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It is time to catch up with colleagues again, to meet financial and real estate partners, to 
discuss plans together. Welcome to Expo Real and the marketplace hotel in Hall A1.  

The Corona virus has claimed a lot from the hotel industry in the last two years. Easter 2022 
has finally turned the sky pink again: the pent-up desire to travel is exploding, the industry 
is catching up massively, especially in Europe, and is implementing unprecedented price 
increases. But there is no room to breathe a sigh of relief: Overnight, a third of the employees 
are missing everywhere. They are simply gone. And shortly afterwards, many hotel entre-
preneurs are caught in the gas trap, just like many others. 

The crises are piling up, tearing at the nerves. But: the financial 
and real estate world believes in the hotel industry‘s raison 
d‘être! The industry has earned professional respect since the 
financial crisis of 2008/09. 

Personal conversations characterise the background informa-
tion of hospitalityInside. In this Expo Real SPECIAL, the 11th of 
its kind, we look forward and back, about the gas shortage and 
its consequences, hotels slowly dying in the cities and about 
the resort hype that is none. About the new luxury, where only 
the artisanal counts, and about the NFT Token, your entrée to 
alternative investments. 

This magazine is available in selected Munich trade fair and 
business hotels, at the Expo Real hotel conference on Tuesday 
and, of course, at the joint stands of the „World of Hospitality“. 

This year, visitors can expect a new design! Meet us and the 14 co-exhibitors. You will find 
expansive hotel groups, experienced consultants and lawyers - and what they have to offer 
on pages 12-21. 

A big thank you to our business and advertising partners as well as subscribers who help us 
to pass on what moves the hospitality industry and how it is changing. 

Use hospitalityInside.com regularly for your information. Well-researched reports and cur-
rent news, weekly, in German and English. Information is available at the reception. I will be 
pleased to explain the concept of our „World of Hospitality Information“ to you personally. 

Yours, Maria Puetz-Willems 
Editor-in-Chief 
maria[at]hospitalityInside.com

Dear hospitalityInsiders  
and guests of Expo Real 2022!

This issue is distributed over 3,000 times and is also available as an eMagazine 
at www.hospitalityInside.com.
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Editorial

How much are investments faltering?

9th Investment BAROMETER  

by hospitalityInside and Union Investment 

Many crises, even more need for discussion

„Hospitality Industry Dialogue“ conference with hot topics

Welcome back to the Adina!

The networking event BRICKS & BRAINS 2022

Sustainability: The pressure is palpable

The HospitalityInside Think Tank (HITT) 2022 + 2023

Spacious and hospitable

How the „World of Hospitality“ presents itself at Expo Real 
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The asset class Hotels experienced a historic decline in its performance during the two Corona 

years, triggered by particularly long lockdowns and government-imposed hotel closures.  

With the second quarter of 2022, tourism came back abruptly.

But there are also new challenges for the in-
dustry: it is at the mercy of an additional pull 
from inflation, lack of staff, increased wages, 
food prices and energy costs this year. What 
will happen in the coming months? How 
much is the transaction market faltering 
now? Take part in our current survey, online 
and at our Expo Real stand! 

Since its launch in 2014, the INVESTMENT 
BAROMETER has been supported by Ham-
burg-based investment house Union Invest-
ment Real Estate.

For the 9th time, we are asking about the 
current sentiment and assessments in the 
sector in our autumn survey. In addition to 
the four standard questions in the survey, 
we would like your views on the following 
special questions. 

The transaction volume in the DACH 
region is only slowly regaining momen-
tum. When do you think the purchase 
volume will reach the pre-Corona level 
again?   
1. by the end of 2022
2. by mid-2023
3. by mid-2024
4. this is not yet foreseeable

How much are investments faltering?
9th survey by hospitalityInside and Union Investment  
around Expo Real: Take part!

What is currently holding back the 
recovery of the hotel investment market 
the most?  
1. the rise in interest rates
2. the subdued economic outlook
3.  the consequences of the Ukraine war, 

especially rising energy costs
4.  impending restrictions as a result  

of new Covid variants

From an investors‘ point of view, which 
segments are the most attractive in the 
coming 12 months? )
1. tourism and leisure hotels 
2. economy/budget hotels
3. business hotels
4. luxury hotels

 HOW CAN YOU PARTICIPATE? 

> Online!  
›› Go to the homepage www.hospitality 
Inside.com, where a click on the „Invest-
ment Barometer“ banner will take you di-
rectly to the survey.
> Scan the QR Code! 
›› Scan the QR code on this page to go to the 
survey page.
> Live at the Expo Real
›› Expo Real visitors can also take part at our 
stand. We would be happy to invite you for a 
coffee. Please register at the World of Hospi-
tality stand reception (stand A1.040).

 THE RESULTS? 

HospitalityInside publishes the results of 
the survey on its website www.hospitality-
Inside.com. If you want the complete results 
directly and personally, simply leave your e-
mail address at the end of the online survey; 
here, too, the anonymity of the answers is 
guaranteed. 

For further questions, please contact the edi-
torial team at editor@hospitalityInside.com.

Register & benefit: Please register for the 
free Friday newsletter from www.hospitali-
tyInside.com. This way you will find out eve-
ry week which topics are currently topical, 
receive information on trade fair activities, 
events, the HITT Think Tank and, of course, 
the surveys.This QR Code takes

you to the Barometer! 

https://survey.lamapoll.de/HospitalityInside_Investment_Barometer_2022/en/
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The series of crises after Corona and the resulting topics 

in the hotel industry could fill two conference  

days this year.

Expo Real has therefore bundled the core  
topics all the more and filled the panels of 
its hotel conference with top-class hospitality 
experts. The „Hospitality Industry Dialogue“ 
(HID) will take place on the first day of the 
fair.

The meeting point for all hospitality fans is 
on Tuesday, 4 October 2022, in the Planning 
& Partnerships Forum in Hall A1 - right next 
to the hotel exhibitors. The first five discus-
sion panels will take place from 10 am and 
until 6 pm. There will be another panel with 
a hospitality theme on Wednesday at 3.30pm-
4.30pm in Hall A3, the Real Estate Innovation 
Forum. 

Editor‘s note: The following conference pro-
gramme corresponds to the planning status as 
of 10 August 2022. You can find the complete 
current programme at https://exporeal.net/en/ 
- keyword: „Hospitality Industry Dialogue“.

Many crises, even more need for discussion
„Hospitality Industry Dialogue“ conference with hot topics

Panels on Tuesday, 4 October 2022, 
Planning & Partnerships Forum, Hall A1

10.00-11.00 h 
In high demand: Business hotels and resorts in distress. How do 
hotel funds and asset management companies act? What hap-
pens when the hotel middle class is on its knees?
Moderator: 
Beatrix Boutonnet, Journalist & Fund Expert 
Participants: 
Dr. Sabine Schaffer, Managing Partner & Co-CEO Europe, 
Pro-Invest Group
Roland Paar, Managing Partner, Soravia 
Rolf Seelige-Steinhoff, Owner & CEO, SeetelHotels und IHR
Ursula Kriegl, Associate Partner Strategy and Transactions, EY 

11.15-12.15 h
Does the hotel industry need new business and contract models? 
An industry in the maelstrom of crises. Investor-operator relation-
ships are being redefined.
Moderator: 
Prof. Dr. Christian Buer, Head of Tourism & Hospitality, 
Hochschule Heilbronn 
Participants: 
Mario Maxeiner, Managing Director Northern Europe, IHG 
Stefan Lenze, Co-CEO, Motel One
Dr. Mathias Jung, Partner, Jung & Schleicher Rechtsanwälte 

12.30-13.30 h  
ESG: The risks before the value enhancement. How to calculate 
the progress of a sustainable hotel property?
Moderator: 
Dirk Bakker, Head of Hotels, Colliers EMEA
Participants: 
Theodor Kubak, Managing Director, Arbireo Capital 
Karl-Heinz Pawlizki, CEO, Arabella Hospitality & Member of the 
Senior Advisory Council, Sustainable Hospitality Alliance 
Andreas Ewald, Founding Partner, Engel & Völkers 
Hotel Consulting
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ORGANIC I VEGAN I ECO-FRIENDLY
100%

Discover 12 varieties of organic 
teas with best flavors, entirely 
biodegradable and recyclable.

     ronnefeldt.comMore about 100%

Advertisement

13.45-14.45 h 
Old hotel properties - the raw material deposit of the future. 
Conversions offer huge opportunities from embodied carbon 
to cost control. How a material passport will help hotels beco-
me sustainably climate-fit as off 2023.
Moderator: 
Xenia zu Hohenlohe, Founder, The Considerate Group 
Participants: 
Gesa Rohwedder, Head of Hospitality, Drees & Sommer 
Dr. Patrick Bergmann, Managing Director, Madaster 

CONFERENCE BREAK

16.45-17.45 h 
„I am adding value!“ Employees want to be stakeholders, just 
like shareholders. In the future, too, people will work out the 
profit. How can operators and investors solve the shortage of 
skilled workers together?
Moderator: 
Sylvie Konzack, Hotel Trade Journalist
Participants: 
Michael P. Struck, CEO, Ruby Hotels 
Patrizia Zueck, Group Analyst Development, Ruby Hotels 
Garry Levin, CEO, LHC International Recruitment

Another panel on
Wednesday, 5 October, in the Real Estate 
Innovation Forum, Hall A3
This hall is dedicated to innovative solutions and the digital trans-
formation in the real estate industry, accompanied by the „Tech 
Alley“ for innovations, which has been established for years. 

15.30-16.30 h 
Price explosions for gas and electricity, threat to the existence of 
hotels. How can energy efficiency be digitally controlled there  
without for example conference and wellness hotels having to 
close?
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Adina Hotels offer living as desired - for one night, 
one week or longer. The Australian flair of the ho-
tel brand from Down Under is not only reflected in 

the modern, fully equipped studios and apartments with kitchen and living/
working area. 4-star comfort and hotel services also give business travellers, 
holidaymakers and families the freedom and serenity to shape each day ac-
cording to their own needs and combine services. Adina Hotels have a 24-hour 
reception, bar and restaurant, room service, conference rooms and a wellness 
area with pool, gym and sauna. Adina Hotels are currently represented at 24 
locations in Australia and 17 times in Europe (Berlin 3x, Frankfurt 2x, Hamburg 
2x, Düsseldorf, Leipzig, Nuremberg, Cologne, Munich, Stuttgart, Wiesbaden, 
Vienna, Copenhagen and Budapest). And they continue expanding. 
 www.adinahotels.com  

Bette has been manufacturing high-quality archi-
tectural bathroom components from natural, glazed 

titanium steel since 1952. The German family-owned company from Delbrück 
is represented in over 30 countries and sells its products worldwide. Bette‘s pro-
ducts are unique. The material is ultra-thin, making the products lightweight 
yet extraordinarily durable. The glossy surface of BetteGlasur® is harder than 
marble, plastic or epoxy granite, but non-porous and resistant to abrasion and 
UV rays. A premium quality that Bette guarantees for 30 years. In total, Bette 
has a product range of over 600 models, a wide variety of over 400 colours and 
more than 25,000,000 possible variations. www.my-bette.com

