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Assignment Questions

1. What impresses you about Rosen Hotels & Resorts? What has accounted for Rosen Hotels & Resorts
success? What aspects of Rosen Hotels & Resorts do you find unimpressive?

2. What is Rosen Hotels & Resorts’ strategy? Which of the five generic competitive strategies discussed in
Chapter 5 most closely fit with the competitive approach that Rosen Hotels & Resorts is taking?

3. Is Rosen Hotels & Resorts’ competitive strategy working well? What information from the case leads you
to this conclusion?

4. What policies, practices, support systems and management approaches underlie Rosen Hotels & Resorts
daily operations? Has Rosen Hotels & Resorts built an organization capable of good strategy execution?

5. What are the key elements of Rosen Hotels & Resorts’ culture? Is Rosen Hotels & Resorts a strong culture
company? Why or why not? How does the company culture support the execution of the Rosen Hotels
strategy?

6. What is your assessment of the internal leadership of Rosen Hotels & Resorts? Does the company have the
leadership in place to take the company to the next level of perfornfieElILEEL]

7. What issues do Harris Rosen and the management team need to address?

8. What recommendations would you make to Harris Rosen?
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—-Locations and Subsidiaries

Target Market/
Subsidiary Focus Website
e 6327 International Drive Leisure Traveler www.roseninn6327.com/
~ Orlando, FL 32819
”” » "'W 7600 International Drive Leisure Traveler roseninn7600.com/
Leisure Traveler www.roseninn9000.com/
Orhndo FL32819
0 l In wonel Drlve_ Convention Traveler www.rosenplaza.com/
0,FL32819
qﬂonal,Pﬂve Convention Traveler www.rosencentre.com/
~ Convention Traveler www.rosenshinglecreek.com/
Leisure Traveler www.clarionlbv.com/
Health Care, Risk Www.provinsure.com/

Management, Benefits
Information Technology mtg-fl.com/

motels, motor hotels, and resort hotels and motels.
M y establishments also offered other services
g§ food and beverages, recreation, conference
ngs, laundry, and onsite parking. The industry

hly concentrated, with the top five compa-
ng approximately 42 percent of industry
Exhibit 3 shows selected financial and
statistics for the top five lodging chains

t Performance

global financial crisis of 2007-2008,
in the U.S. hotel and motel indus-
strong from 2011 to 2015. Overall,
stry had outperformed the broader U.S.
s driven by robust demand growth
re and business travelers, as well as
iness and leisure travelers visiting
er the five years to 2015, the
0 grow at an annualized rate
6.5 billion in revenues.




J.S. Hotel Chains, 2015

Hilton, Hilton Garden Inn,

~ Hampton, wood Suites

| Marriott, Ritz-Carlton, SpringHill

- Suites, Fakﬂeld%{*l?mmkes!dence Inn,
~ Courtyard, Townplace Suites
Intercontinental, Crowne Plaza,
Holiday Inn, Holiday Inn Express,

~ Staybridge Suites, Candlewood
uites. ;




n fiscal 2014, almost double the
Online travel agents, such

wcreasmgly conducted

technologies, includ- -
rable devxees,ﬁyvere;.

Orlando, particular from outside the Uni
arrived via the Orlando International Ail
Code: MCO). Orlando International Airp
35 million passengers in 2014, up almo
for the year, according to the Orlando E
Development Commission. The primary driver
hotel occupancy in Orlando was tourist attractions:
Orlando boasted four major theme parks (including
Walt Disney World, Universal Studios, and SeaWorld
Orlando), as well as two water parks. Travel to Orlando
was also heavily driven by trade shows and con-
ventions hosted at the Orange County Conven-
tion Center. In 2014, the convention center hosted
1.1 million attendees, an all-time high.

The 2015 demand in the Orlando market for hotel and
motel rooms was very strong. Tracking national trends,
hotel operators had been slow to expand or build new
hotels following the 2007-2008 recession. As a result,
room inventory in Orlando increased only 1.7 percent in
the first half of 2015, while demand for rooms increased
5.7 percent. As a result, room occupancy rates, average
daily rates, and revenue per available room (RevPAR)
had all shown strong growth in 2015. Exhibit 5 shows
metro Orlando hospitality statistics for 2012 to 2014.

Orlando Tourism and
Lodging Patterns

The Orlando hotel market was divided into seven
submarkets. Two of these markets, the Lake Buena

Booking Mr thofi 2014




2013 2014
~ $103.65 $114.98 $120.62
1$109.03 $111.84 $119.02
$ 99.13 $104.76
$ 77.50 $ 84.43
$ 77.29 $ 82.06
st RN $ 76.01
Y 62175 $ 62.97
" {f% SR 77}»' $:3
e 2013 2014
) ST 19" 81.3%
73 4% 76.2%
74.5%
70.1%
64.3%

63.9%




Case 11 Rosen Hotels & Resorts 353

Key Milestones in the Rosen Hotels &
Resorts History

1974: Harris Rosen purchases a Quality Inn, now Imcum
as the Rosen Inn International,

1975: Rosen purchases the International Inn, now
known as the Rosen Inn.

1984:  The Quality Inn Plaza, now known as Rosen /nn
at Pointe Orlando, opens after construction is
completed.

1987:  Comfort Inn Lake Buena Vista, now known as
Clarion Inn Lake Buena Vista, opens.

1989:  GRSC Insurance Agency, now named Provinsure,
is incorporated and opens.

