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Executive Summaries

The Prevalence of Longevity Among
Leading Brands
Bradford Hudson, Ph.D.

Thelongevity of brandsis embedded in schol-
arship involving brand processes that evolve
over time such as brand equity, loyalty, nos-
talgia, and lifecycle. It is also an important
conceptual element in the emerging topic of
brand heritage. This paper offers new insight
regarding the prevalence of brand longevity
in a variety of industries, based on historical
research about 148 leading brands ranked
in prior studies by the consulting firm In-
terbrand. The author finds that a significant
proportion (64 brands representing 43%
of the total number) are aged 100 years or
more. The oldest brands are grouped in the
food industry, while some of the youngest
brands are grouped in the hospitality indus-
try. The author applies the principles of scale
and scope from the work of business histori-
an Alfred Chandler to explain the timing of
this industry emergence. The advanced age
of many leading brands suggests the need
for stewardship to preserve and protect the
equity that resides in historic brands, and
supports the argument that further attention
should be directed toward the study of brand
heritage effects.

Re-imagining The Hotel Guestroom for
The Millennial Business Traveler
Alexis Oliver

Almost every major brand in the lodging in-
dustry has allocated considerable resources
toward capturing the attention and loyalty of
this new breed of guest, the Millennial Busi-
ness Traveler. Room design, furniture, func-
tionality and connectivity are all part of the
growing needs of this generation.

European River Cruising On The Rise
Among American Tourists

Melinda Jaszberényi, Ph.D.

River cruising is one of the most attractive
and rapidly developing areas of internation-
al tourism. Beyond the beautiful natural
environment of the rivers, architectural at-
tractions along the riverside enrich the ex-
perience, providing historical and cultural
background that deepens tourists’ connec-
tions to the city. This article provides an over-
view of Danube river cruise tourism among
American tourist experts. It also showcases
Budapest, an increasingly important and in-
ternationally recognized port of the Danube
and capital of Hungary, as a popular tourist
destination.

Building A Spirit of Inclusion: Pan Am
and The Cultural Revolution
Mirembe Birigwa

The legendary Pan American World Air-
ways remains a bastion of nostalgia and
cultural significance and serves as a case
study in how airlines adapted their hiring
practices to reflect the social movements
of the 1960’s and 70’s. To maintain a com-
petitive advantage, top companies thriving
today are tasked with conveying a message
of inclusion that matches the expectations
of the traveler. Mirembe Birigwa interviews
her mother, Sheila Nutt, about what it was
like to be one of the first African American
flight attendants.
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Boston Market Hotel Review
Andrea Foster

Update

KF Consulting USA (PKFC) and PKF

Hospitality Research (PKF-HR) are re-
spected sources for sound decision-making
in the hospitality and real estate industries.
In this issue, PKF Consulting examines the
Boston Market Hotels.

The Greater Boston Lodging Market
The city of Boston features many demand

generators that attract leisure, corporate,
and group travel. A city with rich American

history, wide array of businesses, and strong
convention center programming, Boston’s
lodging market is a popular destination for
both transient and group travel.

The greater Boston lodging market
is relatively small by comparison to other
primary U.S. markets, with approximate-
ly 51,000 hotel rooms across six submar-
kets: Downtown/Airport, Woburn/Tewks-
bury Northwest, Southshore, Cambridge/
Waltham, Dedham/Marlborough, and An-
dover/Danvers Northeast. Below is a break-
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down of each submarket.

According to PKF-HR’s Hotel Hori-
zons® report, among the 55 U.S. markets
forecasted by PKF-HR, the Boston lodging
market is forecast to rank #11 in occupan-
cy, #5 in average daily rate (ADR), and #5 in
RevPAR for year-end 2014. Looking at com-

pound average annual growth (CAAG) from
2009 to 2013, the Boston market ranked #37
in demand growth (a lower ranking due to
the market’s strong occupancy levels), #9 in
ADR growth, and #12 in RevPAR growth.
Historical Performance

Boston Lodging Supply

Submarket Properties Total Rooms % Market
Downtown / Airport 75 18,658 36.5%
Woburn / Tewksbury Northwest 47 6,347 12.4%
Southshore 58 5,514 10.8%
Cambridge / Waltham 54 7,821 15.3%
Dedham / Marlborough 49 6,736 13.2%
Andover / Danvers Northeast 72 6,020 11.8%

Total 355 51,096 100.0%

Source: PFK Hospitality Research, Hotel Horizons ®, STR, Inc.