HR Group is one of the leading and fastest growing 
multi-brand operators with over 120 hotels in more 
than 60 locations in Central Europe. Founded in 2008, 

the owner-managed company HR Group specialises in the acquisition and ope-
ration of hotel properties. The diverse portfolio consists of hotels in all segments 
from luxury to budget and from serviced apartments to resorts. Through part-
nerships with strong hotel groups such as Accor, Vienna House, Wyndham, IHG, 
Hilton, Marriott, Hyatt, Deutsche Hospitality and Dorint, 24 franchise brands 
and 10 independent hotels with over 19,000 rooms are represented in the 
portfolio. As a reliable partner for institutional investors, HR Group works with 
Pandox AB, DEKA and Union Investment, among others. The team comprises 
more than 4,000 employees in all locations. The last major transactions were 
the acquisition of Success Hotel Group and Amedia Hotels with a total of 48 
hotels and in this context the expansion into Italy and the Czech Republic this 
year. Future growth will focus on city and business hotels in international and 
national cities as well as resorts in leading leisure destinations. Expansion into 
new international markets such as Scandinavia, Eastern and Southern Europe 
will be targeted.  www.hrg-hotels.de/en 

Karsten Napp GmbH: With its motto „Your liquidity - Our mis-
sion“, the company has made it its goal, with the help of R+V 
Versicherung as Germany‘s largest surety insurer, to increase the 

liquidity of consulting companies through the use of surety bonds.  Karsten 
Napp‘s focus is on brokering surety insurance policies, which provide the con-
tractual basis for the assumption of sureties. For this purpose, the company is 
active throughout Germany and also accompanys foreign companies entering 
the German market. For 11 years it has been developing individual, creative and 
liquidity-preserving surety solutions together with our clients. Clients benefit 
from the network and many years of experience.  www.aval24.de

This is the second attempt to host BRICKS & BRAINS in the Adina 
Werksviertel Munich: Last year, an aerial bomb that had just been 
discovered on the neighbouring property caused the event to  
be spontaneously relocated to the neighbourhood. Everything 
went well. The Australians now want to show how relaxed it is in  
Munich‘s highest hotel tower (84m). And how fascinating the view 
over the colourful Werksviertel (factory quarter) and Munich is. 

A perfect setting for the networking event on the evening of the first 
Expo Real trade fair day. As the host, HospitalityInside thanks for 
the renewed invitation - and brings up to 120 distinguished guests 
from hospitality and real estate. At this point, we just wish them all 
a great time! 

Welcome back  
to the Adina!

 THANK YOU!      
THE SPONSORS OF BRICKS & BRAINS 2022
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In this sort of atmosphere, I’m able to switch off; I can reflect and exchange views directly and in 

person... The feedback for the 5th edition was very positive. HospitalityInside Think Tank (HITT) 

was significantly more positive than the previous year. Not because summer business is good right 

now, but because knowledge about sustainability has grown.

The issues were just as complex as last year, 
but among investors, developers and opera-
tors, sensitivity to detail has grown. Twelve 
experts formed the network and took a look 
further ahead - with breaks in the idyllic sur-
roundings of the Havel.

The hot topics suited the two hot summer 
days in Berlin - an almost symbolic encoun-
ter with climate change. So, the kick-off took 
place in the less sustainable but absolutely 
necessary cooled room in the ship, which was 

Sustainability: The pressure is palpable
The HospitalityInside Think Tank (HITT) 2022  
explained, warned and motivated

moored on the quay. The seminar ship depar-
ted on time on the second day towards the 
Havel and open windows and a cool 
breeze from the water renewed 
the participants‘ energies.

As at no HITT before, the questions 
bubbled vigorously, even two hours 
on one topic proved to be far too 
little. The micro-cube flew through 
the belly of the ship, the experts were 
challenged. Relaxed scenes then during the 

breaks on the upper deck, casually in a deck 
chair or intensively discussing with colleagu-

es and experts at a bar table. The 
participants were in „floating 
mode“.... Moderator Tim Davis 
from London nevertheless ma-
naged to catch everyone up 
again for the next topic under 
the HITT headline „Embrace 

ESG for people, planet and pro-
sperity“. 

The keynote: Although he has only been on 
the job for 27 days, Glenn Mandziuk, the new 
CEO of the Sustainable Hotel Alliance (SHA) 
knows his topic. Backed by 17 of the largest 
hotel groups in the world, all members of the 
SHA, and many others, including indepen-
dent hotels and suppliers, the Canadian is all 
about the community. The hospitality com-
munity that „needs to change the conversa-
tion from competition to collaboration“ to 
take concrete and global sustainable actions, 
and local communities from whom tourism 
takes but does not always give back.

Since the dream of a post-Covid tourism 
based on quality and not quantity recent-
ly imploded with thousands of passengers 
queuing for hours at major airports across 
Europe, Mandziuk advocates for „unprece-
dented“, „bold“ actions that the hospitality 
industry needs to take moving forward. 

The HITT Community is 
growing with participants from 
all over Europe. The Think Tank 
talk language is English.
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The SHA CEO has identified immediate op-
portunities, hoteliers, as a collective could 
seize to accelerate change. Among other 
things, he calls for common measures, get-
ting access to capital, creating partnerships, 
sharing learning, going beyond compliance, 
and pushing the conversation further.

Keeping an eye on criteria

Sascha Kullig, Member of the Executive 
Board and Coordinator Sustainable Fi- 
nance at the Association of German Pfand-
brief Banks (vdp), appealed to everyone in 
the room to start renovating existing build-
ings in a sustainable manner immediately 
and to construct new buildings according to 
sustainable criteria. „We hear the same thing 
all the time,“ Kullig said: „Sustainable finance 
is a great burden. It creates higher costs and 
more reporting, which requires more data 
measurement and benchmarking.“

But what is even more important: „Sustai- 
nable finance is an opportunity,“ he explained. 
„It comes with better financing terms and a 
better reputation.“ Kullig warned that prop-
erties that no longer met the market‘s sus-
tainability requirements would very quickly 
become stranded assets. He also explained the 
difficult, interwoven web of criteria of the EU 
taxonomy, ESG scores and the Energy Perfor-
mance of Buildings Directive (EPBD).

Those who do not follow suit will at least 
pay more expensive loans in 2030. Even 
though many criteria are still being deba-
ted today, anyone can guess how harshly 
the guidelines can be enforced. According 
to Kullig, it‘s entirely possible that non-sus-
tainable properties could simply be deemed 
„unusable“ - meaning any leasing falls flat.

Ross Petar, Head of EMEA Hotel Valuation 
Advisory, JLL London, described ESG risk as 
an investment risk. He argued for better 
transparency of ESG metrics and introduced 
the audience to other forms of sustainability 
measurement, such as the CRREM (Carbon 
Risk Real Estate Monitor).

Show customers your options

To answer the question of why the industry 
should make sustainability the best choice, 
Crispian Tarrant, representing the French re-
search and consulting firm BVA-BDRC Group 
shared with the audience the results of their 
own research about consumer perspectives 
on sustainability. Jumping right into the sta-
tistics, Tarrant explained that if many within 
the industry are still questioning sustainabi-
lity, consumers are on top of it.

Among other things, we learned that if 71% 
of people surveyed are very concerned ab-
out the environment, a very small majority 

of travellers said it is a decision driver when 
booking holidays.

But the latter insisted: „Two third of the 
consumers want to see more sustainability 
info coming from lodging and transporta-
tion providers. Actually, 69% would opt for 
a more sustainable hotel room if given the 
choice even if the price was 5% more expen-
sive. „The real challenge is between their 
intention and your action,“ underlined Cris 
Tarrant.

Nudges can help motivate the sustainable 
behaviors of customers and guests analyses 
BVA-BDRC. But it won’t work with all client 
profiles. „Helping consumers make the best 
choice is crucial. Have a positive approach 
about it and try to overcome the sustaina-
bility information deficit,” advised Tarrant.

How to convince the franchisees?

Phil Halanen, Head of Sourcing and Sustai-
nability EMEA at Wyndham Hotels, couldn‘t 
agree more. That‘s why his company laun-
ched a strategic ESG framework back in 
2020. „The interest in sustainability from 
hotels mirrors the one from consumers. 
Engagement in Wyndham green initiati-
ves doubled in one year‘s time,“ said Hala-
nen who shared franchisees‘ practical and 
easy practices to adopt, regarding climate 

Relaxed in the belly of the ship, active talk and goodbye from the dinghy....
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change, energy efficiency and renewable 
energy, water, and waste diversion.

„Taking small steps is the quickest way to 
see a return on investment,“ said Halanen 
who set up a „green certification program” 
leading every franchisee on the path of sus-
tainability. Next year, all should be at least at 
level one or level two according to the head 
of sustainability. To the excuse „I don‘t have 
money to invest in sustainability” coming 
from certain owners, Halanen answers 
with a preferred supplier agreements 
program with the best prices on the 
market.

The return of wood 
in architecture

The impact that the design and archi-
tecture of a building can have on the envi-
ronment was discussed in the third impulse 
of this year‘s HITT, with the choice of buil-
ding material taking up a large part of the 
discussion. Patrick Lüth, architect, mana-
ging director and partner at the Norwegian 
architecture firm Snøhetta, has a clear ran-
king: „Your worst enemy is concrete because 
it‘s production emits a lot of CO2, steal is not 
that bad, but timber is a great solution, be-
cause it is actually storing CO2.“

To keep up with the growing demand for 
wood, „we have to remodel our forests“, 
says Thomas Kraubitz, Director and Head 
of Sustainability & Climate Europe at global 
engineering firm Buro Happold, London. 
This involves growing the appropriate type 
of trees.

Just like the experts at last year‘s HITT, he 
too pointed to the increasing importance of 
standardised modules and prefabrication: 
„We have to get back down to more stan-
dard components that are replicable. Mostly 
any building you have and any hotel is a tai-
lored suit. And we need to get them to be 

more like T-shirts, where you have two or 
three sizes that fit all.“

More S in ESG and even more question 
marks in solutions

What the words Environment and Social (E 
and S in the case of ESG) have in common is 
that they not only stand for the greatest chal-
lenges in the industry, but that in both areas 

the gap between 
those who act 

successfully 
and those 
who react 

unsuccessfully is widening. For recruiting 
professional Garry Levin of LHC Internatio-
nal, quite a few human resources problems 
remain homegrown: The industry still fails to 
convey enthusiasm, remains bogged down 
in bureaucratic processes and does not take 
advantage of opportunities, including with 
older employees. „Selling rooms continues to 
be more important than finding and keeping 
employees,“ laments the founder and CEO of 
Berlin-based LHC International Recruitment 
Consulting. In contrast, he sees a „new hippie 
mentality“ among candidates... 

Katrin Melle, Regional Vice President Diver-
sity, Equity, Inclusion & Talent EMEA/SWA 
at Hyatt Corporation, sought to drive home 
to employers in the room how bitterly se-
rious the current shift is. She did this with 
the hard facts: For example, 89% of people in 
all industries expect to be able to work from 
home at least some of the time after the 
crisis ends. In turn, only 10% of HR respon-
dents in a study by the Ecole Hotelière de 
Lausanne said they had introduced a high 
level of flexibility in the workplace. At the 
same time, 51% of job seekers do not consi-
der offers from companies that do not share 
their ideas about diversity and inclusion.

