, including gum, candy, baked goods and 

toothpaste. It can cause insulin release in most 

species, which can lead to liver failure. The increase 

in insulin leads to hypoglycemia (lowered sugar 

levels). Initial signs of toxicosis include vomiting, 

lethargy and loss of coordination. Signs can progress 

to recumbency and seizures. Elevated liver enzymes 

and liver failure can be seen within a few days. 

Onions, Garlic, Chives: These vegetables and herbs 

can cause gastrointestinal irritation and could lead 

to red blood cell damage. Although cats are more 

susceptible, dogs are also at risk if a large enough 

amount is consumed. Toxicity is normally diagnosed 

through history, clinical signs and microscopic 

confirmation of Heinz bodies. An occasional low 

dose, such as what might be found in pet foods 

or treats, likely will not cause a problem, but we 

recommend that you do NOT give your pets large 

quantities of these foods. 

Grapes and Raisins: Although the toxic 

substance within grapes and raisins 

is unknown, these fruits can cause 

kidney failure. In pets who already 

have certain health problems, signs 

may be more dramatic. 

Salt: Large amounts of salt can produce excessive 

thirst and urination, or even sodium ion poisoning 

in pets. Signs that your pet may have eaten too 

many salty foods include vomiting, diarrhea, 

depression, tremors, elevated body temperature, 

seizures and even death. In other words, keep those 

salty chips to yourself!

Chocolate, Coffee, Caffeine: These products 

all contain substances called methylxanthines, 

which are found in cacao seeds, the fruit of the 

plant used to make coffee and in the nuts of an 

extract used in some sodas. When ingested by 

pets, methylxanthines can cause vomiting and 

diarrhea, panting, excessive thirst and urination, 

hyperactivity, abnormal heart rhythm, tremors, 

seizures and even death. Note that darker chocolate 

is more dangerous than milk chocolate. 

White chocolate has the lowest level of 

methylxanthines, while baking chocolate 

contains the highest.

Alcohol: Alcoholic beverages 

and food products containing 

alcohol can cause vomiting, diarrhea, 

decreased coordination, central nervous 

system depression, difficulty breathing, 

tremors, abnormal blood acidity, coma 

and even death. 

Milk: Because pets do not possess significant 

amounts of lactase (the enzyme that breaks down 

lactose in milk), milk and other milk-based products 

cause them diarrhea or other digestive upset.

Macadamia Nuts: Macadamia nuts are commonly 

used in many cookies and candies. However, they 

can cause problems for your canine companion. 

These nuts have caused weakness, depression, 

vomiting, tremors and hyperthermia in dogs.  

Signs usually appear within 12 hours of ingestion 

and last approximately 12 to 48 hours. 

Yeast Dough: Yeast dough can rise and cause gas  

to accumulate in your pet’s digestive system. 

This can be painful and can cause the stomach or 

intestines to rupture. Because the risk diminishes 

after the dough is cooked and the yeast has fully 

risen, pets can have small bits of bread as treats. 

However, these treats should not constitute more 

than 5 percent to 10 percent of your 

pet’s daily caloric intake. 

Avocado: The leaves, fruit, seeds 

and bark of avocados contain  

persin, which can cause vomiting  

and diarrhea in dogs. Birds and rodents 

are especially sensitive to avocado poisoning,  

and can develop congestion, difficulty breathing  

and fluid accumulation around the heart.  

Some ingestions may even be fatal. 
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CHEDDA R CHEESE H A M COOK IES
from Chef Carlos Torres 

200 grams whole wheat flour

200 grams rolled oats

4 eggs

150 grams fat-free cheddar cheese, shredded

150 grams diced ham (small dice)

6 ounces water

2 tablespoons white sesame seeds

Preheat oven to 350 degrees F. Mix all the ingredients together until a dough is formed. Roll the dough out  

on a lightly floured surface. Cut into desired shapes. Bake for 30 minutes. Turn off heat and allow to bake  

in a cooling oven for the next 1½ to 2 hours, or until dry and crisp.

client

Jack Kenner, Photographer
project

“Dogs I’ve Nosed  
from Here to Naples”

description

Combination dog portrait and dog 
food/treat recipe book
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client

Hilton,  
Focused Service Brands,  
Food and Beverage

project

Extranet and Mobile App
description

Website built on SiteCore CMS. 
App developed for iOS, Android, 
and Fire.
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client

Hilton,  
DoubleTree, 
Breakfast Refresh

project

Intranet Revamp
description

Rearchitecture and visual update 
for “Wake up DoubleTree Breakfast” 
in SharePoint CMS
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client

Dermaflage
project

Website
description

Redesign to incorporate  
“Worryless” design elements  
from packaging design
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client

RBG 
project

Website
description

Proposed site redesign
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client

Town of Collierville, TN
project

Website
description

Custom design on Joomla CMS



wayne hastings
graphic design 310-684-8914wayne@waynehastings.net 

22423 harvard blvd., torrance, ca 90501

client

Hilton Worldwide
project

Interactive PDF
description

Internal employee and franchisee 
people directory.

hilton Supply ManageMent

global people 
Directory
a Quick reference guiDe

our hilton Supply Management experts are ready to connect you with the 
products and services you need. Simply select one of the buttons above to 
browse for the team member specialized in your region, brand and area 
of interest. if you know specifically what you’re looking for, please use the 
search button in the upper right-hand corner of this page.

Supply ManageMent
corporate heaDQuarterS
7926 JoneS branch Drive, Ste 400
Mclean, va 22102
u. S. a.

toll-free 888-432-5620
www.hiltonSupply.coM 
hSM@hilton.coM

SEARCH

browse by
product/
service

browse by
contact
name

browse by
region

hilton Supply ManageMent

global people Directory
a Quick reference guiDe

you
are
here

all proDuctS/ServiceS: a–coo
click A for inside the americas.   click O for outside the americas.

A  accessories 
A O accessories  

(amenity tray, soap dish, tissue box cover,  
in-room waste baskets) 

A O aDa equipment & accessories 
A O agency Services 
A O air purification, filters & Dust collection 

equipment
 O all national / international food Manufacturer 

programs 
A  all national food Manufacturer programs 
A O amenities (guest room) 
A O amenity trays & accessories
A O artifacts 
A  artificial plants and planters 
 O artificial plants, flowers, trees & accessories
 O artwork 
A O ash trays, urns & Stands 
 O atMs 
A O audio visual equipment & accessories 
A O audio visual Services (in-house)
 O awards, trophies, plaques & certificates
A O baby cribs & crib Supplies 
A O background investigations
A O banners & flags 
A O banquet bars 
A O bar Stools 
A O bathroom / restroom fixtures & accessories
A O bathroom Dispensers & racks
A O bathroom rugs 
A O bathroom Scales & accessories 
A O batteries
A O bed frames/bases 
A  bedding (brand Standard) 
A O bedding & Drapery fabrics
A  bedding/Drapery fabrication 
A O beverage Manufacturer programs 
A  beverage: coca cola & equipment 

A  beverage: coffee & equipment 
A  beverage: non-carbonated: orange Juice, 

water, bar Mixes & equipment
A O binders & Directories
 O blankets
A  blankets comforters / Duvet inserts 
A O books (hardback & Softback)
 O brand icons 
A O brand Marketing collateral
 O brand Standards 
 O brand team liaison 
A O burnishing equipment 
A O business centers (automated 24x7 & Staffed)
A O carpet 
A O carpet extractors & Shampooers 
A O carpet padding / coving Supplies
A O cash registers & cash Drawers 
 O casual furniture
 O chairs (banquet, Desk & wood)
A O chairs, recliners & ottomans
A O chemicals
A O china
A  china, glass & Silver 
A O clock radios
 O closed circuit television 
A O closed circuit television Systems (cctv) 
A O coffee Makers
A O combi ovens 
 O communications equipment 
A  communications equipment & accessories
A O compact refrigerators & Microwaves
 O company cars / vehicle leasing 
A O computer Software & peripherals 
A O computers (Desktop & laptop) 
A O conveyors 
A O cookie equipment
A O cooking & counter equipment

show all
products/
services

show all
contact
names

browse
by region

Next

SEARCH

hilton Supply ManageMent

global people Directory
a Quick reference guiDe

geographical regionS

you
are
here

please select your region by clicking the map above  
or a region name below.