Greater Boston’s strong lodging performance
can be attributed to its multitude of demand
generators, a thriving economic base, and
limited hotel development. Since 2010, Bos-
ton’s occupancy level has been greater than
the national average by 10 to 11 percentage
points. Boston's CAAG ADR growth from
2009 to 2013 was 4.4 percent, ranking #9
among the Top 25 U.S. Markets, which aver-
aged 3.4 percent for the same period.

Due to strong occupancy levels,
increasing ADRs, and minimal supply in-
creases, RevPAR for the Boston market has
experienced positive performance over the
past several years. In 2013, RevPAR grew by
5.5 percent, with growth weighted by ADR.
ADR growth has been higher than that of
occupancy growth since 2011, as the Boston
lodging market began recapturing demand
quickly following the end of the recession,
thus allowing hotels to increase their rates
faster than other markets with an established
base of demand.

In 2013, lower-priced hotels experi-
enced a slightly greater increase in RevPAR

than upper-priced hotels, at 5.6 versus 5.2
percent, respectively. For three of the last
four years, lower-priced hotels experienced
higher RevPAR growth than upper-priced
hotels. The city of Boston’s high occupancy
and rates create scarcity of available rooms
during peak demand periods, resulting in
compression that pushes hotel guests out-
side the city. Lower-priced hotels, generally
located in the city suburbs, are able to cap-
ture this demand overflow, followed by the
ability to capture higher rates as demand has
increased.

Of the six submarkets, the Andover/
Danvers Northeast submarket experienced
the highest percent increase in RevPAR of
7.3 percent in 2013. The Woburn/Tewksbury
and Dedham/Marlborough submarkets also
achieved high RevPAR growth of 6.0 and 5.9
percent, respectively.

Below is a graph depicting the 2014F
RevPAR and percent change for all Boston
hotels, and the 2013 RevPAR and percent
change for all Boston hotels and each of
the six Boston submarkets. Despite greater
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RevPAR increases in the suburban submar-
kets, the actual RevPAR levels remain far
below that of the Downtown/Airport and
Cambridge/Waltham.

PKFC’s Boston Trends® identifies the
Back Bay, Downtown, and Cambridge sub-
markets as the Boston Core. According to
the July 2014 edition, all three submarkets
experienced increases in RevPAR year-to-
date of at least 7.9 percent, with an average of
9.8 percent, despite the Back Bay and Cam-
bridge submarkets experiencing slight de-
creases in occupancy of 0.3 and 0.1 percent,
respectively.

Route 128, Route 495 North, and
Route 495 South comprise the Boston Sub-

urbs within PKFC’s Boston Trends®. These
submarkets experienced a 4.3 percent in-
crease in occupancy YTD through July 2014
compared to the same period in 2013, while
the Boston Core hotels achieved a 0.6 percent
increase. This is evidence of the compression
created that is benefitting the lower-priced
suburban submarkets. Additionally, from
the guest standpoint, most properties in the
suburbs are a bargain compared to the hotel
rates in the Boston Core. The YTD increase
in both occupancy and rate led to an average
RevPAR increase of 10.1 percent for the Bos-
ton suburbs submarket through July.

RevPAR for Boston and Submarkets
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Source: PKF-HR Hotel Horizons®, September - November 2014 Edition; STR, Inc.
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PKFC’s Boston Trends® identifies the
Back Bay, Downtown, and Cambridge sub-
markets as the Boston Core. According to
the July 2014 edition, all three submarkets
experienced increases in RevPAR year-to-
date of at least 7.9 percent, with an average of
9.8 percent, despite the Back Bay and Cam-
bridge submarkets experiencing slight de-
creases in occupancy of 0.3 and 0.1 percent,
respectively.