In any case, the pressure from outside is 
great. According to Garry Levin, applicants 
today receive an average of 8-12 job offers. 
The demands of the new young employees 
determine the to-do lists of HR departments, 
while hotel companies are still poking 
around in the fog for the „why“. 
 / SD, MF, syk, sst

Extract of hospitalityInside.com 1 July 2022

HITT 2023
on Monday/Tuesday

26-27 June in Berlin!
The 6th HospitalityInside Think Tank in 2023 will again address current industry issues, further 
deepen the topic of sustainability and address the status quo in ESG development.  Experts 
and academics will also guarantee the strategic, fact-based „thought leadership“ approach 
across industries, helping senior executives in their companies to find ways and solutions.  

The HITT is as content-intensive as it is relaxed in its setting. Product placement and PR 
are out of place here, what is needed is an open exchange, off-the-record among collea-
gues and experts in a limited circle of participants with a finely orchestrated programme 
in which one panel builds on the other. 

Details from 2023 at www.hitt.world and www.hospitalityInside.com
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After the two exceptional corona years, demand for Expo Real is picking up significantly again this year, also 

internationally. 1,900 exhibitors are represented in the seven (previously five) exhibition halls. The dual stand of 

the „World of Hospitality“ (WoH) can be found in Hall A1.144/040: with a spacious main stand for 13 exhibitors and 

individually designed spaces for two other partners. A new design welcomes visitors with warm hospitality. Visitors 

can reach all exhibitors directly from the corridor.

Spacious and hospitable
How the „World of Hospitality“ presents itself at Expo Real 2022

and territories worldwide. BWH Hotel Group Central Europe GmbH, 
based in Eschborn/Germany, supports a total of around 230 hotels 
in ten countries, including Germany, Croatia, Liechtenstein, Luxem-
bourg, Austria, Slovakia, Slovenia, Switzerland, the Czech Republic, 
and Hungary. 
With 18 brands across every chain scale segment, from economy to 
luxury, BWH Hotel Group suits the needs of developers and guests 
in every market: Best Western®, Best Western Plus®, Best Western 
Premier®, Executive Residency by Best Western®, Vīb®, GLō®, Aiden®, 
Sadie®, BW Premier Collection® and BW Signature Collection® as 
well as WorldHotels® Luxury, WorldHotels Elite, WorldHotels Dis-
tinctive and WorldHotels Crafted. 
SureStay®, SureStay Plus®, SureStay Collection® and SureStay Studi-
oSM complete the group‘s brand portfolio. All Best Western, World-
Hotels and SureStay branded hotels are independently owned and 
operated. In Europe, SureStay Hotels are managed with the brand 
Sure Hotels.
As a service partner of hotels, the BWH Hotel Group pursues the 
goal of increasing the economic success and competitiveness of 
partner hotels. Through the brand connection, hotels benefit from 
marketing and sales activities for all relevant segments and target 
groups, from state-of-the-art distribution and communication chan-
nels, and are optimally presented and bookable in the worldwide 
reservation systems as well as on the internet and with partners.
BWH Hotel Group offers hoteliers operational services, sales and 
marketing support, multiple award-winning online and mobile 
booking options as well as the customer loyalty programs Best 
Western Rewards® and WorldHotels RewardsSM with more than 
50 million members. 
 www.bwhhotelgroup-development.de
 www.bestwesterndevelopers.com 

 Emotional, genuine, real – hotel opera-
tor ACHAT Hotels stands for authentic 
hospitality.
ACHAT Hotels focuses on operating 
and leasing hotel properties, either 
existing hotels or new developments. 

Hotels are branded as ACHAT or its brand LOGINN.
The portfolio consists of 36 three- to four-star superior hotels with 
more than 4,200 rooms and more than 1,000 employees, as of June 
2022. With the slogan „Really Amazing“ each of the individually 
designed ACHAT Hotels expresses what makes them special: to be 
an „Original“ in everything. ACHAT offers customers a convincing-
ly high service quality level across all hotels. Economically, the 
hotel group has undergone significant growth over the last ye-
ars. Founded in 1991 and headquartered in Mannheim, Germany, 
the company is owned by the investment company HANNOVER 
Finanz.
To strengthen our hotel portfolio, we are looking for owners, land-
lords, lessors, project developers, builders, architects and more.
 www.achat-hotels.com/en

BWH Hotel Group is a leading, global hospitality network compri-
sed of three hotel companies, including WorldHotels™ Collection, 
Best Western® Hotels & Resorts and SureStay Hotel Group®. The glo-
bal network boasts approximately 4,500 hotels in over 100 countries 
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Christie & Co is Europe‘s leading specialist adviser for buying 
and selling businesses in our sectors hotels, healthcare, child-
care, pubs, restaurants, convenience retail and leisure with 
over 85 years of experience. We employ the largest group of 
hotel specialists in Europe, providing professional brokerage 
and advisory services from 12 international offices in Germany, 
Austria, France, Spain and Finland and offices across UK with 
our headquarters in London. 
This network of 25 offices allows us to leverage intimate local 
knowledge with pan-European insight. In the hotel sector we 
complete around 500 transactions and over 500 hotel valua-
tions per year. Currently, we have more than 400 hotel instruc-
tions throughout Europe. 
Christie & Co is regulated by RICS and employs registered va-
luers, specialist chartered surveyors and a sector leading con-
sulting team. We have built a strong team of industry profes-
sionals, from both the hotel and property worlds to provide 
market-leading commercial advice and support to clients. 
Activities and services of Christie & Co include corporate and 
agency services:

Transaction support in sales/acquisition of individual hotels or 
portfolios; Marketing of the asset; Operator search and selec-
tion; Support with contract negotiations (purchasing contracts, 
lease, franchise, management); Site scouting; Sales price es-
timates for hotels in stock or under development; Exit stra-
tegies for NPLs; Problem solving for shared ownership (WEG) 
structures; Location and market analyses; Feasibility studies; 
Cashflow and rent benchmark analyses; Independent business 
review and strategic consulting (individual hotels or portfo-
lios); Review and validation of business plans; Commercial due 
diligence; Asset management support and owners‘ controlling 
(performance monitoring); RICS compliant valuations for in-
dividual hotels or portfolios; Second opinions; Advice on ope-
rating contracts and conceptual support in drafting head of 
terms; Identification of alternative operators.
Christie & Co Germany is headed up by Lukas Hochedlinger, 
Managing Director Central & Northern Europe alongside Benja-
min Ploppa, Director and Head of Hotels Germany. The German 
team based in Frankfurt, Berlin and Munich works closely with 
our team in Vienna. Vienna is headed by Simon Kronberger, 
Director Austria and Central Eastern Europe. 
 www.de.christie.com
  www.at.christie.com    

More wood for a good mood. The new, dark, 
warm-looking design of the 2022 joint stand. 
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tion to become a multinational operator while still being owner 
managed.
As of 2019, the company generated a managed turnover of 170 
million euros, approx. 6,000 rooms and 1.8 million bed nights per 
year. Following the corporate philosophy Welcome Home! Falken-
steiner Hotels & Residences offer their guests holiday experiences 
for the travel motives active, indulgence, entertainment and de-
celeration in 4-star, 4-star superior and 5-star hotels.
 www.fmtg.com

 

 As the umbrella company for its 
brands and operating compa-
nies, Gorgeous Smiling Hotels 
GmbH (GSH) coordinates areas 
from development to yield ma-
nagement, purchasing and sales 

to marketing and legal affairs under one roof. Awarded by the Fi-
nancial Times and Focus Business, the group is one of the thou-
sand fastest growing companies in Europe. Both new develop-
ment projects and portfolio conversions are creatively 
conceptualized and professionally implemented by GSH. 
Special focus is placed on GSH‘s own brands: These include Art-
hotel ANA in the design budget segment, whose contemporary 
concept is ideally suited for both existing conversions and new 
buildings and as franchisors; the brand‘s serviced apartments, 
Living by Arthotel ANA, for long-term guests; and Rilano Hotels 
& Resorts in the upscale segment. The latter stands for timeless 
elegance and style, a high quality of service and integration of the 
latest technologies. Franchise partners of the GSH group include 
global players such as InterContinental Hotels Group, Hilton or 
Wyndham, whose brands are successfully adapted for the Euro-
pean market.
As a result, the portfolio currently comprises around 40 manage-
ment operations and more than 20 franchise operations, ranging 
from budget hotels and serviced apartments to upscale hotels. 
The group is expanding particularly strongly in Germany, Austria, 
Switzerland, and the Netherlands. Further expansion plans for 
Europe are in place. Currently, Gorgeous Smiling Hotels is repre-
sented in four countries.  www.gsh-hotels.com 

Falkensteiner Hotels & Residences: Welcome Home! Over the 
last two years, we have comprehensively revised and refined the 
concepts across all our hotels and started to upgrade our hotels 
to the 4-star superior and 5-star categories. We offer our target 
group modern leisure hotels and resorts with an appealing design 
and a holiday concept tailored to the respective travel motive. In 
this way, we have managed to become our own „Falkensteiner 
Destination“ for the focused target group. This strengthens the 
loyalty of our guests, enlarges our community, and makes us less 
dependent of OTAs and tour operators.
The Falkensteiner Michaeler Tourism Group (FMTG) as a 360° 
tourism group, is one of the leading providers and developers of 
tourism products and services in Central and Southeast Europe. 
FMTG is dedicated to all areas of tourism development – from the 
planning and projection of hotels, apartment residences, camp-
sites or mixed-use properties to the operational management and 
distribution of the same. We are a „one-stop-shop“ with a proven 
track record. FMTG uses this vertical integration to gain experi-
ence in all areas of the value chain and create synergy benefits 
that result in the development of innovative product concepts and 
an edge over the competition.
FMTG manages in its own name and on behalf of third parties 
26 hotels and 3 apartment residences in the upscale 4- and 5-star 
category under the Falkensteiner Hotels & Residences brand. It 
also operates 3 campsites, which will be integrated into the – in 
the year 2022 newly founded – FMTG Premium Camping business 
unit. FMTG is represented in seven European countries (Austria, 
South Tyrol/Italy, Slovakia, Czech Republic, Croatia, Serbia, and 
Montenegro). Currently the Group counts over 2,500 employees 
from over 29 different countries on an annual average. 
The family business Falkensteiner Hotels & Residences was foun-
ded in 1957, 65 years ago, with a small guesthouse in Ehrenburg/
South Tyrol. Since then, the group has undergone a transforma-
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Situated in the heart of Europe, right in the middle of Germany, in 
the north of Bavaria, halfway to Munich, Berlin, Frankfurt and Pra-
gue, the central position of the three districts of Hof, Wunsiedel 
im Fichtelgebirge and Bayreuth leaves nothing to be desired. As 
an established business location, the region is outstanding. With 
its beautiful landscape and its almost unique quality of life, the 
region is a perfect location for work, life, and leisure.
With their romantic river valleys, wooded slopes and rugged rock 
formations, the Franconian Forest, the Fichtelgebirge Mountains 
and the Franconian Switzerland present a landscape that is rich 
in variety and makes a perfect day out for locals just as much as 
for tourists. You can do everything here, from a gentle walk to a 
strenuous hike, from a leisurely cycle trip to trails on a mountain 
bike. For recreation, there is no better place to go than to our 
thermal baths or public pools. 
As a strong business location, the region offers excellent trans-
port connections and is linked to worldwide markets by a many- 
faceted flow of goods. As a business location it is characterized by 
family-owned medium-sized companies, including global players 
and hidden champions, whose products have become secret mar-
ket leaders worldwide. Local companies also benefit from many 
forms of cooperation offered by Hof University of Applied Science 
and University of Bayreuth.
 Whether you are looking for a new location for tourism, produc-
tion, trade or logistics, in our region companies and investors find 
a large number of available premises in attractive locations that 
will suit your individual needs.