The Americas

 » North Central

 » Southern

 » Western

 » Americas International

Outside the Americas

 » Asia / Pacific

 » Middle East & Africa

 » Europe

 » Greater China and Mongolia

show all
products/
services

show all
contact
names

browse
by region

SEARCH
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client

Hampton
project

Interactive PDF
description

23-page hotel technology and 
compliance reference

1 Hampton 2011 QA Documentation Resource Kit 6/2011 
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Page _____ of _____ 
 
(This is a suggested form for tracking information. If preferred, this form may be modified or another form used.) 

21 Hampton 2011 QA Documentation Resource Kit 6/2011 

	  
I, _________________________________, completed the training noted below. I understand 
the importance of these issues and the role I play in providing a safe environment for those 
who work and stay at our hotel. 
 
Emergency Procedures  Alcohol Awareness 
All employees must be trained in handling  This training is required for those who 
emergency procedures within 30 days of hire.  serve or supervise serving of alcohol. 
   
YEAR 1  YEAR 1 

_________________________________________________  _________________________________________________  

  Team Member Signature    Team Member Signature  

_________________________________________________  _________________________________________________ 

  General Manager Signature _________________________     General Manager Signature 

_________________________________________________  _________________________________________________ 

  Date ____________________________________________     Date 

 

YEAR 2 ________________________________  YEAR 2 

_________________________________________________  _________________________________________________ 

  Team Member Signature ____________________________     Team Member Signature 

_________________________________________________  _________________________________________________ 

  General Manager Signature __________________________     General Manager Signature 

_________________________________________________  _________________________________________________ 

   Date 

 

YEAR 3 ________________________________  YEAR 3 

_________________________________________________  _________________________________________________ 

   Team Member Signature____________________________     Team Member Signature 

_________________________________________________  _________________________________________________ 

  General Manager Signature __________________________     General Manager Signature 

_________________________________________________  _________________________________________________ 

  Date ____________________________________________     Date  

8 Hampton 2011 QA Documentation Resource Kit 6/2011 

 

Fire Drill Report 
 

Hotel ____________________________  Date_______________________________________________  

Time ____________________________  Conducted By _______________________________________  

Location of Drill_________________________________________________________________________  

 

Method of Drill Activation 

Pull Box Water Flow Smoke Detector Telephone Call  

Other ________________________________________________________________________________  

 

Persons Responding 

Management Name ________________________  Signature _________________________________  

Engineering Name ________________________  Signature _________________________________  

Housekeeping Name ________________________  Signature _________________________________  

Front Desk Name ________________________  Signature _________________________________  

Other Name ________________________  Signature _________________________________  

Other Name ________________________  Signature _________________________________  
 

Equipment Brought to Drill Site _____________________________ 

 

Drill Evaluation 

Excellent Good  Needs Improvement 
(Explain the reason for your rating and list follow-up activities and completion dates.) 
 

___________________  __________________________   

General Manager   Manager on Duty 

 

___________________  __________________________  

Date   Date

 
 
 
(This is a suggested form for tracking information. If preferred, this form may be modified or another form used.) 
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FOOD & BEVERAGE

adults are trying 

to eat healthier at 

restaurants than they 

did two years ago

National Restaurant 

Association, 2017

M
obile Tools and Resources

W
e developed a dynam

ic m
obile 

tool called F&B(i), to m
ake life 

easier for GM
s and their team

s. 

The tool allows non proprietary 

inform
ation to be shared on a 

web browser or through the 

Hilton F&B(i) app. W
e recently 

surveyed a select group of GM
s 

who tested the tool. Over 83% 

of GM
s surveyed said that team

 

m
em

bers were positive about 

the new m
obile tool. And, 82% of 

GM
s said it would help them

 be 

m
ore productive. The F&B(i) tool 

is currently available for Tru and 

will launch Q2 2017 for Ham
pton 

and Hom
ewood Suites. Hilton 

Garden Inn follows in Q3. Look 

for launch inform
ation com

ing 

soon in NOW
.

Displayware Launch Success

The Hilton Garden Inn Display-

ware and Graphics Refresh 

launched in April. The refresh 

is designed to be used for both 

breakfast and catering, and 

includes vibrant new graphics. 

The new F&B o�erings 

are big news reaching m
ore 

than 220 m
illion people online 

and in print. 

The m
edia focused on how, 

at a tim
e when HGI is a m

arket 

leader, we continue to listen to 

our owners, GM
s and team

 

m
em

bers to ensure our guest 

experience keeps us in a 

leadership position.

Tru W
ow Breakfast

Tru by Hilton is revolutionizing 

the approach to food and 

beverage. Rather than presenting 

the sam
e traditional breakfast 

choices as other hotels, Tru 

o�ers a wide-range of options 

that guests tell us they want. 

Guests can choose from
 high-

quality base item
s including 

bagels, donuts, English m
u�

ns, 

yogurt, eggs, and, oatm
eal — 

then, top these with over 30 

sweet or savory ingredients.  

It’s an experience that gives 

guests choice and control. 

Our first Tru opened in April. 

Look for guest feedback and 

SALT scores as we continue to 

refine this revolutionary new 

food and beverage o�ering.

An initiative like the HGI 

Nutritional Inform
ation Program

 

takes great team
work. 

The Focused Service F&B 

Team thanks...

Heather Lipke

Product Quality Innovation

Marc Rothstein 

Brand Perform
ance Support

Kirk Hastings

Kirk Hastings Design

Trey Rivalto 

W
ebM

asson M
arketing

Your leadership, support and 

input m
ade this a successful 

launch for all of Hilton. W
e look 

forward to future partnerships 

with you and your team
s. 

You are Hospitality!

Hilton is one of the largest operators of 

restaurants and bars in the world – serving 

22 m
illion guests per year. As such, we are 

keenly aware of food and beverage trends 

and the needs of our guests.

Our Focused Service Brands strive to lead the industry in clean 

food ingredients. W
e require that our proprietary products do not 

contain  high fructose corn syrup.. And we continue to work with our 

vendor-partners to provide m
enu item

s that set the standard for 

nutrition and satisfaction for our guests.

M
ore than 10 years ago, we rem

oved trans-fats from
 our breakfast 

service. And recently, we required our suppliers to rem
ove high 

fructose corn syrup from
 all our food products.

In 2016, while in the m
idst of leading the industry, serving our guests 

and delivering for our owners, the Hilton F&B Team
 took on nutritional 

labeling to answer our guests’ needs and deliver on new governm
ent 

regulations under the A�ordable Care Act (ACA)* that e�ected the 

Hilton Garden Inn brand.

W
hat do hospitality leaders do when things change? 

OUTPERFORM
!

Introducing the HGI Nutritional Inform
ation Program

Hilton F&B Focused Service team
 looked  at changing trends and 

regulations as opportunities to im
prove the guest experience and 

deliver state-of-the art tools and resources for our hotel team
s while 

ensuring com
pliance and ease of operation for our owners and 

general m
anagers.

W
e Are Hilton. W

e Lead The W
ay.

•     Hilton Garden Inn is the first hospitality brand to o�er guests full  

 
digital nutritional inform

ation. Access to both the nutrition calculator 

 
and interactive m

enu are available by visiting www.hginutrition.com
. 