1991:  Clarion Plaza, now known as Rosen Plaza,

; - opens for convention guests.
1991  The first Rosen Medical Center opens adjacent
Rosen Inn International.
o Park Pilot Program is launched,
N _chlldren an education.
R cond fuli-servlce convention property,
‘Omni Rosen, opens. Now known as the Rosen
» | cw@m t
‘Whmfammmmmw Group opens for
4 ,‘i Mﬂﬂ‘l&s&é«
- The Unlveusuy of Central Florida Rosen College
tHospltaﬂ;y Management opens.
Shingle Creek opens for convention
* business with 1,501 guest rooms and 462,000
Ware feet of meeting space.

' mghschool.l-lamswasadmmed
ersity’s School of Hotel Adminis-
‘majored in hotel management.
ROTC program, he graduated
four years and immediately went
basic training at Fort Bragg,
ved as a first lieutenant for
seas assignments in Asia
1 returns to Fort Bragg, home
o do an annual 15,000-foot
m After Rosen was
ry he returned to New York
e Waldorf Astoria.
Wathenmewas
t. In a relatively
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-M'lhmeuhohldkmnmnhehad not had
ﬁchlmwlpendwdmewlthhuwfemdthree
ahﬂdmmdwuammbothpsycholocicauyand
physically. The owner regarded Rosen as a lifesaver.

@:Aﬂema series of meetings, Harris Rosen found
 himself in a room with the hotel owner and a rep-
ntative from the hotel’s mortgage ‘company. The
asked Rosen, “Harris, how much money do
u have i in the bank?” Rosen paused ior a moment
| then i
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zed, as wellas  hotel, competed with hotels near Walt Disney
World. The International Drive hotels competed
mostly in the economy price range, while the Clar-
ion Inn hotel competed at a slightly higher rate.
d | ! In addition, Rosen had three convention hotels:
ization ahm.ldon’t Rosen Plaza, Rosen Centre, and the Rosen Shingle
‘purpose  Creek. Both the Rosen Plaza and the Rosen Centre
afxidsasand were located next to the Orange County Convention
‘company.” Center, and competed in the meeting convention and
1M;aymd. trade show markets. Rosen Shingle Creek, in addition
3 to catering to the convention market, was a convention
and meeting facility in its own right, with close to
500,000 square feet of meeting space. The Shingle
Creek facility featured the second-largest column-free
ballroom in America, with over 95,000 square feet of
space. The convention hotels competed in the upper
‘midscale to upscale price range.
~ The Rosen Hotels competed in the leisure and
convention markets on a number of competitive fac-
tors, including location, facilities, amenities, food and
‘beverages, price, and customer service. “The hospi-
tality industry,” said Rosen, “is an industry driven
Apttmanly by Just one thing, great service!!!”

in yield management. “Most of us think that
invented the process of yield manage-
e was one of the first to adopt it officially
s, more than 40 years ago,” said Abra-

v eld management was hotel room
d supply and demand, and that
full as possible. When times got
wonld drop their prices. “You

mm said Sarah Sher-
long as you have heads in beds,

s could compete with Rosen
se recently constructed hotels



Rosen Healthcare program as a nation we could save a
minimum of $1 trillion a year,” said Rosen. Other associ-
ate benefits included generic prescription coverage pro-
vided by Walmart. “About 93 percent of our associates
do not pay anything for their prescriptions,” said Rosen.
~ Rosen Hotels also assisted with retirement plan-
~ ning, and had a family outreach center. “Our outreach
bmw&basm social worker and a psychologist, where
,«.heipm;»poepiethmugh the loss of a

o:ly,-"WhMerapason
ork for them to go to get



are happy, and if they really love working for you, they
" t guests with the kindness and benevolence

hg

& Resorts prided themselves on their
“As a company, we've always been

me sound practices and

on uatin and improving green
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a neighborhood that was graduating 55 percent
from high school. During the past 8 years our high
school graduation rate has soared to 100 percent
and about 70 percent of our kids go on to col-
lege; and 77 percent of them graduate either from
the two-year program or the four-year program.
Everything, of course, is paid for.

“This has been so good for the children of Tangelo
Park,” said Diondra Newton, principal at Tangelo
Park Elementary. “You see a huge difference between
kids who did the program and those who come from
elsewhere.” One of Tangelo Park’s recent high school
graduates, going on to college, agreed. “He has taken
the burden off me and my entire family,” said Arian
Plaza. Exhibit 9 shows a picture of Harris Rosen. He
was currently replicating the Tangelo Park program
in an even more challenging downtown Orlando
neighborhood, the Parramore district, which was five
times the size of Tangelo Park.

Forthepast20yeatstheHarrisRosenFoundaﬁonhad
been involved in relief efforts in Haiti, providing school
supplies, health care supplies, and more than 250 water
filtration systems capable of providing clean drinking
water for approximately 200,000 people. A school was
also under construction near Port Au Prince.

Approximately 15 years ago, Rosen had donated
the land and funds for what was now the largest hos-
pitality college in the nation. The Rosen College of

Elﬁospitahty at the University of Central Florida had




Zayde's kosher catering at the Rosen Plaza Hotel,
offering kosher catering at both onsite and off-site ven-
ues. “One of our catering managers came to me and
demonstrated rather clearly that he believed there
was a great market for kosher foods,” said Rosen.
“We studied it, asked lots of questions, and without
much fanfare made the decision to proceed. The cost?
About $3.5 million. The return on that investment if
we are fortunate could be less than five years.”

STR Analytics published comparative financial
results for the hotel industry. Comparative hotel
financial results for independent Orlando hotels in
fhe Economy class are presented in Exhxbxt 10. These

ms, about 4,500
t0 6,000 covered

D