www.landkreis-hof.de
www.entwicklungsagentur-fichtelgebirge.de

www.landkreis-bayreuth.de 

 Behind HospitalityInside, the Augs-
burg-based specialist publisher is an 
interactive information network for 
the international hotel industry based 
on several pillars.
IThe content backbone of the publi-

shing house is the purely editorial, ad-free online magazine ho-
spitalityInside.com. It addresses the top management of the inter-
national hotel industry in more than 20 countries in German and 

English. Half of the readers come from the real estate, investment 
and financing sector, the other half from hotel operations. The 
editorial team reports transparently and fact-oriented, with a fo-
cus on Continental Europe, but of course includes the reports of 
global players and worldwide developments. 
At Europe‘s leading real estate and investment fair, the editorial 
team has supported the content of the annual hotel conference 
since 2008. The „Hospitality Industry Dialogue“ (HID) of Expo Real 
always takes place on the first day of the fair. 
HospitalityInside‘s network was the basis for the launch of the 
joint stand „World of Hospitality“ (WoH) at Expo Real in 2011. 
It developed into a successful marketplace for the industry and  
unites hotel groups, consultants, project developers and munici-
pal exhibitors. 
HospitalityInside connects readers, trade fair partners and market 
participators with the joint stand, high-profile networking events, 
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rope. These numbers speak for themselves. The basis for this is 
our broad network in the hotel and real estate industry, creative 
approaches, and tailor-made consulting services, including
Asset management advice for investors and banks; Transaction 
advice for buyers, sellers and banks; Hotel and business due di-
ligence; Investor and operator search as well as preparation and 
support of negotiations; Hotel market, feasibility studies and plau-
sibility reports; Appraisals and hotel reports for banks, investors, 
project developers and operators; Project development for project 
developers, municipalities, investors and banks; Renovation ad-
vice; Hotel-related construction supervision; Hotel development, 
conception and planning of new buildings or renovations
 www.hotour.de 

 JUNG & SCHLEICHER RECHTSAN-
WÄLTE Partnergesellschaft mbB 
(J&S) provides comprehensive legal 
advice to national and international 
clients in real estate law – always 
focused on performance and soluti-
ons. We offer individual and perso-
nal service at the highest professio-
nal standards, and our services are 

tailored to the individual requirements of our clients.
Among our clients are world-wide market leaders, stock listed com-
panies, fast-growing investment groups and family offices which 
enjoy our commercial-minded approach as well as our long-term 
market experience. Being one of the leading German real estate law 
firms, the long-term and personal relationship with our clients is an 
important value for us.
J&S is specialized on complex and inter-disciplinary issues of real 
estate, hotel, banking, finance, corporate and commercial law and 
is well experienced in all kinds of national and cross-border trans-
actions. In the last few years, we successfully accompanied complex 
real estate transactions of more than € 30 billion. Furthermore, J&S 
provides legal services in all aspects of asset management related 
to commercial and residential real estate.
In addition to such major project work, J&S advises its clients in 
all questions of their day-to-day business operations such as de-
veloping and drafting contractual concepts (management, lease, 
franchise, building, service, licensing, cooperation, purchase, loan, 
or outsourcing agreements), enforcing damage claims, achieving 
settlements, handling public law and license requirements with 
the competent authorities, negotiating loans and mortgages, etc.  
Depending on the client‘s wishes all correspondence and docu-
ments are provided in bilingual versions or English only.

special issues and accompanying reporting during Expo Real and 
beyond. 
In June 2018, a new information format was launched: the  
HospitalityInside Think Tank (HITT) - an off-the-record forum for 
the exchange of ideas among hoteliers and experts from other 
industries in a limited group of participants at senior executive 
level. The HITT started with the topic of digitalisation and has 
focused on sustainability & digitalisation since 2021. 
 www.hospitalityInside.com
 www.hitt.world 

HOTOUR Hotel Consulting: More than 50 years, HOTOUR has 
been the first address when it comes to making hotel real esta-
te successful. We are well-established appraisers, experienced 
consultants and sought-after negotiators for every stakeholder 
involved in a hotel project or hotel property. Our knowledge of 
the industry and the market is valued in all phases, from project 
development to hotel opening: project developers, investors and 
operators also trust it like financiers. 
Our team of 11 consultants process between 100 and 150 man-
dates annually, for more than 60 locations in Germany and Eu-
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Each year J&S represent clients in more than 250 regional and ap-
peal court proceedings nationwide. Clients describe our success 
quote as outstanding. J&S is also experienced in international arbi-
tration proceedings. www.js-law.de 

 NOVUM Hospitality: With about 150 hotels and 
over 20,000 hotel rooms in more than 60 loca-
tions in Europe, the family-run NOVUM Hospitali-
ty is one of the largest hotel groups in Germany. 
Founded in 1988 and steadily growing since 2004, 
NOVUM Hospitality presents itself as extraordina-
rily dynamic under the leadership of Chief Execu-

tive Officer & Owner David Etmenan. The hotel portfolio compri-
ses midscale hotels, always in central locations, which are 
operated under the brands Novum Hotels, Select Hotels, the niu, 
Yggotel and acora Living the City. In addition, NOVUM Hospitality 
acts as a franchisee of the InterContinental Hotels Group, Accor, 
and Hilton. 
We are one of the largest family-run hotel groups in Germany. 
With over 30 years of experience in the industry and more than 
150 hotels at over 60 locations in Europe, we are specialists when 
it comes to operating hotels and the associated project planning. 
The renowned Treugast Investment Ranking, which annually ra-
tes the most important hotel companies represented in Germany, 
rates NOVUM Hospitality with ‚AA‘. 
We offer many years of industry experience, five strong own 
brands in the midscale segment, professional hotel operations, in-
house project management and interior design specialists, com-
petent asset management, maximum flexibility with a high exit 
capability, deal sourcing with our own expansion department, 
joint planning and project control, strong credit rating with high 
financial and investment ranking.
 We are looking for properties in prime city centre locations, 
3,000 - 12,000 sqm GFA, new build or converted properties, flexib-
le room sizes and layouts, low visibility requirements, integration 
into mixed-use concepts, the prospect of successfully building 
long-term project partnerships.
 www.novum-hospitality.com  

 The PLAZA Hotelgroup was 
founded in 2002 in Heilbronn 
and is run as a family business. 
Today, the group comprises 50 
hotels in the three- and four-
star segment in Germany,  

Austria, and the Netherlands. The total number of rooms exceeds 
6,500, and the chain currently employs more than 1,700 emp-
loyees.
The key philosophy of the founding couple Yonca and Ihsan Ya-
laz is: „The traveler, for both business and leisure, should be able 
to find all the comforts in our hotels, which we ourselves as fre-
quent travelers attach great importance to: Friendly, courteous 
and competent employees, large and comfortable beds, stylish 
and contemporary design, ample charging facilities for electro-
nic devices and a fast internet connection.“ 
Our core competence is the operation of owned and leased ho-
tels in tourist and business destinations with a population of 
50,000 or more. The administration is carried out centrally from 
Hamburg and Heilbronn to increase efficiency. 
The hotels‘ central locations and modern facilities are of great 
interest to business travelers and guests from the leisure and city 
tourism sectors.
Many of our hotels are affiliated with Best Western, the world‘s 
largest hotel chain, to meet and continuously improve our high 
service standards. Since 2018, we have also been operating new 
projects under our own brands Plaza Premium and Plaza Inn.
Our goal for the next two years is the healthy, profitable expan-
sion of the portfolio to 50 hotels, mainly in Germany, Austria, 
and the Netherlands. Therefore, we are constantly looking for 
new and existing properties in central city locations for sale or 
lease. New projects 2022/2023: Berlin, Bremen, Cologne, Heidel-
berg, Munich, Vienna.
 www.plazahotels.de
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The Premier Inn hotel brand offers premium quality at economy 
prices in prime locations. The focus is on a dreamy night‘s sleep 
for business and leisure travellers. All prices are per room, chil-
dren up to and including 15 years sleep and have breakfast free of 
charge. A varied breakfast gives guests an ideal start to the day. 
After an outstanding launch of the first Premier Inn hotel at the 
Frankfurt Trade Fair in 2016, more than 40 hotels are currently 
in operation across Germany. In total, Premier Inn has secured 
almost 80 locations with around 15,000 rooms in more than 30 
major cities and is thus well on its way to creating an attractive 
hotel offering throughout Germany. Premier Inn is part of the 
long-established hospitality company Whitbread PLC with over 
800 hotels and approximately 82,000 rooms. 
Whitbread PLC was founded in 1742 and is one of Europe‘s oldest 
and most respected companies. As the leading hotel operator in 
the UK with over 35,000 employees, Whitbread welcomes millions 
of guests from all over the world every month. 
In addition to the nationally popular Premier Inn hotel brand, the 
group also includes the restaurant chains Bar + Block, Beefeater, 
Brewers Fayre, Cookhouse + Pub, thyme Bar + Grill and Whitbread 
Inns. Whitbread PLC is a listed company on the FTSE100 Index and 
FTSE4Good Index. 
 www.premierinn.de
 www.whitbread.com

PRIMESTAR was founded in 2014 by private investors and entre-
preneurs with broad expertise in both the real estate business and 
the hotel sector. The existing core competences are additionally 
strengthened by the involvement of absolute top experts. In 2021 
the founding CEO Andreas Erben led a management buyout of the 
company aligning the interest between shareholder and manage-
ment positioning the company for growth. With the appointment 
of Oliver Kupka as an additional managing partner in January 
2022, the company was positioned accordingly for additional stra-
tegic growth.
In addition to its professional expertise, PRIMESTAR is also built 
on a sound economic basis. The capitalisation is adapted to the 
requirements of banks and investors and enables potential project 

developers to conclude lease agreements with PRIMESTAR, to ob-
tain financings from banks with an affinity to hotels, and to sell 
to institutional hotel investors. 
PRIMESTAR‘s aim is to generate multiple opportunities and thus 
strategic growth with the parties involved. The company is plan-
ning to create further strategic growth and embark as new gene-
ration hotel operator through further expansion of PRIMESTAR‘s 
portfolio and important new features such as a direct booking sys-
tem, digitalization and the establishment of a new brand around 
additional product offerings for long-term stay and workspace.
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PRIMESTAR Group currently operates 15 franchise hotels in major 
German cities. The existing franchise portfolio currently compris-
es 3,454 rooms in German A-destinations. The construction of the 
first hotel in Vienna/Austria has started. The opening will be in 
2024, leading to a total of 3.812 rooms. Over the long term, Prime-
star Group is planning to increase its franchise segment to at least 
20 hotels with institutional partners. 
With PRIMESTAR Operator GmbH, the Group launched its own 
brand June Six in the city boutique hotel segment with the plan to 
expand the June Six portfolio to up to 20 properties including June 
Stay, a long-stay concept, and workspace network WorX. Since 
July 1, 2022, the first flagship hotel June Six Berlin City West en-

riches the Berlin hotel market directly on Savignyplatz. The next 
June Six Hotel will open in Q2 2023 in Hannover.
For its own brand, the PRIMESTAR Group is focusing on growth 
via the acquisition of existing hotels, leases, or operators. 
 www.primestar-hotels.com
 www.june-six-hotels.com 