• 
Hilton Garden Inn hotels will be fully com

pliant with the 

 
new HGI Nutritional Inform

ation Program
 by June 30, 2017 (brand  

 
standard by July 1, 2017) — ensuring we are ahead of the governm

ent  

 
regulations and our com

petitors. 

• 
Hilton Garden Inn is the clear leader in F&B within our m

arket  

 
segm

ent. Nutritional clarity and transparency is one m
ore way to  

 
underscore our status as the preem

inent F&B o�ering am
ongst  

 
our com

petitive set.

 
* Under the ACA, all retail food establishm

ents with m
ore than 20 outlets serving  

 
  the sam

e m
enu and under the sam

e brand are required to supply full nutritional  

 
  inform

ation for consum
ers. 

“Visionary food com
panies will develop a passion for food culture 

and will understand the progressive health and wellness consum
er so 

they can authentically speak to m
ainstream

 consum
er aspirations.”   

— Forbes, 2015

INNOVATION

Update
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M
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ic m
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tool called F&B(i), to m
ake life 

easier for GM
s and their team

s. 

The tool allows non proprietary 

inform
ation to be shared on a 

web browser or through the 
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who tested the tool. Over 83% 
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s surveyed said that team
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Displayware Launch Success

The Hilton Garden Inn Display-

ware and Graphics Refresh 

launched in April. The refresh 

is designed to be used for both 

breakfast and catering, and 

includes vibrant new graphics. 

The new F&B o�erings 

are big news reaching m
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the approach to food and 

beverage. Rather than presenting 
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e traditional breakfast 

choices as other hotels, Tru 

o�ers a wide-range of options 

that guests tell us they want. 
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 high-
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s including 

bagels, donuts, English m
u�

ns, 

yogurt, eggs, and, oatm
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then, top these with over 30 

sweet or savory ingredients.  

It’s an experience that gives 

guests choice and control. 
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Look for guest feedback and 

SALT scores as we continue to 

refine this revolutionary new 

food and beverage o�ering.
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ation Program
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Heather Lipke
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ance Support
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Your leadership, support and 
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ade this a successful 

launch for all of Hilton. W
e look 

forward to future partnerships 
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Hilton is one of the largest operators of 

restaurants and bars in the world – serving 

22 m
illion guests per year. As such, we are 

keenly aware of food and beverage trends 

and the needs of our guests.

Our Focused Service Brands strive to lead the industry in clean 

food ingredients. W
e require that our proprietary products do not 

contain  high fructose corn syrup.. And we continue to work with our 

vendor-partners to provide m
enu item

s that set the standard for 

nutrition and satisfaction for our guests.

M
ore than 10 years ago, we rem

oved trans-fats from
 our breakfast 

service. And recently, we required our suppliers to rem
ove high 

fructose corn syrup from
 all our food products.

In 2016, while in the m
idst of leading the industry, serving our guests 

and delivering for our owners, the Hilton F&B Team
 took on nutritional 

labeling to answer our guests’ needs and deliver on new governm
ent 

regulations under the A�ordable Care Act (ACA)* that e�ected the 

Hilton Garden Inn brand.

W
hat do hospitality leaders do when things change? 

OUTPERFORM
!
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ation Program

Hilton F&B Focused Service team
 looked  at changing trends and 

regulations as opportunities to im
prove the guest experience and 

deliver state-of-the art tools and resources for our hotel team
s while 

ensuring com
pliance and ease of operation for our owners and 

general m
anagers.

W
e Are Hilton. W

e Lead The W
ay.

•     Hilton Garden Inn is the first hospitality brand to o�er guests full  

 
digital nutritional inform

ation. Access to both the nutrition calculator 

 
and interactive m

enu are available by visiting www.hginutrition.com
. 

• 
Hilton Garden Inn hotels will be fully com

pliant with the 

 
new HGI Nutritional Inform

ation Program
 by June 30, 2017 (brand  

 
standard by July 1, 2017) — ensuring we are ahead of the governm

ent  

 
regulations and our com

petitors. 
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Hilton Garden Inn is the clear leader in F&B within our m
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ent. Nutritional clarity and transparency is one m
ore way to  

 
underscore our status as the preem

inent F&B o�ering am
ongst  

 
our com

petitive set.

 
* Under the ACA, all retail food establishm

ents with m
ore than 20 outlets serving  

 
  the sam

e m
enu and under the sam

e brand are required to supply full nutritional  

 
  inform

ation for consum
ers. 

“Visionary food com
panies will develop a passion for food culture 

and will understand the progressive health and wellness consum
er so 

they can authentically speak to m
ainstream

 consum
er aspirations.”   

— Forbes, 2015
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M
obile Tools and Resources

W
e developed a dynam

ic m
obile 

tool called F&B(i), to m
ake life 

easier for GM
s and their team

s. 

The tool allows non proprietary 

inform
ation to be shared on a 

web browser or through the 

Hilton F&B(i) app. W
e recently 

surveyed a select group of GM
s 

who tested the tool. Over 83% 

of GM
s surveyed said that team

 

m
em

bers were positive about 

the new m
obile tool. And, 82% of 

GM
s said it would help them

 be 

m
ore productive. The F&B(i) tool 

is currently available for Tru and 

will launch Q2 2017 for Ham
pton 

and Hom
ewood Suites. Hilton 

Garden Inn follows in Q3. Look 

for launch inform
ation com

ing 

soon in NOW
.

Displayware Launch Success

The Hilton Garden Inn Display-

ware and Graphics Refresh 

launched in April. The refresh 

is designed to be used for both 

breakfast and catering, and 

includes vibrant new graphics. 

The new F&B o�erings 

are big news reaching m
ore 

than 220 m
illion people online 

and in print. 

The m
edia focused on how, 

at a tim
e when HGI is a m

arket 

leader, we continue to listen to 

our owners, GM
s and team

 

m
em

bers to ensure our guest 

experience keeps us in a 

leadership position.

Tru W
ow Breakfast

Tru by Hilton is revolutionizing 

the approach to food and 

beverage. Rather than presenting 

the sam
e traditional breakfast 

choices as other hotels, Tru 

o�ers a wide-range of options 

that guests tell us they want. 

Guests can choose from
 high-

quality base item
s including 

bagels, donuts, English m
u�

ns, 

yogurt, eggs, and, oatm
eal — 

then, top these with over 30 

sweet or savory ingredients.  

It’s an experience that gives 

guests choice and control. 

Our first Tru opened in April. 

Look for guest feedback and 

SALT scores as we continue to 

refine this revolutionary new 

food and beverage o�ering.

An initiative like the HGI 

Nutritional Inform
ation Program

 

takes great team
work. 

The Focused Service F&B 

Team thanks...

Heather Lipke

Product Quality Innovation

Marc Rothstein 

Brand Perform
ance Support

Kirk Hastings

Kirk Hastings Design

Trey Rivalto 

W
ebM

asson M
arketing

Your leadership, support and 

input m
ade this a successful 

launch for all of Hilton. W
e look 

forward to future partnerships 

with you and your team
s. 

You are Hospitality!

Hilton is one of the largest operators of 

restaurants and bars in the world – serving 

22 m
illion guests per year. As such, we are 

keenly aware of food and beverage trends 

and the needs of our guests.

Our Focused Service Brands strive to lead the industry in clean 

food ingredients. W
e require that our proprietary products do not 

contain  high fructose corn syrup.. And we continue to work with our 

vendor-partners to provide m
enu item

s that set the standard for 

nutrition and satisfaction for our guests.

M
ore than 10 years ago, we rem

oved trans-fats from
 our breakfast 

service. And recently, we required our suppliers to rem
ove high 

fructose corn syrup from
 all our food products.