Route 128, Route 495 North, and
Route 495 South comprise the Boston Sub-
urbs within PKFC’s Boston Trends®. These
submarkets experienced a 4.3 percent in-
crease in occupancy YTD through July 2014
compared to the same period in 2013, while
the Boston Core hotels achieved a 0.6 percent
increase. This is evidence of the compression
created that is benefitting the lower-priced

Market Mix
July 2013 YTD

Other 5%

suburban submarkets. Additionally, from
the guest standpoint, most properties in the
suburbs are a bargain compared to the hotel
rates in the Boston Core. The YTD increase
in both occupancy and rate led to an average
RevPAR increase of 10.1 percent for the Bos-
ton suburbs submarket through July.

Market Segmentation

The Boston lodging market maintains a
relatively stable and balanced market seg-
mentation, demonstrated by Boston Trends®
YTD July statistics. Roomnights are split al-
most evenly between the group (32 percent),
commercial (34 percent), and leisure (29
percent) markets, which have exhibited little
change in recent years.

Market Mix
July 2014 YTD

Other 5%

Source: PKF Consulting USA, LLC Boston Trends® report, July 2014
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Convention Center Demand

The city of Boston is home to two conven-
tion centers, the Boston Convention and
Exhibition Center (BCEC) in the Seaport
District, and the John B. Hynes Veterans
Memorial Convention Center (Hynes) in the
Back Bay neighborhood. Unique to Boston,
both convention centers were awarded gold
standard certifications by the International
Association of Conference Centers (IACC).
The Massachusetts Convention Center Au-
thority (MCCA) operates both the BCEC
and Hynes, which have 516,000 and 193,000
square feet, respectively.

In 2013, the two convention centers
captured 770,000 attendees, and generated
462,000 hotel roomnights and an estimated

$620 million in economic impact. Accord-
ing to the MCCA’s 2014 economic impact
report, the Hynes and the BCEC are expect-
ed to generate 629,000 hotel roomnights, the
most since 2006, and an estimated $680 mil-
lion in economic impact, the largest amount
since the BCEC’s opening in 2004.

After a down-year in 2013, to-
tal citywide conventions, defined as 2,000
roomnights on peak or greater, are forecast
to increase 54.6 percent in 2014. After two
years of forecast slight decreases, in 2017 to-
tal citywides are expected to reach 456,000
roomnights, a 15.4 percent increase from
2016F. The following table presents the ac-
tual and projected citywide convention de-
mand between 2004 and 2013 and projec-
tions for 2014 through 2018.

Total Boston

Convention/Meeting/Exposition Demand by Center

2004 through 2018
BCEC Total Hynes Total Total Citywides
Number Number
BCEC Roomnight Hynes | Roomnight All Roomnight

Year | Citywides | Demand % Chg | Citywides | Demand % Chg | Citywides | Demand % Chg
2004 2 20,325 - 6 65,279 - 8 85,604 -
2005 4 56,815 179.5% n 144,991 122.1% 15 201,806 | 135.7%
2006 14 317,374 458.6% 12 145,944 0.7% 26 463,318 | 129.6%
2007 15 294,430 -7.2% 12 140,303 -3.9% 27 434,733 -6.2%
2008 14 274,614 -6.7% 1 112,489 -19.8% 25 387103 -11.0%
2009 16 249,494 -91% 8 108,260 -3.8% 24 357,754 -7.6%
2010 16 353,097 41.5% 4 44,323 -59.1% 20 397,420 11.1%
20M 13 182,457 -48.3% 7 81,757 84.5% 20 264,214 | -33.5%
2012 15 298,724 63.7% 9 125,452 53.4% 24 424,176 60.5%
2013 12 190,886 -36.1% 7 96,056 -23.4% 19 286,942 | -32.4%
2014F 17 338,419 77.3% 8 124,456 29.6% 24 443,595 54.6%
2015F 20 378,067 1M.7% 3 29,648 -76.2% 24 426,995 -3.7%
2016F 18 323,525 -14.4% 6 71,783 1421% 24 395,308 -7.4%
2017F 19 369,065 14.1% 7 86,963 211% 26 456,028 15.4%
2018F 19 401,522 8.8% 2 25,734 -70.4% 21 427,256 -6.3%