Since April, massive catch-up effects in tourism as well as the 
conference segment are boosting occupancy rates of hotels. If 
nothing else, thanks to strong price increases, many hotels even 
outperform pre-covid numbers. 
However, while the hospitality industry is still weakened by the 
effects of the Corona pandemic, a new storm is showing up at the 
horizon: inflation, lack of qualified personnel, skyrocketing ope-
rating costs and interest rates, war in Ukraine. Rarely the industry 
was confronted with multiple crises at the same time. And yet 
another 70,000 new hotel rooms are due compete for guests until 
end 2024 in Germany alone. 
How will hotels manage to succeed in challenging times like 
these? This is where SELECT comes in: SELECT focuses on hotels, 
some of which have been heavily affected by the pandemic and 
which will further be pressured by new inventory added to the 
marketplace in the coming years. However, many hotels hold a 
joker in their pocket compared to new builds: the location. But are 
the business models still competitive, the branding still relevant? 
And how about the state of hotel operators and lease terms? 
„We assist owners and banks to strategically develop their assets 
and portfolios. For that, we deliver profound decision-making 
tools and neutral perspective. Especially the recent market de-
velopments have brought up new topics, such as operating and 
financing costs”, describes Managing Partner Tina Froböse one 
focus of the boutique consulting firm. 
In the field of transaction advisory services, the team of SELECT 
brings together the right players both in hotel operating and in-
vestment companies alike. The team enables win-win situations 
in the role as independent facilitator - whilst firmly focusing on 
the client’s interests at all times. 
„What sets us apart from big consulting and brokerage firms is 
our in-depth market intelligence in locations off the usual beaten-
tracks as well as access and trustful relationships to private inves-
tors. That is why we managed to close a number of transactions 
again this year despite challenging market conditions”, says Tina 
Froböse. www.select-hoteladvisory.com
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 Dublin-based Staycity was 
founded by Tom and Gerald 
Walsh in 2004. Currently we 
are operating over 5,000 
apartments in Ireland, Italy, 
Germany, the United King-

dom and France. Additional 3,000 units are contracted and in the 
planning phase or under construction. On a medium term basis 
we aim to develop Staycity to Europe‘s largest aparthotel brand 
with 15,000 units operational. 
We deliver properties in our four key target markets of Ireland, 
the UK, Germany and France along with, opportunistically, prop-

erties in other European capitals and gateway cities with high 
growth potential and low operational volatility. Our search pro-
file includes centrally located purpose-built structures (or conver-
sions) with an offering of 5,000 to 12,000 sqm GFA. In Germany, we 
are keen on operating in Berlin, Cologne and Munich. 
Our product lines:  STAYCITY – our „Economy Plus“ solution and 
„WILDE by Staycity“, our „Business class“. For project developers 
and investors we are the perfect match: With our successful 
and convincing track record we offer long-term fixed leases on 
a competitive and sustainable level with a strong and growing 
covenant. The ideal CORE product for institutional investors. 
 www.staycity.com

www.motel-one.com

VISIT US
 EXPO REAL 
 HALL A2,  
 BOOTH 010
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Is the interest evidenced from funds and family offices in resorts in German-speaking countries 

genuine? Credible and sustainable? No. Resorts are a black box for many new investors! Serious 

investors are few and far between, and the segment does not offer enough products for funds.

Resorts are a black box
Funds especially overestimate the segment, experts say
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„Many of the private holiday 

hoteliers have spread the debt service 

over at least three generations so 

far.“  Martina Fidlschuster

Soravia is launching a 
resort at Tegernsee, south of 
Munich, at the end of 2022 
as part of a quartier. 

Mixed group of investors

Outside investors in this segment must  
therefore look closely and know the mar-
ket. In the German-speaking Europe, private 
hoteliers who have been running the busi-
ness for generations still dominate. „Many 
of the successful, private resort hoteliers 
have lived, eaten and worked 16-hour days 
in the hotels to achieve that success. And: 
They have spread mortgage payments over 
at least three generations so far,“ says Marti-
na Fidlschuster, Managing Partner of Hotour 
Hotel Consulting in Frankfurt.

Many non-specialists also believe that a 
generous spa is particularly profitable for 
a luxury brand hotel, she continued. „In-
vestment in the spa has to be earned pre-
dominantly through room rates and high 
occupancy. The investment cost per square 

The multi-layered nature of the vacation 
hotel industry in German-speaking Europe 
has so far largely kept institutional investors 
from engaging in this segment. The impact 
of the pandemic, however, has fuelled curio-
sity on part of investors - yet the complexity 
of resort hotels has not changed.

If the city hotel product is relatively easy 
to understand (A-, B- or C-destination, 1 to 
5 stars), much more factors come into play 
for resorts. The different types start with 
hotel complexes that offer their guests such 
a wide range of entertainment under their 
own steam that the location becomes a  
secondary matter.

A good investment needs  
a good operator

Staffing a resort hotel places higher de-
mands on the operator than in a city ho-
tel because resort hotels generate a lot of 
revenue through F&B and other services, 
which are both labour and cost intensive. 
Corresponding revenues must be generated 
to cover these costs, which is why TRevPAR 
(Total RevPar) is more important than Rev-
PAR. Parallel to the city hotel industry, ho-
wever: The weaker the location, the stronger 
the distribution must be.

Very important in the resort hotel business 
is personal contact with guests over long pe-
riods. In other words: Operators and brands 
are usually not arbitrarily interchangeable. 
Only very few of the existing resorts in Ger-
many are designed in such a way that the 
operator could be replaced. The hotels of 
DSR Hotel Holding (including A-rosa, A-Ja 
and Hotel Neptun) could presumably ope-
rate under other brands without any pro-
blems, but in 2021 the tour operator DER-
Touristik became involved in this company 
as a 50% shareholder and as a distribution 
partner. In addition, A-rosa and A-Ja are 
already focussing on their own „green pro-
file,“ which could make a brand switch even 
more difficult.
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meter of spa usually far exceeds the price 
per square meter for the rest of the hotel. An 
economically good solution was found here 
for the A-Ja brand in Travemünde, Warne-
münde and Grömitz, where hotel guests can 
add the use of the spa and external guests 
also use the areas and thus help to finance 
them.“ A-Ja operates in the economy seg-
ment.

As a basic rule: The economic success of 
many resort hotels is often not so transpa-
rent. The luxury sector in particular is bust-
ling with wealthy private investors who in-
vest in resorts for a variety of reasons, be it 
for fun, tax considerations or in the hope of 
increasing the value of the property.

New investors on the way

For the last five years or so though, new in-
vestors have also been on the way. For exam-
ple, Blackstone owned nine Center Parcs 
until 2019, mostly in Belgium and Germany, 
but they have since been sold to listed real 
estate giant Aroundtown.

Not every investor starts at the same size, 
many gain experience in the holiday hotel 
sector step by step. This is also the case with 
the Austrian investor Soravia, who dared to 
take the first steps even before Corona and 
is currently developing three projects: By the 
end of this year, a hotel with spa is to be built 
at the Tegernsee south of Munich - as part of 
a quarter with elegant condominiums that 
can use the hotel services. The Autograph 
Collection brand will be emblazoned on 
the roof. A similar concept is behind a hotel 
development in Gmunden around Salzkam-
mergut, Austria.

Among the German developers and opera-
tors with a resort focus is Berlin-based 12.18. 
Investment Management GmbH. Half of the 
shareholders of 12.18. are the Versorgungs-
werk der Zahnärzte Berlin (VZB, a Dentists‘ 

pension fund) and half are the Düsseldorf-
based Lindner family (Lindner Architekten, 
Gebau, Lindner Hotels & Resorts). 12.18 now 
wants to grow with the help of an open-en-
ded real estate fund that Engel & Völkers‘ 
asset management firm activated in Octo-
ber 2021 with a total volume of 280 million 
euros.

For E&V, it is the first hotel fund „Luxury Lei-
sure“ after a logistics and residential fund. 
So far, institutional investors and family of-
fices have invested in it, Anton Tjoonk, CEO 
of Engel & Völkers Asset Management AG, 
explained to hospitalityInside.com. One can 
participate with an investment of five milli-
on euros or more. The bulk of the 280 million 
is currently almost completely committed, 
says Tjoonk. It covers three assets of 12.18 
(in Ibiza, Sardinia and Scotland). Interested 
parties for further assets - independent of 
12.18 - already exist. „Resorts and especial-

ly Luxury Leisure is more than a short-term 
trend,“ Tjoonk is firmly convinced. Geogra-
phically, he wants to focus on destinations 
in Western and Southern Europe that can be 
reached within about three hours by plane.

More funds to come

It’s striking at present just how quickly new 
hotel funds come on to the market. This also 
includes the world‘s largest tour operator 
TUI, which is now committing itself to the 
hotel industry again - and even to projects in 
German-speaking Europe, in larger volumes, 
but only in the medium term. TUI Group had 
announced in January 2022 that it would 
launch a global hotel fund with a gross 
target volume of €500 million in coopera-
tion with the Luxembourg unit of Hansain-
vest Hamburg (a subsidiary of Signal Iduna 
Group). However, its initial focus was to be 
growth in the hotel segment outside Europe. 

Another investor that has been openly flir-
ting with the resort hotel industry recently is 
Union Investment. The first hotel fund of the 
shopping mall giant ECE Group has already 
found a Bleisure gem: the Bonvecchiati com-
plex in Venice. The hotel fund launched this 
year with €200 million and aims at a purcha-
se volume of €600 million.

With its European Lodging Recovery Fund, 
ECE has its sights set on destinations in 
growth cities or with a metropolitan connec-
tion: locations within a one-and-a-half hour 
drive from the city (e.g. Munich/Tegernsee, 
Hamburg/Coast, Lake Como) and aiming for 
a mix of leisure and corporate business. The-
re is no interest in typical resorts with golf 
or spa, confirms Ascan Kókai, Head of Hotels, 
ECE Real Estate Partners, again. „It should 
still be more hotel than holiday hotel“.

But resorts also find favour among the pro-
ject developers. Board spokesman Reiner 
Nittka of Germany‘s largest hotel project 

„I would not call it a run yet.“   

 Uwe Niemann
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developer GBI AG explains: „The company 
already has experience with resort hotels. 
Nittka: „Today, we are especially interested 
in the particularly good hotel performance 
at locations with a high tourism factor, 
because in the last two summers, many a 
house in Lübeck, Kiel or Rostock filled up ex-
tremely. This was often the ‚overflow‘ from 
the fully booked holiday and beach hotels 
into the hinterland.“

A case for savings banks,  
not commercial banks

Irrespective of these announcements, inter-
est from the banks in hotel financing, even 

Explorer Hotels consequently focus on 
sporty and nature-loving guests.  
A success story.

in the resort sector, is currently still rather 
muted. „More players and funds are interes-
ted in resorts and there are also more sales 
in this area, but I think it’s too early to talk 
of a run,“ Uwe Niemann says, general proxy 
and hotel expert at Deutsche Hypotheken-
bank. „This alleged hype surrounding resort 
hotels is also largely taking place without 
the larger commercial banks and, if at all, 
tends to be handled at the regional level 
through savings banks or credit unions that 
have a specific regional connection to either 
the investor or the location, or through al-
ternative lenders. Most bank investments 
were made before corona and they remain 
reluctant to finance resorts.“

However, there has been a change insofar 
as end investors are increasingly looking at, 
and in some cases also buying hotels in holi-
day regions quite simply because of a lack of 
adequate alternatives in A- and B-city desti-
nations. However, these are largely existing 
properties that already have a good track 
record going back many years.
 / Susanne Stauss, Maria Pütz-Willems
 

 Extract of hospitalityInside.com  
 15 April 2022
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The disappearance of hotels is most visible 
in Berlin. „There is a relatively substantial 
decline in supply here,“ confirms Alexan-
der Trobitz, Managing Director and Head of 
Hotel Services at BNP Paribas. Colliers and 
CBRE are also looking at the numerous con-
versions in the German capital, both with 
concern and hope.