In 2016, while in the m
idst of leading the industry, serving our guests 

and delivering for our owners, the Hilton F&B Team
 took on nutritional 

labeling to answer our guests’ needs and deliver on new governm
ent 

regulations under the A�ordable Care Act (ACA)* that e�ected the 
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W
hat do hospitality leaders do when things change? 
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!

Introducing the HGI Nutritional Inform
ation Program

Hilton F&B Focused Service team
 looked  at changing trends and 

regulations as opportunities to im
prove the guest experience and 

deliver state-of-the art tools and resources for our hotel team
s while 

ensuring com
pliance and ease of operation for our owners and 

general m
anagers.

W
e Are Hilton. W

e Lead The W
ay.
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digital nutritional inform

ation. Access to both the nutrition calculator 

 
and interactive m

enu are available by visiting www.hginutrition.com
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pliant with the 

 
new HGI Nutritional Inform

ation Program
 by June 30, 2017 (brand  

 
standard by July 1, 2017) — ensuring we are ahead of the governm

ent  

 
regulations and our com

petitors. 

• 
Hilton Garden Inn is the clear leader in F&B within our m

arket  

 
segm

ent. Nutritional clarity and transparency is one m
ore way to  

 
underscore our status as the preem

inent F&B o�ering am
ongst  

 
our com

petitive set.

 
* Under the ACA, all retail food establishm

ents with m
ore than 20 outlets serving  

 
  the sam

e m
enu and under the sam

e brand are required to supply full nutritional  

 
  inform

ation for consum
ers. 

“Visionary food com
panies will develop a passion for food culture 

and will understand the progressive health and wellness consum
er so 

they can authentically speak to m
ainstream

 consum
er aspirations.”   

— Forbes, 2015

INNOVATION

Update
New Interactive Tool 

Im
proves Productivity

Inform
ation that was only accessible by GM

s in a static PDF form
at 

is now available on a dynam
ic technology platform

 called the “Food 

and Beverage Inform
ation and Innovation” - F&B(i) for short. It 

was developed by the Hilton Food & Beverage Focused Service 

Innovation Team
 and will be launched to all Ham

pton US and Canada 

properties Aug. 7.

 

“I installed the [F&B(i) app] on my cell phone and it 

is very convenient to be able to access inform
ation 

right away right where you are. M
ost of our 

em
ployees will benefit from

 this tool.”

—Survey com
m

ent from
 Ham

pton GM
  

who previewed the tool, April 2017.

GM
s and Team

 M
em

bers Give New Tool High M
arks

The F&B(i) tool was previewed by 74 Ham
pton GM

s and over 83% said 

that team
 m

em
bers were positive about the F&B(i) tool, and over 82% 

said they thought the tool would help them
 be m

ore productive.

By downloading this new tool, GM
s and team

 

m
em

bers alike can access inform
ation when 

and where they need it in eight different 

languages:
• Ops Guides and Approved Product Lists

• Recipes

• How-To Videos

• Food Safety Inform
ation

• QA Checklists

• Planogram
s

And, it saves m
oney! No m

ore wasting paper 

and ink printing user guides and recipes.

W
OW

’d – TRU by Hilton

The new F&B(i) tool has been used to on-board team
 m

em
bers  

at the newly opened TRU properties in Oklahom
a, M

cDonough,  

and Lancaster. It m
ade setting up displayware and following  

the recipes easy.“Team
 m

em
bers were very excited to get  

the [F&B(i)] tool installed … I was very pleased  

to watch them
 intuitively use the recipe cards  

on their own. They did a great job and were 

successful on the first try!”

-Chef Adam
 M

ickenberg

Try the F&B(i) Tool Today

Enter fnbibyhilton.com
 into your m

obile device browser or desktop 

com
puter. Or, download the tool from

 the Google Play Store, Apple 

App Store or Am
azon Appstore. Sim

ply search for F&B(i) by Hilton. 

W
hen you access the tool, the only thing you need to know is 

your “inncode” and then follow instructions from
 there. If you’re in 

M
em

phis use inncode M
EM

HQ. If you’re in M
cLean use W

DCHQ.

New Interactive Tool 

Im
proves Productivity

FOOD & BEVERAGEAn innovation is one  

of those things that 

society looks at and says,  

if we m
ake this part of  

the way we live and work,  

it will change the way  

we live and work.

Dean Kam
en

Guests Stay Longer  

with Bar Specials

As part of its brand refresh, 

HGI is prom
oting new Food & 

Beverage offerings through  

the m
arketing cam

paign: 

“Sim
ple Things on Another 

Level.” The new offerings 

include sharing boards, salads, 

sandwiches, flatbreads,  

entrees, desserts and cocktails. 

The rollout of new food and 

beverage options will begin  

with new properties. Established 

properties will use existing  

food and drink specials along 

with lim
ited tim

e offers in the 

Lounge. The goal of the new 

program
 is to entice guests 

to stay at the hotel longer 

– to celebrate happy hour, 

prom
otions, birthdays, or to 

sim
ply unwind. The longer  

they stay, the m
ore profitable  

we becom
e.

Local Flare Makes Us Unique

Hilton Food & Beverage 

Focused Service Innovation 

Team
 puts a lot of effort  

to infuse a local feel into  

each property. It energizes 

guests and team
 m

em
bers  

alike to be able to relate m
ore  

closely to the area where they 

are visiting and working.  
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J.D. Power is a global leader in 

consum
er insights, advisory 

services and data and 

analytics. Seven key factors 

are exam
ined in each hotel 

segm
ent to determ

ine overall 

satisfaction: 

• Reservations 

• Check-In and Check-Out 

• Guestroom
 

• Food & Beverage 

• Hotel Services 

• Facilities 

• Cost and Fees 

“Thank you to the Hilton  

Food & Beverage Focused 

Service Innovation Team  

for all the hard work that  

goes on behind the scenes  

to win these prestigious 

awards. Special thanks  

to John Greenleaf, Jonathan 

L. W
ilson, Shawn M

cGowan, 

Heather Lipke, Adam 

M
ickenberg, Bruce Salisbury, 

Liz Giovannini, Lolly Block, 

Teri Rhodes W
hite, W

ayne 

Hastings, and Jenna Jordan. 

W
ith all the things the team  

is currently launching,  

we are sure to have another 

great year!”

—M
ark W

. Southern, Director, 

F&B Brand Program
s, Focused 

Service, Global Brands & 

Innovation Services

C

B

According to the National 

Restaurant Association’s 

“W
hat’s HOT 2017 Culinary 

Forecast” hyper-local 

sourcing is the num
ber 

one Top 10 Concept Trend.

These are a few tactical things 

hotels are doing to “go local”:

Hilton Garden Inn 

Chef-inspired specials  

with local foods and tastes

Ham
pton by Hilton 

Chalkboards highlighting  

local specials 

Tru by Hilton 

Stocking retail with  

locally-sourced item
s

Hilton Scores High  

with J.D. Power

Hilton Garden Inn outranked 

ten other brands to be nam
ed 

NUMBER ONE by J.D. Power  

in the upscale hotel segm
ent  

for guest satisfaction. For the 

11th year in a row, HGI topped 

the segm
ent in the Food & 

Beverage category. 

Hom
e2 Suites by Hilton ranked 

second in the Extended Stay 

segm
ent. And, Ham

pton ranked 

second in the Upper M
idscale 

segm
ent.

I like that  F&B(i) 

is available at 

any time 

and you can 

search 

easily at your 

fingertips.

———————— ———————————————

Survey com
m

ent from
 

Ham
pton GM

 who previewed 

the tool, April 2017.

———————— ———————————————
Building a dynam

ic technology 

platform
 to im

prove 

productivity is a m
ulti-phased 

project involving m
any different 

partners. Vital to our successful 

launch were: 

W
ayne Hastings

Ietal Com
m

unication  

and Design

Jenna Jordan

Ietal Com
m

unication  

and Design
Bret Lipsomb

Vanick Digital

Your leadership, support and 

input m
ade this a successful 

launch for all of Hilton. W
e look 

forward to future partnerships 

with you and your team
s.