Source: Massachusetts Convention Center Authority (MCCA)
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BCEC Expansion

While Boston has historically been among
the nation’s top destinations for meeting and
conventions, there are certain challenges
that must be addressed to improve the con-
vention center’s competitive positioning. Ac-
cording to a strategic development plan by
Sasaki Associates, there are concerns regard-
ing space at the BCEC and the Seaport Dis-
trict’s lack of a critical mass of hotel rooms,
which results in excessive transportation
costs for large events. The study also points
to the lack of “mid-priced” hotel rooms in
the greater Boston market. The expansion
goal would move Boston from eighth among
the top ten meeting/convention destinations
in the nation to a position among the top
five.

In July 2014, Governor Deval Patrick
signed legislation that permits the MCCA to
move forward with their BCEC expansion
plan without increasing existing fees or tax-
es. The $1B plan calls for a 1.3MM square
foot expansion that incorporates a second
ballroom and additional exhibition and
meeting space.

Near the BCEC, construction of
an aloft and an element hotel is underway;,
with a combination of 510 total rooms, both

Left, Boston
Convention &

g8 Exhibition Center
located in Boston’s
Seaport District

scheduled to open Q1 2016. Additionally,
a 1,200- to 1,500-room headquarters hotel
is planned to be built cooperatively by the
MCCA and Massachusetts Port Authority,
across the street from the BCEC. Request for
qualifications of the developers were submit-
ted in April, and a developer is expected to
be chosen by the end of this year. According
to the MCCA, the BCEC expansion and the
hotel developments are expected to generate
$716 million annually in economic impact.

Gaming

The Boston area is expected to see new de-
velopment of a hotel and casino. Wynn
Resorts recently beat Mohegan Sun for the
single Boston area casino license now to be
located in Everett, proposing a development
geared toward attracting higher-end visitors
and from outside New England, to be locat-
ed in Everett. These casino developments
aim to be the source for the economic de-
velopment and revitalization of these nei-
borhoods, though traffic and area housing
are still items for discussion. The greater
Boston casino license is estimated to gen-
erate $700M annually in gambling revenue
and create a substantial number of jobs for
nearby citizens.

Fall 2014 | Boston Hospitality Review
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Boston Hotel Sales
Property Sale Date | Number of Sale Price Price Per Room
Rooms

enVision Hotel Boston May-14 59 $9,200,000 $235,897
Best Western Plus Roundhouse Suites Feb-14 92 $16,500,000 $179,348
Copley Square Hotel Sep-13 143 $59,320,000 $414,825
The Boston Park Plaza Hotel & Towers Jul-13 1,053 $250,000,000 $237,417
Loews Boston Back Bay Hotel Feb-13 225 $84,387,000 $375,053
Bulfinch Hotel Oct-1 80 $21,810,176 $272,627
Hotel Commonwealth Dec-12 149 $79,000,000 $530,201
Bulfinch Hotel May-12 80 $18,200,000 $227,500
Boston Common Hotel and Conference Center Dec-11 64 $22,550,000 $352,344
Renaissance Boston Waterfront Hotel Aug-11 471 $90,000,000 $191,083
W Hotel & Condos Mar-11 235 $89,500,000 $380,851
The Boston Park Plaza Hotel & Towers Jul-13 1,053 $250,000,000 $237,417
Fairmont Copley Plaza Aug-10 383 $98,500,000 $257180
Ritz-Carlton Mar-10 273 $25,000,000 $91,575
Hyatt Regency Boston Mar-10 498 $112,000,000 $224,900
Source: PKF Consulting USA