The conversions of hotels into offices, the projects on hold, the quiet death of both small and 

large operators along with the advance of alternative accommodation concepts all mean one 

thing: the German hotel market is in the grip of structural change. Yet the majority of industry 

representatives appear still to close their eyes to it. How investors and operators are responding to 

the pressure in Germany.

Hotels are slowly dying
How investors and operators are responding to the pressure in Germany

„There is a relatively substantial 

decline in supply underway.“ 

 Alexander Trobitz

„Berlin is the hottest market for conver-
sions because the office market is booming  
there,“ Olivia Kaussen, Managing Director, 
and Head of Hotel Services Germany at 
CRRE, confirms. „That‘s where the differenc-
es between hotel and office rents are the 
highest.“ Yet converting a hotel into office 
space is not easy, she explained, which is 
why demolitions then usually occur. „Ho-
tel rooms don‘t have the ceiling height for 
the necessary electrical connections. Offices 
need a higher clear room height. That‘s why 
the office wing is also being rebuilt at the 
Sheraton Esplanade.“

Many factors point against  
project developments

„Project developments or new hotel cons-
truction are difficult from the current  
perspective,“ Trobitz explains and lists a 
number of reasons:

1. Construction costs have increased so 
much in the wake of supply shortages that 
they are disproportionate to potential lease 
increases. In certain regards, they are not 
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The Ellington Hotel in Berlin is being converted into offices. 
Unfortunately, it is not alone in this doom. 

calculable at all. Current trading prices are 
used for steel, concrete, or insulation. But no 
one can foresee today what, for example, the 
those prices will be in two years’ time, when 
construction is underway.

2. Banks are currently only prepared to fi-
nance hotels to a very limited extent. And 
even when they do, construction compa-
nies face interest rate increases. In addition, 
the loan-to-value ratio averages 50 to 55 
percent. Purchase price factors are falling 
though, which means concessions have to 
be made on exit. „That tends to make ho-

tel properties unattractive to developers, 
because every developer wants to sell the 
property at some point,“ Trobitz said.

3. The operator market is also shrinking. 
Even initial, solidly operating companies 
are going under (example: Success Hotels). 
„While many would like to expand, they 
have been hit too hard by the crisis and need 
time to recover,“ Trobitz said. Project de-
velopments contracted with highly expan-
sive operator groups that ran out of steam 
in the wake of the pandemic had become 
unsaleable, he went on....
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Starting anew with 
the hotel plans? The 
market is changing. 

Trobitz expects the stagnation in project 
developments to continue for another year 
or two, which in itself will be good for the 
market. However, developments haven’t 
come quite to a complete standstill: „Some 
simpler, very standard projects will probably 
still go ahead because slight lease increases 
seem feasible given current operational 
trends,“ he explains. The same applies to ho-
tels planned in the course of neighbourhood 
developments.

Legal tug of war has begun

Almost all builders whose construction pro-
cess had already begun were now trying to 
optimise their operating model. Renegotia-
tions are currently taking place for many of 

the leases signed in 2018 or 2019, he went 
on. In the process, developers are seeking le-
gal solutions to kick out their operators, who 
are no longer considered sound by today‘s 
standards, and rely instead on well-capitali-
sed groups. The previous contract partners, 
in turn, are trying to sit out the negotiations 
to collect a termination fee.

„The market was clearly overheated before 
the pandemic, due in no small part to low 
interest rates,“ Trobitz said. All of this is now 
blowing up in the face of the industry.

Fixed lease under pressure

Changes of operator are now commonplace 
even in existing operations. „We‘ll see more 
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of that,“ René Schappner, Managing Direc-
tor and Head of Hotels of Colliers Internatio-
nal, is also convinced. Martin Schaffer, Ma-
naging Director of MRP Hotels, also stressed 
at „Hotel Return 2022“: „Smaller operating 
companies are shaky candidates. If you‘re a 
property owner and you have a lot of them 
operating your properties, that can be a pro-
blem.“

The fixed-lease model is under pressure, he 
said, and financing operating companies is 
a challenge. The current situation makes 
it very difficult to draw up strong business 
plans capable of bearing stress. „Obtaining a 
credit report through Creditreform is point-
less. The entries there are usually two years 
old, so from today‘s perspective they‘re from 
the Stone Age,“ he says.

The only consequence for the operators is 
that they must allow a close look at their 
books and that they must show great 
transparency of their own accord. Schaf-
fer assumes an insolvency backlog among 
operators. The DCF (discounted cash flow) 
method is currently experiencing a renais-
sance in the valuation of hotels. On the ot-
her hand, the entrepreneur must allow the 
investor access to his accounts. In the draf-
ting of the contract, more emphasis is also 
placed on clear wording of the force majeu-
re clause and the possibility of exit, he said. 
„Large institutional investors also only buy 
when there are guarantees,“ Schaffer said.  
However, the question also arises as to how 
long currently hyped operators can keep this 
up.

Capital under pressure

In contrast to the tense situation in finan-
cing and development, the industry is vi- 
sibly recovering in the operations area. 
„Many hotels were only closed temporarily 
and are now gradually coming back with 

business having picked up considerably 
since April,“ Trobitz said. The performance 
of room rates has also been considerable in 
some cases. „May was a good month, July 
and August are really booming,“ explains 
the BNP Paribas manager. And Olivia Kaus-
sen also says: „2022 got off to a good start, 
with the recovery coming much faster than 
expected. Many hoteliers are enthusiastic 
about the booking situation, with some al-
ready reaching the level of 2019. Many tra-
vellers are now making up for trips they had 
to postpone.“ Even US-Americans are increa-
singly beginning to travel again.

This could lead to investment - albeit very 
selective - in hotels. „There‘s been a lot of 
money raised, and there‘s a lot of pressure 
to invest in hotels. At the beginning of the 
pandemic, many were convinced that ope-
rators were dropping by the dozen and the 

hope was that bargains would appear. But so 
far, government aid in Germany has largely 
prevented that,“ says Trobitz. What is now 
flowing into hotels is working in core new 
buildings with top operators and good loca-
tions and in ‚value add‘ opportunities.

Construction costs make  
hotels unattractive

The higher construction costs rise, the less 
appealing hotels become for investors. „In 
office rent, we‘re seeing some linkage of 
rents to construction price appreciation. We 
won‘t see that in the hotel industry,“ Schapp- 
ner is convinced. Especially since the infla-
tion in commodity prices is likely to have 
a significant impact on industry profits, as 
MRP manager Schaffer points out. „An ave-
rage resort hotel would have to achieve a 
10 to 15 percent higher GOP. If the lease fee 
then goes up as well, the problems will then 
really begin.“

Room rates and F&B prices would have to be 
increased by at least 20 percent. „Those who 
don‘t manage that will suffer enormously in 
2023,“ the consultant went on. Occupancy 
at 2019 levels won‘t help if prices aren‘t rai-
sed, he said. „We need to look at inflation 
as a big picture.“ Although investors are 
struggling with higher interest rates and 
construction cost increases, lease increases 
are not feasible given the operational chal-
lenges, he said.  / Susanne Stauss 

Extract of hospitalityInside.com  
24 June 2022

„Large institutional investors only

 buy if there are guarantees.“ 

 Martin Schaffer
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Wilhelm Luxem, Baur au Lac Zurich, on new demands and requirements

The man-made luxury

The Baur au Lac in Zurich is the most suc-
cessful luxury hotel in the city and in Swit-
zerland - and a prime example of a tradi-
tional family-run business. It‘s now in the 
hands of the 7th generation of the same 
family - coinciding with a change of direc-

tors. Wilhelm Luxem retired yesterday. Over 
the past ten years, he has shaped the success 
story of this grand hotel. And motivates col-
leagues today: The luxury hotel industry is 
once again poised for an age of prosperity. 
Why? And what do you have to do for that?

„Le hall“, the heart of the Baur au 
Lac since 1844. Today with plenty of 
privacy.
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Wilhelm Luxem: A perceptive host 

with drive and ideas. .

everything is right“. Corona has once again 
increased sensitivity in this respect, even at 
the high-end - with guests as well as with 
hotel management. „Even the younger ones 
are willing to spend a little more, even if 
they don‘t have a comparison. We see in our 

Zurich‘s iconic hotel has a few things going 
for it: a prime location in the vibrant met-
ropolis, at the end of the shopping mile, a 
beautiful view of Lake Zurich, a private park 
and a chalet in the wintertime. However, 
the icon still lacks a few things that count as 
5-star standards, a spa or a pool, and a few 
more rooms (there are only 119). But there 
is no room for that within the old walls and 
limited property.

The Baur au Lac has been owned by the 
Kracht family since 1844. A sought-after pro-
perty, but the family does not allow outside 
investors and is certainly not thinking of 
selling. „We could sell the hotel once every 
month,“ Luxem laughs. These days, Andrea 
Kracht is passing on the legacy and the gre-
at responsibility to his daughter Marguita 
Kracht. And Wilhelm Luxem‘s successor will 
be the current Deputy Director Christian von 
Rechenberg.

The passing of the baton at the top of the 
Baur au Lac is rare; continuity counts. Wil-
helm Luxem took over the management of 
the hotel in January 2013 from Michel Rey, 
who had held the sceptre for 31 years. Luxem 
was Director of the Excelsior Hotel Ernst Co-
logne, a sister property of the Baur au Lac, 
from 2004 to 2012. So the common wave-
length with Andrea Kracht was certainly 
present. „I never wanted to work for luxury 
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hotel chains, only for companies with priva-
te management,“ says Luxem.

Art and craft are in demand

What has changed luxury the most? His 
spontaneous answer: the further develop-
ment of technology-based equipment. And 
with it, the move away from a once opulent 
and ostentatious style to genuine value in 
materials, design and architecture. „Design 
hotels“ today are mass-produced goods, the 
real luxury guest looks to design under artis-
tic and craftsmanship - man-made. And that 
may well be discreet and reduced. Food & 
Beverage is also experiencing momentum: 
The cocktail is back in vogue, just like the 
new noble brasserie with its delivery service 
is highly praised as a novelty.

„Hotels are attractive again!“ rejoices the 
luxury hotelier, who at the same time also 
sees: Luxury hotels will become even more 
expensive and thus distance themselves 
again significantly from high-quality 4-star 
hotels in the future. The reason: Good em-
ployees must be paid fairly and be able to 
work under good conditions.