You are Hospitality!



wayne hastings
graphic design 310-684-8914wayne@waynehastings.net 

22423 harvard blvd., torrance, ca 90501

client

Hilton, Focused Service Brands,  
Food and Beverage

project

Email Newsletter
description

Food and Beverage success 
stories shared with executive level 
management
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adults are trying 
to eat healthier at 

restaurants than they 
did two years ago

National Restaurant 
Association, 2017

Mobile Tools and Resources

We developed a dynamic mobile 
tool called F&B(i), to make life 
easier for GMs and their teams. 
The tool allows non proprietary 
information to be shared on a 
web browser or through the 
Hilton F&B(i) app. We recently 
surveyed a select group of GMs 
who tested the tool. Over 83% 
of GMs surveyed said that team 
members were positive about 
the new mobile tool. And, 82% of 
GMs said it would help them be 
more productive. The F&B(i) tool 
is currently available for Tru and 
will launch Q2 2017 for Hampton 
and Homewood Suites. Hilton 
Garden Inn follows in Q3. Look 
for launch information coming 
soon in NOW.

Displayware Launch Success

The Hilton Garden Inn Display-
ware and Graphics Refresh 
launched in April. The refresh 
is designed to be used for both 
breakfast and catering, and 
includes vibrant new graphics. 

The new F&B o�erings 
are big news reaching more 
than 220 million people online 
and in print. 

The media focused on how, 
at a time when HGI is a market 
leader, we continue to listen to 
our owners, GMs and team 
members to ensure our guest 
experience keeps us in a 
leadership position.

Tru Wow Breakfast

Tru by Hilton is revolutionizing 
the approach to food and 
beverage. Rather than presenting 
the same traditional breakfast 
choices as other hotels, Tru 
o�ers a wide-range of options 
that guests tell us they want. 
Guests can choose from high-
quality base items including 
bagels, donuts, English mu�ns, 
yogurt, eggs, and, oatmeal — 
then, top these with over 30 
sweet or savory ingredients.  
It’s an experience that gives 
guests choice and control. 
Our first Tru opened in April. 
Look for guest feedback and 
SALT scores as we continue to 
refine this revolutionary new 
food and beverage o�ering.

An initiative like the HGI 
Nutritional Information Program 
takes great teamwork. 

The Focused Service F&B 
Team thanks...

Heather Lipke
Product Quality Innovation

Marc Rothstein 
Brand Performance Support

Kirk Hastings
Kirk Hastings Design

Trey Rivalto 
WebMasson Marketing

Your leadership, support and 
input made this a successful 
launch for all of Hilton. We look 
forward to future partnerships 
with you and your teams. 
You are Hospitality!

Hilton is one of the largest operators of 
restaurants and bars in the world – serving 
22 million guests per year. As such, we are 
keenly aware of food and beverage trends 
and the needs of our guests.
Our Focused Service Brands strive to lead the industry in clean 
food ingredients. We require that our proprietary products do not 
contain  high fructose corn syrup.. And we continue to work with our 
vendor-partners to provide menu items that set the standard for 
nutrition and satisfaction for our guests.

More than 10 years ago, we removed trans-fats from our breakfast 
service. And recently, we required our suppliers to remove high 
fructose corn syrup from all our food products.

In 2016, while in the midst of leading the industry, serving our guests 
and delivering for our owners, the Hilton F&B Team took on nutritional 
labeling to answer our guests’ needs and deliver on new government 
regulations under the A�ordable Care Act (ACA)* that e�ected the 
Hilton Garden Inn brand.

What do hospitality leaders do when things change? 

OUTPERFORM!

Introducing the HGI Nutritional Information Program
Hilton F&B Focused Service team looked  at changing trends and 
regulations as opportunities to improve the guest experience and 
deliver state-of-the art tools and resources for our hotel teams while 
ensuring compliance and ease of operation for our owners and 
general managers.

We Are Hilton. We Lead The Way.
•     Hilton Garden Inn is the first hospitality brand to o�er guests full  
 digital nutritional information. Access to both the nutrition calculator 
 and interactive menu are available by visiting www.hginutrition.com. 

• Hilton Garden Inn hotels will be fully compliant with the 
 new HGI Nutritional Information Program by June 30, 2017 (brand  
 standard by July 1, 2017) — ensuring we are ahead of the government  
 regulations and our competitors. 

• Hilton Garden Inn is the clear leader in F&B within our market  
 segment. Nutritional clarity and transparency is one more way to  
 underscore our status as the preeminent F&B o�ering amongst  
 our competitive set.
 * Under the ACA, all retail food establishments with more than 20 outlets serving  
   the same menu and under the same brand are required to supply full nutritional  
   information for consumers. 

“Visionary food companies will develop a passion for food culture 
and will understand the progressive health and wellness consumer so 
they can authentically speak to mainstream consumer aspirations.”   

— Forbes, 2015

INNOVATIONUpdate
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We developed a dynamic mobile 
tool called F&B(i), to make life 
easier for GMs and their teams. 
The tool allows non proprietary 
information to be shared on a 
web browser or through the 
Hilton F&B(i) app. We recently 
surveyed a select group of GMs 
who tested the tool. Over 83% 
of GMs surveyed said that team 
members were positive about 
the new mobile tool. And, 82% of 
GMs said it would help them be 
more productive. The F&B(i) tool 
is currently available for Tru and 
will launch Q2 2017 for Hampton 
and Homewood Suites. Hilton 
Garden Inn follows in Q3. Look 
for launch information coming 
soon in NOW.

Displayware Launch Success

The Hilton Garden Inn Display-
ware and Graphics Refresh 
launched in April. The refresh 
is designed to be used for both 
breakfast and catering, and 
includes vibrant new graphics. 

The new F&B o�erings 
are big news reaching more 
than 220 million people online 
and in print. 

The media focused on how, 
at a time when HGI is a market 
leader, we continue to listen to 
our owners, GMs and team 
members to ensure our guest 
experience keeps us in a 
leadership position.

Tru Wow Breakfast

Tru by Hilton is revolutionizing 
the approach to food and 
beverage. Rather than presenting 
the same traditional breakfast 
choices as other hotels, Tru 
o�ers a wide-range of options 
that guests tell us they want. 
Guests can choose from high-
quality base items including 
bagels, donuts, English mu�ns, 
yogurt, eggs, and, oatmeal — 
then, top these with over 30 
sweet or savory ingredients.  
It’s an experience that gives 
guests choice and control. 
Our first Tru opened in April. 
Look for guest feedback and 
SALT scores as we continue to 
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food and beverage o�ering.

An initiative like the HGI 
Nutritional Information Program 
takes great teamwork. 

The Focused Service F&B 
Team thanks...

Heather Lipke
Product Quality Innovation

Marc Rothstein 
Brand Performance Support

Kirk Hastings
Kirk Hastings Design

Trey Rivalto 
WebMasson Marketing

Your leadership, support and 
input made this a successful 
launch for all of Hilton. We look 
forward to future partnerships 
with you and your teams. 
You are Hospitality!

Hilton is one of the largest operators of 
restaurants and bars in the world – serving 
22 million guests per year. As such, we are 
keenly aware of food and beverage trends 
and the needs of our guests.
Our Focused Service Brands strive to lead the industry in clean 
food ingredients. We require that our proprietary products do not 
contain  high fructose corn syrup.. And we continue to work with our 
vendor-partners to provide menu items that set the standard for 
nutrition and satisfaction for our guests.

More than 10 years ago, we removed trans-fats from our breakfast 
service. And recently, we required our suppliers to remove high 
fructose corn syrup from all our food products.

