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Grove Stréetgrowing two-fold in Orlando

By Sterant C. O"CONNOR

ORLANDO, FL— A pair of Mariolt-
branded selectservice hotels will be
coming out of the ground simultane-
ously here beginning next month
thanks to mult-prong real estate de-
velopers Grove Street Partners (GSP).

GSP, which is based in Atlanta, will
build a SpringHill Suites and a Fairfield
Inn and Suites on a nine-acre parcel
adjacent to the b3-acre Aquatica Water-

park that's slated to open this spring at
SeaWorld Orlando Adventure Park.

Each of the hotels in the $52-million
project will have 200 units.

According to GSI Partner Jim Stor-
mont, who handles hotel develop-
ment for the company, the dual-prop-
erty project will break ground in
March with an anticipated opening of
spring 2009 for both hotels.

“Between the fact that Orlando is al-
ready an incredible destination and

the fact that Marrjotl has a strategic
alliance with Anheuser-Busch (which
operates the SeaWorld Adventure
Tark) and SeaWorld, these two prop-
ertics are going to be the closest lim-
iled-service properties to SeaWorld
and the new waterpark. And they're
only about three<quarters of a mile
from the Orange County Convention
Center, which is a huge draw in its
own regard. It just seemed like a great

continued on page 35

Las Vegas' Cosmopolitan Resort &

Casino project defaults on its loan
The Cosmapolitan Resort and Casino project
on the Las Vegas Strip has possibly suffered a
sethack, as Deutsche Bank has delivered a no-
tice of loan default to the developer, 3700 As-
sociates, according to Perini Building Co., Inc.,
the general contractor for the project.

The project has been scheduled to be com-
plete in December of 2009, Currently, Perini is
in discussions with the developer and lender
to fadlitate an orderly continuation of con-
struction on the resort. Construction is still
moving forward at the moment, as Perini has
been paid all costs that have been due. About
$1.4-billion worth of work remains.

Crescent adds three properties
Crescent Hotels and Resorts has added ho-
tels in Atlanta; Orlando, FL; and Carteret, NJ,
to its portfolio thus far in January.

The three cover the luxury, upscale, and mid-
price sectors. The luxury all-suite: Georgian
Terrace in Atlanta is a historic property built
in 1911. The upscale Radisson Hotel in
Carteret is near Newark Liberty Internation-
al Airport, while the mid-price Baymont Inn
and Suites Is on International Drive in Orlan-
do near to Walt Disney World.

HSMAI President and
CEO Robert Gilbert
addressed changes

in Internet marketing
at a recent conference
co-spansored with the

The new world of Web 2.0
HSMAI hones in on Internet's socil media impact

By BRUCE SERLEN

MCLFAN, VA— Heading into 2008, one of the arcas Hospitality Sales & Marketing As-
sociation International (HSMAI) continues te focus on is the escalating power of the
Internet. The hotel industry’s Internet marketing efforts first concentrated on pro-

Caribbean Hotel Association.

viding descriptive information and
then on creating powerful book-
ing engines. But the battlefront
today has shifted to getting the
most mileage out of areas like so-
cial media and search engine op-
timization or what is now more
commonly known as Web 2.0.
“All hotels and destinations
need to be much more savvy
about how they leverage the In-
ternetas a marketing medum,”
said HSMAT's president and
CEO, Robert Gilbert,
“Social . media sites,
continued on page 42
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opportmity,” said Stormont.
GSP, together with venture part-
ner Ed Lee, LLC, came (o the de-
velopment deal yia its relation-
ship with Marriott Ir iternational,
which had purchased the land as
a corporate nvestment. Ld Lee
spent several decades with Mar-
riott International in positions
such as senior vp of Marriott op-
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ill-Fairfield project gives Grove Street Orlando niche

there’s already a Courtyard
bracketing this area. There’s an-
other Residence Inn going up by
the convention center. There’sa
Renaissance right across the
other side of SeaWorld. There’s
plenty of Marriott core brands n
the market so really, it was a matr-
ter of infilling their brands mto
the Orlando market.”

He also noted that the Renais-
sance spins off a lot of business
from the convention center
overflow to the nearby Hilton
CGarden Inn. With new siblings
in town now, Stormont said,
“We're going to pick up a lot of
immediate business.”

Although GSP has ownership
of the Orlando project, Stor-

mont said they are not long-
term  holders. “We're not
going to hold this,” he said.
“We're going to sell it for de-
velopment profit.”

Grove Street is headed by part-
ners Kevint Kern, Chip Groome
and Stormont.

GSP also has other hotel proj-
ccts under way: a 400room

full-service hotel and a 150-
room hotel on 28.8 acres that is
part of a public/private part-
nership with the City of Col
lege Park in GA.

Additionally, GSP is planning a
mixed-use project with office
space and a 300e0om hotel on
land south of Atlanta’s Cobb En-
ergy Perlorming Arts Center. [5[

erations for the southeast U.S. be-
fore retiring and has done other
ventures with Stormont, who also
worked at Marriott early in his 26-
year hospitality career.

“We worked with Marriott to
take assignment of their agree-
ment with AnheuserBusch Co.
and buy the property, which we
did,” said Stormont.

GSF is developing the recently
introduced  Generation 4
SpringHill Suites, and as part of
the campus strategy, there will
be synergies between the two
hotels. The properties will share
a parking lot, a driveway, a swim-
ming pool, a {imess center and a
bar and grill area.

Engaging efficiencies

“I think it's a great concept in
general,” said Stormont. “It be-
comes, from a physical facility
[standpoint], very efficient. Also
operationally we'll have one
management company (Mar
rott), the same security, human
resources, accounting, adminis-
tration, even sales and market-
ing. 1t’s an efficient, lower-cost
model than having two hotels
with different brands even a
halfimile away from each other.”

While Stormont acknowledged
there is some concern with hotel
room supply in the Orlando area,
he felt a lot of the fullservice,
“mega” properties will not have
“as much” effect on a SpringHill
Suites or Fairfield Inn.

“If somebody’s farnily is looking
to come to ScaWorld and they
want a convenient, reasonably
priced option, they're not going
to go to some new Gaylord con-
vention hotel or Hilton or the
Hyatt. That's sort of a different
world,” asserted Stormont.

Even in terms of the Marriott
brands selected for the site, he
noted the maturing of the Or
lando market, with its surfeit of
brands, did not leave a lot of op-
tions, “Sometimes you've got to
take what's left,” he observed.
“There's so many brands out
there in the market and you take
a company like Marriott; there's
already a Residence Inn and
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