The charisma of satisfied and relaxed em-
ployees is transferred - without words and 
seamlessly - to the interaction with the 
guest. And the latter is happy to pay more „if 
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hotel not only rich heirs, but also many suc-
cessful young businessmen,“ he adds. „And 
we need to offer them all something - just 
being expensive is no longer a justification!“

His experience: Guests may not see price 
increases, but they favourably acknowledge 
new features: for example, the new bed-
side reading light. That sounds banal, but 
it isn’t. „Two employees and I spent weeks 
test reading on the sample bed and testing 
the lighting,“ Luxem reports. Success lies in 
the detail.

A strong brand for dinner

The best example of this is the new brasserie 
in the building, simply called „Baur‘s“. The 
legendary hotel brand is thus also a strong 
promise in the restaurant - culinary, visual, 
and designed with noblesse: in warm col-
ours from rich red to soft green, with lac-
quered ceiling, Murano glass chandeliers 
and modern art. Guests spend an average of 
115 francs per couvert. „But this figure alone 
doesn‘t say much,“ adds Luxem, „what‘s 
important is that the 66 seats have been 
completely booked almost every day since 
the opening in autumn 2021. We are talk 
of the town.“ In the nineties, the old „Rive 
Gauche“ at this location had itself long been 
the top fine dining address in the city.

The design was not a „quick fix”, the concept 
was certainly not thrown at the hotel wit-
hout sustainability in mind. Wilhelm Luxem 
and Andrea Kracht travelled as scouts in the 
world‘s metropolises for almost six years to 
collect ideas. Then one name began to stand 
out more and more: the Martin Brudnizki 
Design Studio (London/New York). „Martin 
sees gastro as an experience. But you have 

to get involved with that,“ says Wilhelm Lu-
xem. He did, and so did Andrea Kracht.

„Luxury of the future lives on consistency 
and on the self-criticism of each individual 
hotelier or hotel,“ Luxem predicts. But the 
guest no longer wants to hear old stories: 
„A luxury guest always travels with the ex-
pectations of his time. Now he wants a fresh 
luxury hotel, with the technology and func-
tionalities of the time.“

Wilhelm Luxem was allowed to invest 70 
million francs in ten years. From the cash 
that was generated.

The antennas of the employees

And that brings him back to the employees: 
Their antennae must be able to sense, to 
sense the zeitgeist of their guests. They can 
do this by listening carefully to their guests. 
This is how every luxury hotel develops its 
- long-term - culture, based on communica-
tion. „Directors should never take away the 
courage of their employees to take initiative 
and make their own decisions in front of the 
guest.“ This is true for any situation.

For example, it is left to those employees 
who give hotel tours to lead guests into 
the back-of-the-house, into the kitchen: As 
soon as the colleague with the guests walks 
through the door, all the kitchen staff imme-
diately stop working; the clanging of pots 
and the chopping of knives ebb away. All 
the employees turn toward the small group. 
Guests see only friendly smiling people in 
impeccable white uniform and smile back. 
Happy staff, happy guests.

„We hire for attitude, we train for skills“ is 

an old saying that is more relevant than ever 
in these times. Department heads and su-
pervisors take over the regular trainings at 
Baur au Lac, which did not stop during the 
pandemic. This machine runs, says Luxem, it 
is an integral part of everyday life. As an in-
ternationally experienced hotel manager, he 
himself also likes to send good employees to 
colleagues in London or New York: „Maybe 
they will come back with greater, even more 
valuable experience“.

The Baur au Lac is feeling the current em-
ployee shortage like everyone else. The fluc-
tuation rate is around 25 percent. As a rule, 
the 119-room luxury hotel operates with just 
under 300 employees (ratio 1:2). Since coro-
na, there have been only 274; many went 
back to their home country in the first year 
of the pandemic.

Staff was also an issue for the Baur even be-
fore corona. Now though, the hotel is fight-
ing a demographic problem. Since 2008, 
the annual number of retirees has exceeded 
those entering the workforce by 20 percent, 
he cites statistics. And he is self-critical: The 
industry is behaving far too statically in 
view of its unattractive working hours. Al-
ready at the Hotel Excelsior Ernst in Cologne, 
he brought two-thirds of former female em-
ployees back to the hotel after their fami-
ly phase. He gave them part-time jobs and 
made sure they could plan ahead. „I‘ve had 
great experiences with it, but I‘ve also felt a 
lot of resistance from within the hotel.“

Employee welfare applies to all levels

The Baur au Lac hardly has to pay higher 
wages and salaries as a result of the cur-
rent market pressure: „We‘ve always paid 
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somewhat better than the market, it’s not 
these things that set us apart. We create em-
ployee loyalty, for example, through gradua-
ted incentives, in all departments: So even 
the chambermaid can hope for more after 
a year, as can the kitchen and service staff.“

But corona, as well as the changing zeitgeist, 
has changed the concierge‘s tasks. There 
beats a heart of every luxury hotel - at Baur 
au Lac there are five concierges and one 
night concierge. „Today though, they are 
faced - thanks to the Internet - with an over-

Six years of brainstorming for the new 
„Baur‘s“ brasserie. It has been fully booked 
almost every day since it opened. 

informed customer who is only looking for 
something special,“ Luxem describes. „Our 
concierges are now doing leisure consulting 
and have to deal with culture and events 
significantly more than in years past.“

In the end, his services to the Baur au Lac 
are also reflected in figures, which thus also 
indicate good crisis management during the 
pandemic: The luxury hotel closed the boom 
year 2019 with a group-wide occupancy rate 
of 86% and an ADR of 930 Swiss francs. The 
Baur au Lac has now been fully booked 

again for weeks. Should the year progress 
positively, management expects to be able 
to show 2019 results again by the end of the 
year.

In an aside, Wilhelm Luxem remarked at the 
end: „I think luxury is not that difficult.“.
  / Maria Pütz-Willems
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It‘s a bizarre summer: good business on the 
one hand – and presumably none left in 
winter? Bookings are already petering out in 
view of the gas crisis. Behind the scenes, the 
frustration is palpable: Energy costs have 
doubled from about 5% of sales to about 10%. 
That alone calls into question the business 
model for the vast majority.

At present, no one can accurately predict 
the consequences of the gas shortage. Poli-

Not corona, but the gas crisis poses an existential threat to hotels

Close to panic

ticians are battling but not communicating 
clearly, so rumours and isolated pieces of 
information weigh heavily on the mood in 
the energy-intensive hotel industry. There is 
no panic yet, but the drama can certainly be 
calculated in a worst case scenario.

„We currently have a normal level of busi-
ness at around 70% of our member prop-
erties, primarily in the top leisure destina-
tions in the mountains and by the sea,“ says 
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Michael Altewischer, Managing Partner of 
the Wellness-Hotels & Resorts GmbH with 
almost 40 members in Germany, Austria, 
South Tyrol and the Czech Republic. The oth-
er 30% come closer to 50% booking volume 
– not because of cancellations, but because 
they‘re no longer receiving bookings.“

Stephan Gerhard, CEO of Solutions Holding 
from Munich, owner and operator of several 
hotel types, also already senses restrained 
spending from guests in his hotels, even in 
middle income classes and in the resort indus-
try. He is also currently at a loss with regard 
to energy costs: „We already have a serious 
gas problem e.g. at our MaSeven apartment 
hotels. A contract with a private provider 
was not renewed, so we were downgraded 
to basic service, which was three times more 
expensive than the previous contract. We rai-
sed objections and now have a contract that 
is twice as expensive as the original one. But 
in view of the current increases, I don‘t know 
how we are going to compensate for this, 
with all the good will in the world. Previous-
ly, energy costs were a 3-5% block of revenues, 
now they are 6-10%. If we were to return to 
the profit levels from 2019, these increases 

would swallow them up. There‘s no antidote, 
you can‘t just switch to a cheaper provider 
because there isn‘t one.“

Unbelievably high  
costs expected

In general, in current discussions with ope-
rators, those who still have longer valid dis-
trict heating contracts are reasonably calm. 
The Swiss Group SV Hotel – franchise opera-
tor of various city hotels and on the market 
with its own brand of serviced apartments, 
StayKooook – procures thermal energy for 
all but two of its hotels via district heating, 
with separate contracts for each location. 
However, it is also currently in talks with the 
various suppliers „in order to better assess 
possible restrictions in gas supply and take 
appropriate measures.“

For Dorint Hotels & Resorts (with conference 
and wellness hotels in its portfolio), CEO Jörg 
Böckeler describes the cost increases in the 
energy sector as „unbelievably high“ alrea-
dy. He said the hotel industry can control 
certain things, such as no longer heating 
pools or reducing public areas. „But de fac-

to, we can only operate many of our hotels 
if we also have gas. Compensation by way of 
liquid gas does not work in many cases for 
technical reasons, and district heating also 
requires gas so that the heat can reach the 
hotel at all. Our country needs a Plan B to 
keep the economy alive.“

Also Rolf Seelige-Steinhoff from Seetel Ho-
tels, with 16 hotels and 500 employees the 
largest hotelier and employer on the island 
of Usedom, can no longer sleep well. The 
whole island depends on gas, there is no 
alternative. The savings he calculated for 
the wellness areas, in catering and in the 
kitchen are nowhere near enough. Planning 
ahead, he has already ordered induction 
plates for the stoves, but when he ordered 
electric combi ovens, he was told that they 
would not be available until February 2023.

Theoretically, he would currently have no 
reason to complain because his energy 
terms are fixed until 31 December 2023. 
But: In the event of a further stage in the 
gas emergency plan, such contracts may be 
terminated. „For hotel groups with property, 
this is a huge problem!“ he says. And then 

Advertisement
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the usually so patient hotelier becomes cle-
ar: „Our government has no idea of the con-
sequences that can result from gas outages, 
gas reductions or even shutdowns!“   

Wellness-Hotels & Resorts are similarly 
alarmed. „Some of our member hotels have 
already received energy bills that have gone 
from 100,000 euros per year to 500,000 eu-
ros, and in some cases higher,“ says Altewi- 
scher, the head of the consortium. Some ho-
tels are in local energy alliances with other 
businesses and institutions, with whom they 
invested in modern gas plants etc. a few 
years ago in order to be better positioned.

„It‘s clear that we will only be able to pass 
on the new high energy costs to the guests 
to a limited extent,“ he says, fearing the next 
drama: „Many of our wellness hotels had 
made countercyclical investments – parti-
cularly in higher employee budgets.“ It will 
be difficult to keep these hotels open under 
these new conditions. The issues and cost 
burdens overlap „threefold“, Altewischer 
said, with the investments already made, the 
high price burdens for energy, etc., and the 
corona crisis, „which is not over yet.“

The fear of hotel closures

The pressure is already extremely high for 
some hotel concepts and raises significant 
questions for business – regardless of the 
current and future gas supply ups and downs 
due to the Russians. Most hoteliers are now 
asking: Might the German government close 
hotels again – as it did during the pande-

mic? „I look forward with very, very great 
concern to the discussion that gas will be 
regulated by the government and that our 
industry will not be considered systemically 
relevant,“ says Dorint CEO Jörg Böckeler. And 
Michael Altewischer also thinks a lockdown 
through the back door is likely, if suppliers 
such as the industrial laundries are no lon-
ger allowed to serve hotels. It is already 
clear that these will have to give priority to 
systemically important companies such as 
hospitals, nursing homes, etc.