In 2016, while in the midst of leading the industry, serving our guests 
and delivering for our owners, the Hilton F&B Team took on nutritional 
labeling to answer our guests’ needs and deliver on new government 
regulations under the A�ordable Care Act (ACA)* that e�ected the 
Hilton Garden Inn brand.

What do hospitality leaders do when things change? 

OUTPERFORM!
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Hilton F&B Focused Service team looked  at changing trends and 
regulations as opportunities to improve the guest experience and 
deliver state-of-the art tools and resources for our hotel teams while 
ensuring compliance and ease of operation for our owners and 
general managers.
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We developed a dynamic mobile 
tool called F&B(i), to make life 
easier for GMs and their teams. 
The tool allows non proprietary 
information to be shared on a 
web browser or through the 
Hilton F&B(i) app. We recently 
surveyed a select group of GMs 
who tested the tool. Over 83% 
of GMs surveyed said that team 
members were positive about 
the new mobile tool. And, 82% of 
GMs said it would help them be 
more productive. The F&B(i) tool 
is currently available for Tru and 
will launch Q2 2017 for Hampton 
and Homewood Suites. Hilton 
Garden Inn follows in Q3. Look 
for launch information coming 
soon in NOW.

Displayware Launch Success

The Hilton Garden Inn Display-
ware and Graphics Refresh 
launched in April. The refresh 
is designed to be used for both 
breakfast and catering, and 
includes vibrant new graphics. 

The new F&B o�erings 
are big news reaching more 
than 220 million people online 
and in print. 

The media focused on how, 
at a time when HGI is a market 
leader, we continue to listen to 
our owners, GMs and team 
members to ensure our guest 
experience keeps us in a 
leadership position.

Tru Wow Breakfast

Tru by Hilton is revolutionizing 
the approach to food and 
beverage. Rather than presenting 
the same traditional breakfast 
choices as other hotels, Tru 
o�ers a wide-range of options 
that guests tell us they want. 
Guests can choose from high-
quality base items including 
bagels, donuts, English mu�ns, 
yogurt, eggs, and, oatmeal — 
then, top these with over 30 
sweet or savory ingredients.  
It’s an experience that gives 
guests choice and control. 
Our first Tru opened in April. 
Look for guest feedback and 
SALT scores as we continue to 
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food and beverage o�ering.
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Nutritional Information Program 
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Brand Performance Support

Kirk Hastings
Kirk Hastings Design
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WebMasson Marketing
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input made this a successful 
launch for all of Hilton. We look 
forward to future partnerships 
with you and your teams. 
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Hilton is one of the largest operators of 
restaurants and bars in the world – serving 
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food ingredients. We require that our proprietary products do not 
contain  high fructose corn syrup.. And we continue to work with our 
vendor-partners to provide menu items that set the standard for 
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More than 10 years ago, we removed trans-fats from our breakfast 
service. And recently, we required our suppliers to remove high 
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and delivering for our owners, the Hilton F&B Team took on nutritional 
labeling to answer our guests’ needs and deliver on new government 
regulations under the A�ordable Care Act (ACA)* that e�ected the 
Hilton Garden Inn brand.

What do hospitality leaders do when things change? 
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Hilton F&B Focused Service team looked  at changing trends and 
regulations as opportunities to improve the guest experience and 
deliver state-of-the art tools and resources for our hotel teams while 
ensuring compliance and ease of operation for our owners and 
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We Are Hilton. We Lead The Way.
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INNOVATIONUpdate
New Interactive Tool 
Improves Productivity
Information that was only accessible by GMs in a static PDF format 
is now available on a dynamic technology platform called the “Food 
and Beverage Information and Innovation” - F&B(i) for short. It 
was developed by the Hilton Food & Beverage Focused Service 
Innovation Team and will be launched to all Hampton US and Canada 
properties Aug. 7.

 

“I installed the [F&B(i) app] on my cell phone and it 
is very convenient to be able to access information 

right away right where you are. Most of our 
employees will benefit from this tool.”

—Survey comment from Hampton GM  
who previewed the tool, April 2017.

GMs and Team Members Give New Tool High Marks
The F&B(i) tool was previewed by 74 Hampton GMs and over 83% said 
that team members were positive about the F&B(i) tool, and over 82% 
said they thought the tool would help them be more productive.

By downloading this new tool, GMs and team 
members alike can access information when 
and where they need it in eight different 
languages:

• Ops Guides and Approved Product Lists
• Recipes
• How-To Videos
• Food Safety Information
• QA Checklists
• Planograms

And, it saves money! No more wasting paper 
and ink printing user guides and recipes.

WOW’d – TRU by Hilton
The new F&B(i) tool has been used to on-board team members  
at the newly opened TRU properties in Oklahoma, McDonough,  
and Lancaster. It made setting up displayware and following  
the recipes easy.

“Team members were very excited to get  
the [F&B(i)] tool installed … I was very pleased  
to watch them intuitively use the recipe cards  

on their own. They did a great job and were 
successful on the first try!”

-Chef Adam Mickenberg

Try the F&B(i) Tool Today
Enter fnbibyhilton.com into your mobile device browser or desktop 
computer. Or, download the tool from the Google Play Store, Apple 
App Store or Amazon Appstore. Simply search for F&B(i) by Hilton. 

When you access the tool, the only thing you need to know is 
your “inncode” and then follow instructions from there. If you’re in 
Memphis use inncode MEMHQ. If you’re in McLean use WDCHQ.

New Interactive Tool 
Improves Productivity

FOOD & BEVERAGE

An innovation is one  
of those things that 

society looks at and says,  
if we make this part of  

the way we live and work,  
it will change the way  

we live and work.

Dean Kamen

Guests Stay Longer  
with Bar Specials

As part of its brand refresh, 
HGI is promoting new Food & 
Beverage offerings through  
the marketing campaign: 
“Simple Things on Another 
Level.” The new offerings 
include sharing boards, salads, 
sandwiches, flatbreads,  
entrees, desserts and cocktails. 
The rollout of new food and 
beverage options will begin  
with new properties. Established 
properties will use existing  
food and drink specials along 
with limited time offers in the 
Lounge. The goal of the new 
program is to entice guests 
to stay at the hotel longer 
– to celebrate happy hour, 
promotions, birthdays, or to 
simply unwind. The longer  
they stay, the more profitable  
we become.

Local Flare Makes Us Unique

Hilton Food & Beverage 
Focused Service Innovation 
Team puts a lot of effort  
to infuse a local feel into  
each property. It energizes 
guests and team members  
alike to be able to relate more  
closely to the area where they 
are visiting and working.  
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J.D. Power is a global leader in 
consumer insights, advisory 
services and data and 
analytics. Seven key factors 
are examined in each hotel 
segment to determine overall 
satisfaction: 

• Reservations 
• Check-In and Check-Out 
• Guestroom 
• Food & Beverage 
• Hotel Services 
• Facilities 
• Cost and Fees 

“Thank you to the Hilton  
Food & Beverage Focused 
Service Innovation Team  
for all the hard work that  
goes on behind the scenes  
to win these prestigious 
awards. Special thanks  
to John Greenleaf, Jonathan 
L. Wilson, Shawn McGowan, 
Heather Lipke, Adam 
Mickenberg, Bruce Salisbury, 
Liz Giovannini, Lolly Block, 
Teri Rhodes White, Wayne 
Hastings, and Jenna Jordan. 
With all the things the team  
is currently launching,  
we are sure to have another 
great year!”
—Mark W. Southern, Director, 
F&B Brand Programs, Focused 
Service, Global Brands & 
Innovation Services

C

B

According to the National 
Restaurant Association’s 

“What’s HOT 2017 Culinary 
Forecast” hyper-local 

sourcing is the number 
one Top 10 Concept Trend.

These are a few tactical things 
hotels are doing to “go local”:

Hilton Garden Inn 
Chef-inspired specials  
with local foods and tastes

Hampton by Hilton 
Chalkboards highlighting  
local specials 

Tru by Hilton 
Stocking retail with  
locally-sourced items

Hilton Scores High  
with J.D. Power

Hilton Garden Inn outranked 
ten other brands to be named 
NUMBER ONE by J.D. Power  
in the upscale hotel segment  
for guest satisfaction. For the 
11th year in a row, HGI topped 
the segment in the Food & 
Beverage category. 

Home2 Suites by Hilton ranked 
second in the Extended Stay 
segment. And, Hampton ranked 
second in the Upper Midscale 
segment.

I like that  F&B(i) 
is available at 
any time 
and you can 
search 
easily at your 
fingertips.
———————— ———————————————

Survey comment from 
Hampton GM who previewed 

the tool, April 2017.
———————— ———————————————

Building a dynamic technology 
platform to improve 
productivity is a multi-phased 
project involving many different 
partners. Vital to our successful 
launch were: 

Wayne Hastings
Ietal Communication  
and Design

Jenna Jordan
Ietal Communication  
and Design

Bret Lipsomb
Vanick Digital

Your leadership, support and 
input made this a successful 
launch for all of Hilton. We look 
forward to future partnerships 
with you and your teams.

You are Hospitality!
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FOOD & BEVERAGE

adults are trying 
to eat healthier at 

restaurants than they 
did two years ago

National Restaurant 
Association, 2017

Mobile Tools and Resources

We developed a dynamic mobile 
tool called F&B(i), to make life 
easier for GMs and their teams. 
The tool allows non proprietary 
information to be shared on a 
web browser or through the 
Hilton F&B(i) app. We recently 
surveyed a select group of GMs 
who tested the tool. Over 83% 
of GMs surveyed said that team 
members were positive about 
the new mobile tool. And, 82% of 
GMs said it would help them be 
more productive. The F&B(i) tool 
is currently available for Tru and 
will launch Q2 2017 for Hampton 
and Homewood Suites. Hilton 
Garden Inn follows in Q3. Look 
for launch information coming 
soon in NOW.

Displayware Launch Success

The Hilton Garden Inn Display-
ware and Graphics Refresh 
launched in April. The refresh 
is designed to be used for both 
breakfast and catering, and 
includes vibrant new graphics. 

The new F&B o�erings 
are big news reaching more 
than 220 million people online 
and in print. 

The media focused on how, 
at a time when HGI is a market 
leader, we continue to listen to 
our owners, GMs and team 
members to ensure our guest 
experience keeps us in a 
leadership position.

Tru Wow Breakfast

Tru by Hilton is revolutionizing 
the approach to food and 
beverage. Rather than presenting 
the same traditional breakfast 
choices as other hotels, Tru 
o�ers a wide-range of options 
that guests tell us they want. 
Guests can choose from high-
quality base items including 
bagels, donuts, English mu�ns, 
yogurt, eggs, and, oatmeal — 
then, top these with over 30 
sweet or savory ingredients.  
It’s an experience that gives 
guests choice and control. 
Our first Tru opened in April. 
Look for guest feedback and 
SALT scores as we continue to 
refine this revolutionary new 
food and beverage o�ering.

An initiative like the HGI 
Nutritional Information Program 
takes great teamwork. 

The Focused Service F&B 
Team thanks...

Heather Lipke
Product Quality Innovation

Marc Rothstein 
Brand Performance Support

Kirk Hastings
Kirk Hastings Design

Trey Rivalto 
WebMasson Marketing

Your leadership, support and 
input made this a successful 
launch for all of Hilton. We look 
forward to future partnerships 
with you and your teams. 
You are Hospitality!

Hilton is one of the largest operators of 
restaurants and bars in the world – serving 
22 million guests per year. As such, we are 
keenly aware of food and beverage trends 
and the needs of our guests.
Our Focused Service Brands strive to lead the industry in clean 
food ingredients. We require that our proprietary products do not 
contain  high fructose corn syrup.. And we continue to work with our 
vendor-partners to provide menu items that set the standard for 
nutrition and satisfaction for our guests.

More than 10 years ago, we removed trans-fats from our breakfast 
service. And recently, we required our suppliers to remove high 
fructose corn syrup from all our food products.

In 2016, while in the midst of leading the industry, serving our guests 
and delivering for our owners, the Hilton F&B Team took on nutritional 
labeling to answer our guests’ needs and deliver on new government 
regulations under the A�ordable Care Act (ACA)* that e�ected the 
Hilton Garden Inn brand.

What do hospitality leaders do when things change? 

OUTPERFORM!

Introducing the HGI Nutritional Information Program
Hilton F&B Focused Service team looked  at changing trends and 
regulations as opportunities to improve the guest experience and 
deliver state-of-the art tools and resources for our hotel teams while 
ensuring compliance and ease of operation for our owners and 
general managers.

We Are Hilton. We Lead The Way.
•     Hilton Garden Inn is the first hospitality brand to o�er guests full  
 digital nutritional information. Access to both the nutrition calculator 
 and interactive menu are available by visiting www.hginutrition.com. 

• Hilton Garden Inn hotels will be fully compliant with the 
 new HGI Nutritional Information Program by June 30, 2017 (brand  
 standard by July 1, 2017) — ensuring we are ahead of the government  
 regulations and our competitors. 

• Hilton Garden Inn is the clear leader in F&B within our market  
 segment. Nutritional clarity and transparency is one more way to  
 underscore our status as the preeminent F&B o�ering amongst  
 our competitive set.
 * Under the ACA, all retail food establishments with more than 20 outlets serving  
   the same menu and under the same brand are required to supply full nutritional  
   information for consumers. 

“Visionary food companies will develop a passion for food culture 
and will understand the progressive health and wellness consumer so 
they can authentically speak to mainstream consumer aspirations.”   

— Forbes, 2015
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Mobile Tools and Resources

We developed a dynamic mobile 
tool called F&B(i), to make life 
easier for GMs and their teams. 
The tool allows non proprietary 
information to be shared on a 
web browser or through the 
Hilton F&B(i) app. We recently 
surveyed a select group of GMs 
who tested the tool. Over 83% 
of GMs surveyed said that team 
members were positive about 
the new mobile tool. And, 82% of 
GMs said it would help them be 
more productive. The F&B(i) tool 
is currently available for Tru and 
will launch Q2 2017 for Hampton 
and Homewood Suites. Hilton 
Garden Inn follows in Q3. Look 
for launch information coming 
soon in NOW.

Displayware Launch Success

The Hilton Garden Inn Display-
ware and Graphics Refresh 
launched in April. The refresh 
is designed to be used for both 
breakfast and catering, and 
includes vibrant new graphics. 

The new F&B o�erings 
are big news reaching more 
than 220 million people online 
and in print. 

The media focused on how, 
at a time when HGI is a market 
leader, we continue to listen to 
our owners, GMs and team 
members to ensure our guest 
experience keeps us in a 
leadership position.

Tru Wow Breakfast

Tru by Hilton is revolutionizing 
the approach to food and 
beverage. Rather than presenting 
the same traditional breakfast 
choices as other hotels, Tru 
o�ers a wide-range of options 
that guests tell us they want. 
Guests can choose from high-
quality base items including 
bagels, donuts, English mu�ns, 
yogurt, eggs, and, oatmeal — 
then, top these with over 30 
sweet or savory ingredients.  
It’s an experience that gives 
guests choice and control. 
Our first Tru opened in April. 
Look for guest feedback and 
SALT scores as we continue to 
refine this revolutionary new 
food and beverage o�ering.

An initiative like the HGI 
Nutritional Information Program 
takes great teamwork. 

The Focused Service F&B 
Team thanks...