The German Federal Network Agency (Bun-
desnetzagentur) as an independent federal 
authority, has been responsible for vital 
infrastructures for electricity, gas, telecom-

munications and postal services for over 
20 years. The paper, which journalists may 
obtain upon request, is confusingly written. 
It states, for example: „Insofar as an emer-
gency is declared within the coming weeks, 
measures towards end consumers could 
only be taken by way of general orders and 
only ratably. A distinction by industry can be 
made here at most.“

When asked, the Federal Network Agency 
puts it into perspective: „This does not mean 
that entire sectors will be switched off via a 
general order. For example, a general order 
could be issued with regard to gas consump-
tion: Only gas consumers who consume 
more than a certain amount of gas would 
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then be affected by a reduction – across all 
sectors. It‘s individual case decisions that are 
made.“

How shutdowns are even possible at short 
notice – is currently a question for the crys-
tal ball, the PR manager said. If shutdowns 
do occur though, they may only last for a 
few hours or only in isolated local regions.

The expert: Hotels are not considered  
to need protection

Matthias Sommer is also unable to predict 
what will happen or be decided when and 
how. He is Distribution Manager Real Estate 
at Engie Germany and promotes the foun-

dation of an energy efficiency network that 
makes the hotel industry fit for the current 
change. At the conference of the German In-
ternational Hotel Association (IHA) in Berlin 
at the end of June, Sommer gave a speech 
on the topic of gas, among others, which 
caused astonishment and horror in the au-
dience, as hospitalityInside.com learned 
from several conversations with hoteliers. 
And again, and again he was asked about 
the „closure lists“ allegedly circulating in 
the industry.

Sommer clarifies: „Lists do exist, but in a 
very different context to the rumours.“ He 
explains: On declaring the German Emer-
gency Plan Gas Level 2 (on June 23, 2022), 
the Federal Ministry of Economic Affairs and 
Climate Action requested the Federal Net-
work Agency to conduct an overview in the 
country.

„According to this, the 700 natural gas ener-
gy suppliers in the country are to identify 
the usage of their customers‘ natural gas, 
e.g. by process gas, heating gas, social ser-
vices, commercial, hotel, etc. This is new, 
because with the network operators each 
gas customer is just an anonymous number 
on the gas or electricity meter. The suppliers 
already reported this information to the net-
work operators in May, who in turn reported 
to the Federal Network Agency for their net-
work areas. Should the Emergency Plan Gas 
Level 3 be declared, this list would be the 

basis for prioritising businesses by the Fede-
ral Load Dispatcher.“
   
„Hotels are not considered in need of pro-
tection,“ he clarifies as well. „Still, by no 
means will all hotels be affected,“ he adds, 
„because utilities measure businesses based 
on their consumption. Only companies with 
a consumption of at least 1.5 million kilo-
watt-hours are included on the priority list.“

He can only estimate how many hotels in 
Germany could be affected by this based on 
his own customer base. There are no official 
statistics on this.

His remarks probably made quite a few ho-
teliers at the IHA conference aware that they 
are stumbling from one liquidity trap into 
the next – due to a lack of energy alterna-
tives. Matthias Sommer can understand the 
horror of this on the one hand, but on the ot-
her hand he himself is astonished that many 
are only NOW dealing with the topic of ener-
gy. Yet „the sustainability discussion in ge-
neral and more specifically the ESG targets 
alone clearly define that companies must in-
vest in alternative energies and energy effi-
ciency measures: A (hotel) property without 
alternative energy will be worth nothing or 
much less in the future – and will therefore 
already have difficulties with loans“. 
 / map, sst, syk
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Wellness hotels are particularly energy-
intensive. Will they soon no longer be able 
no longer heat their pools and saunas?
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TOKEN
NFT

NON-FUNGIBLE TOKEN

NFTs are a significant form of alternative investment that appeals to buyers’ personal interests 

and passions. This technology is projected to become a 14 trillion-dollar alternative investment 

industry by 2023. Hoteliers can embrace NFTs and blockchain to improve their margins, attract 

new audiences, increase direct bookings, secure loyalty, and grow brand awareness. But will they 

do it?

The next revolution has already begun
NFTs in hospitality
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cents, NFTs are non-divisible, they cannot be 
altered once they have been encoded using 
blockchain technology. NFTs enable indivi-
duals to buy and sell digital assets in new 
ways.

How much is it worth? 

According to the NFT Annual Report 2020 
published by NFT market analysis firm Non-
fungible.com, the total value of NFT trans-
actions is estimated to have increased from 
62.9 million dollars in 2019 to 250.8 million 
dollars in 2020. In the first quarter of 2021, 
more than 2 billion dollars was invested in 
NFTs. The tokens are bought and sold on 
new marketplaces, including OpenSea, Ra-
rible or Myth Market.

Should hoteliers take advantage of NFTs? 

From international groups to independent 
hotels, the hospitality sector is dipping its 
toes into the Metaverse and by extension 
NFTs. Several brands are now gearing up to 
leverage NFTs to grow their business. From 
hotels accepting cryptocurrencies to virtual 
restaurant openings, NFT can be used to pro-
mote, communicate, grow loyalty, increase 
bookings etc.… and as always, the first mo-
ver will have an advantage. Experts agree, 
„the traditional hospitality market is ripe 
for disruption and businesses that learn to 
harness this technology will move ahead of 
the competition and expand their business 
to new verticals.“

Marriott is one of them. The group created 
its own NFTs last December and teamed up 
with digital artists who created artwork 
inspired by Marriott’s loyalty program Bon-
voy. „It’s about seeking moments to enga-

ge users with our portfolio of brands in a 
meaningful way that adds value to their re-
lationship with us“ explained Marriott as it 
exposed its NFTs at international art fair Art 
Basel Miami.

Dutch group citizenM recently became the 
first brand to purchase a property in the 
Sandbox, a video game. The hotel company 
will showcase and sell future NFTs collec- 
tions to fund the construction of its first vir-
tual property (as reported, see link below) 
and eventually use the profits of NFT sales 
to fully fund a physical property with token 
holders voting on the location.

NFTs to improve sustainability

This week, the Paris luxury Hotel Lancaster 
in Paris, an independent property, unveiled 
Europe’s first collection of luxury travel NFTs 
to enhance the guest experience. Together 
with Plastiks (which a few months ago star-
ted as the first utility NFT dedicated to re-
volutionizing the fight against plastic was-
te), they launched 15 NFTs, each providing 
a different and unique experience at the 
hotel while supporting the start-up Green 
Mining to remove 15 tons of plastic waste 
from Brazil. On sale since 1 June 2022, each 
NFT offers a one-night stay for two people 
in a luxury room, complimentary breakfasts, 
a VIP welcome and a VIP Club membership 
card. Each NFT is associated with a hotel 
room, along with the artwork of the room 
the guest will be staying in and includes the 
Plastic Recovery Guarantee that proves the 
amount of plastic waste removed from the 
environment.  / Sarah Douag

Extract hospitalityInside.com 3 June 2022 

In the US, a recent survey published by Pro-
tocol and The Harris Poll showed that 60% 
of adult respondents don’t understand the 
purpose of the metaverse. In that case, it is 
fair to assume that they don’t understand 
the function of NFTs either. Yet the acronym 
is entering common parlance, and brands 
across all industries are starting to use NFTs 
for various purposes.

What are NFTs? 

According to several tech websites, an NFT 
or non-fungible token is a type of cryptogra-
phic asset that is unique and used to create 
and authenticate ownership of digital as-
sets. Anything digital can be an NFT.

These include cartoons, music, film, video 
clips, JPEGs, postcards, sports trading cards, 
artwork, pets, and even virtual real estate. 
The specialized website www.techtarget.
com, tells us that unlike stocks, bonds, and 
other traditional investments, NFTs are con-
sidered an alternative investment that is not 
fungible, or replaceable with a similar item. 
„Demand for NFTs, which are like collecti-
bles, picked up steam in 2020 and increased 
dramatically in 2021, which drove up the 
price of digital artworks, with celebrities, 
content creators, auction houses and others“  
explained the website.

How does it work? 

The unique quality of NFTs make them „non 
fungible“, in contrast to „fungible“ assets 
such as Bitcoin and other cryptocurren-
cies, euros, dollars, gold bars or stocks that 
are worth a specific amount and are inter-
changeable. Unlike a euro bill that can be 
exchanged for another bill or divided into 
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LaSalle Investment 
Management and 
Numa Group plan to 
invest this amount 
in the acquisition, 
refurbishment and 

operation of city hotels, serviced and long-
term flats, boutique hotels and conversions 
in Western European A-cities.

of all companies in Ger-
many, including the 
hospitality industry, are 
SMEs. They contribute 
around 61% of total net 
value added, provide 55% 
of jobs and employ 80% 

of trainees, says Daniel Horak, co-founder 
and managing partner of crowdinvesting 
pioneer CONDA.

Multicoloured hospitality world
+3
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From 6.1 to 2.9%

This is how much international 
arrivals in Europe increased com-
pared to the analogous period 
(January to May) in 2021. Never-
theless, the 2019 level has still not 
been reached, said the UNWTO 
World Tourism Barometer in early 
August.

in 2 years: The world eco-
nomy falls by half, the UNWTO quotes 
the International Monetary Fund. The latter 
predicts that the global economy will unex-
pectedly drop from 6.1% in 2021 to 3.2% in 
2022 and then to 2.9% in 2023.

€1 bn€1 bn

500 million

is being invested by UK-
based London & Regional 
Properties (L+R) in LRO 
Hospitality Euro to buy 
hotel assets in France, 
Germany, Benelux, Spain 
and Italy. Joint venture 

partner is the large Dutch pension fund for 
healthcare workers, PGGM.

8th Crowdinvesting:
The Falkensteiner Michaeler Tourism Group 
(FMTG) currently raised more than € 8 mil-
lion with it, in 6 years a total of 34 million. 
The average investment is around € 10,000. 
One third of the 780 investors are women. It 
was also the launch of the digital investment 
platform FMTG Invest.

400 guests & 3 service staff: 
that only works in the digital 
pop-up beer garden, which 
is managed by the Ahaus-ba-
sed company Tobit.Software. 
42 tables for over 400 guests 
were available in the Schloss-
garten in summer, daily until 
10 pm. Small snacks, popsic-
les and cold drinks were offered. Ordering 
and paying was only possible digitally and 
without cash (Selforder). In regular opera-
tion, one bartender and one or two service 
staff are therefore sufficient.

3
400

132 more years  
to achieve full equality – says the Gender 
Gap Report 2022 of the World Economic 
Forum (WEF). It is the oldest index since 
its introduction in 2006 and now covers 
146 countries. The global gender gap has 

narrowed by 68.1%.

465.884
tonnes

of material are contained in Heidelberg‘s 
Patrick Henry Village; of this, about 50% is 
concrete, 1/5 is bricks and a good 5% is me-
tals. The Village is a former housing estate 
for members of the US Army and, at around 
100 hectares, the largest conversion area in 
Heidelberg. In the long term, flats for 10,000 
people and space for about 5,000 jobs are 
to be built here. However, there are still 325 
buildings there that have to be renovated or 
demolished for the new settlement - a gigan-
tic raw materials store. It is the beginning of 
a great goal - namely to make Heidelberg 
the first circular city in Europe.