Heather Lipke
Product Quality Innovation

Marc Rothstein 
Brand Performance Support

Kirk Hastings
Kirk Hastings Design

Trey Rivalto 
WebMasson Marketing

Your leadership, support and 
input made this a successful 
launch for all of Hilton. We look 
forward to future partnerships 
with you and your teams. 
You are Hospitality!

Hilton is one of the largest operators of 
restaurants and bars in the world – serving 
22 million guests per year. As such, we are 
keenly aware of food and beverage trends 
and the needs of our guests.
Our Focused Service Brands strive to lead the industry in clean 
food ingredients. We require that our proprietary products do not 
contain  high fructose corn syrup.. And we continue to work with our 
vendor-partners to provide menu items that set the standard for 
nutrition and satisfaction for our guests.

More than 10 years ago, we removed trans-fats from our breakfast 
service. And recently, we required our suppliers to remove high 
fructose corn syrup from all our food products.

In 2016, while in the midst of leading the industry, serving our guests 
and delivering for our owners, the Hilton F&B Team took on nutritional 
labeling to answer our guests’ needs and deliver on new government 
regulations under the A�ordable Care Act (ACA)* that e�ected the 
Hilton Garden Inn brand.

What do hospitality leaders do when things change? 

OUTPERFORM!

Introducing the HGI Nutritional Information Program
Hilton F&B Focused Service team looked  at changing trends and 
regulations as opportunities to improve the guest experience and 
deliver state-of-the art tools and resources for our hotel teams while 
ensuring compliance and ease of operation for our owners and 
general managers.

We Are Hilton. We Lead The Way.
•     Hilton Garden Inn is the first hospitality brand to o�er guests full  
 digital nutritional information. Access to both the nutrition calculator 
 and interactive menu are available by visiting www.hginutrition.com. 

• Hilton Garden Inn hotels will be fully compliant with the 
 new HGI Nutritional Information Program by June 30, 2017 (brand  
 standard by July 1, 2017) — ensuring we are ahead of the government  
 regulations and our competitors. 

• Hilton Garden Inn is the clear leader in F&B within our market  
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 underscore our status as the preeminent F&B o�ering amongst  
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 * Under the ACA, all retail food establishments with more than 20 outlets serving  
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   information for consumers. 

“Visionary food companies will develop a passion for food culture 
and will understand the progressive health and wellness consumer so 
they can authentically speak to mainstream consumer aspirations.”   

— Forbes, 2015
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Technology Enhances  
Retail Success

The Impulsify POS solution is 
making retail revenue generation 
so much easier! Impulsify is a 
valuable automation tool for GMs 
that don’t have a large staff to 
effectively manage par levels, 
price updates, replenishment and 
more. For hotels with Impulsify, 
the revenue projection on a 95 
room hotel at 75% occupancy 
is $26,000-$32,500 average 
annually with the annual 
average gross profit (based on 
60% margins generated by the 
system) of $15,600-$19,500. The 
system helps to achieve and 
more often exceed revenue goals 
by minimizing price calculation 
errors, theft, and out of stocks 
that otherwise occur. Hotels with 

Impulsify are also assigned an 
account manager who monitors 
store performance and makes 
sure the hotel is achieving 
revenue objectives.

Gluten-free and  
Sugar-free Selections

Our guests value a selection  
of items in the retail space they 
can count on with every stay  
with variety that will surprise 
and delight them.

Sweet Christine’s Lava Cakes 
are delicious, individual thick 
chocolate cakes with melted 
chocolate centers … and they 
are gluten-free, nut-free, and 
all-natural premium snacks! 
All it takes is 15 seconds in the 
microwave and the decadent 

dessert is ready to eat. This 
item is available for all focused 
service brand properties with a 
retail shop that sells frozen or 
fresh snacks and will have a high 
perceived value especially for 
guests looking for quality gluten-
free items. 

Coca-Cola changed up a fan 
favorite, Coke Zero™, and gave  
it a new name, new look and 
better-tasting recipe. The no-
calorie drink is now called Coca-
Cola Zero Sugar, and prominently 
displays the “zero sugar” text to 
emphasize the drink does not 
contain sugar. The transition 
began in August 2017 and should 
already be appearing in hotel 
retail spaces.
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Creating successful retail 
spaces filled with products 
that delight guests involves 
attention to detail and many 
different partners from concept 
to implementation. A very 
special thanks to:: 

Lolly Block
Product Innovation  
Hilton Focused Service  
Food & Beverage

Keisha Dowdell
Coca-Cola North America, 
National Foodservice 
Operations, Partnership Sales 
Account Manager

Ponci Gallegos, CMHS
National Account Manager-
Hospitality, Vistar

Chris Trautman
National Account Rep – 
Hospitality & Travel, Vistar

Janine Williams
CEO / Founder, Impulsify

Your leadership, research and 
dedication make our retail 
spaces unique and profitable.

You are Hospitality!

TREATS allowed 1,100 
Hampton hotels that 

previously had  
no opportunity for retail  

to go from zero retail 
revenue to $3,500  

per month per hotel  
on average.

UpdateINNOVATION

Retail Success Driving Profitability
Hilton Food & Beverage Focused Service Innovation Team puts a lot 
of effort into creating retail experiences that help make guests stays 
more memorable and drive profitability for the hotel.

It’s the Unexpected
Retail spaces are already designed to fill the need guests may 
have for forgotten items and necessities. But, Hilton has taken the 
retail experience one step further. Properties can add unexpected 
local items that guests may find appealing and help them better 
remember their trip. We do this to ensure our guests can experience 
products unique to the area or popular products that have local roots.  

When local items are added to the inventory, guests tend to stay 
longer in the lobby area interacting with team members which also 
enhances their overall experience. It energizes guests and team 
members alike to be able to relate more closely to the area where 
they are visiting and working. This additional local retail experience 
can also help increase SALT scores by improving how guests feel 
about their stay. 

Tru and HGI retail spaces offer a product mix that is at least 15% 
locally-centric. The Hilton Food & Beverage Focused Service 
Innovation Team has made it easy for hotels to find the local items 
that apply to their corner of the world by providing a comprehensive 
Approved Products List and a listing of local product ideas organized 
by state in the Retail Operations Guide. 

“More and more, the name of the game in retail  
is authenticity. When traveling, people want to buy 

things they can’t necessarily find at home  
and that’s what Hilton Focused Service Brand  

properties are providing.” 
Lolly Block, Contractor, Hilton Focused Service 

Product Innovation - Food & Beverage

   Hilton Garden Inn    Tru by Hilton

   Hampton by Hilton
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signage
banners, trade show displays, and posters



wayne hastings
graphic design 310-684-8914wayne@waynehastings.net 
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client

Hilton
project

Tax Team House-warming
description

Four Hilton brands welcoming 
the Tax Team to their remodeled 
office space
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client

Hilton Worldwide
project

Focused Service Brands
description

Portable trade show banners

TAKE A LOOK AT US NOW!
TAKE A LOOK AT US NOW! TAKE A LOOK AT US NOW! TAKE A LOOK AT US NOW!
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client

Hilton Worldwide
project

Role Banners / Icons
description

One icon and banner for each 
StandOut Role
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client

Justin James
project

Identity package
description

Logo design, business card, 
letterhead, pins, stickers, coasters, 
car wrap, and website 

networking excellence

Steven Wenzel
swenzel@netxmemphis.com

Office: 901.682.0137
Mobile: 901.381.4357    FAX: 901.682.3054

P.O. Box 271, Brunswick, TN 38014
www.netxmemphis.com

www.netxmemphis.com
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client

Justin James
project

Logo
description

Branding for Serenity 
online backup system

Serenity
online backup

Serenity
online backup

Serenity
online backup

Serenity
online backup

Serenity
online backup