Hotel Sales

Boston has seen a healthy level of hotel
transactions over the last few years. Between
March 2010 and May 2014, fifteen Boston
hotels sold between $91,575 and $530,201
per key. These have been predominantly
full-service assets, due to the current lodg-
ing cycle in which select-service hotels are
more feasible to build and full-service are of-
ten more cost-effective to buy. Hotel transac-
tions are expected to continue into the next
handful of quarters, as investors are encour-
aged by the strong historical and projected

e —
ABOUT THE DATA

Performance and forecast data used in this article are sourced from PKFC’s Boston
Trends in the Hotel Industry® and PKF-HR's Hotel Horizons® September-Novem-
ber 2014 Edition. Boston Trends® compiles performance data from approximately
100 hotels in the Greater Boston area, published in a monthly report used by hote-
liers, management companies, owners, and other associations as a benchmarking
resource and an operational aid. Hotel Horizons® is a quarterly econometric hotel
forecasting publication that projects five years of supply, demand, occupancy, ADR,
and RevPAR for 55 lodging markets in the U.S.

performance of the Boston market, remain-
ing projected upside, availability of equity,
the loosening debt market for acquisitions
of existing properties, and the interest in
solid assets in gateway markets like Boston.
The following table presents hotels within
the Boston that have transacted since March
2010.

Supply growth was limited between
2009 and 2013, with a CAAG of 0.3 percent,
and is forecast to increase to a CAAG of
1.4 percent from 2014 to 2016. In 2017 and
2018, supply growth is expected to increase
The
long-run average annual increase in supply

to 2.7 and 3.1 percent, respectively.
for the Boston market is 1.9 percent.
Projected Performance

The Boston lodging market is expected to
continue to perform strongly relative to the

rest of the nation. On average, Boston hotels
are forecast to see a 9.9 percent increase in

12
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City of Boston Pipeline
Pro-
Room | jected .
Property Name Address . Project Phase
Count | Opening
Date
Autograph Collection Envoy Hotel 66 Sleeper Street 136 2015 Start
Hilton Garden Inn Boston Logan Airport 415 McClellan Highway 177 2015 Start
Hotel Commonwealth 500 Commonwealth Avenue 96 2015 Start
The Godfrey Hotel Boston 59 Temple Place 243 2015 Start
element Hotel @ Convention Center 371-401 D Street 180 2016 Start
aloft Hotel @ Convention Center 371-401 D Street 330 2016 Start
Courtyard by Marriott Boston Downtown North | Causeway Street & Beverly Street 210 2016 Final Planning
AC Hotels by Marriott Boston Medford Wellington Circle 152 2016 Planning
Melnea Hotel Melnea Cass Blvd & Washington St | 145 2016 Planning
Trinity Stuart Hotel & Residence 40 Trinity Place 227 2017 Planning
Four Seasons Hotel @ Christian Science Plaza | Belvedere and Dalton Streets 2N 2017 Planning
Source: PKF Consulting USA, STR Inc.

RevPAR in 2013, greater than the 5.5 percent increase
in RevPAR in 2013. Occupancy is projected to increase
through 2015 achieving record high levels, before adjust-
ing to a more stabilized level as new supply is absorbed.
RevPAR is forecast to increase by a 5.8 percent CAAG
through 2018, driven predominantly by increases in
ADR.

For year-end 2014, lower-priced hotels are fore-
cast to achieve higher RevPAR growth than upper-priced
hotels, at 11.3 percent compared to 9.5 percent. The del-
ta is attributed to the greater opportunity for occupan-
cy growth in the lower-priced hotels, compared to the
upper-priced hotels, as demand further strengthens and
compression ensues. In 2015 and 2016, we anticipate the

trend to reverse, as lower-priced hotel occupancy reaches
its peak and RevPAR increases are focused primarily on
ADR for all segments.

The greater Boston lodging market has flourished
in the recent past. For 2014, hotel occupancies are expect-
ed to finish at the highest levels they have been in several
years. Average daily rate growth has experienced positive
growth since 2010 and ADR is projected to surpass $200
by 2016 for upper- and lower-priced hotels combined.
This positive growth in both demand and ADR is expect-
ed to continue and lead to an increase in supply in the
years to come. =

Andrea Foster is Vice President; Practice Leader, New England; and the National Director

20 years of experience within the lodging industry with a wide range of operations, mar-
keting, business development, financial, and consulting expertise. Ms. Foster was also
with PKFC from 2002 to 2006 in the firm's Los Angeles office. She now heads up the
- ¥ Boston office of PKFC.She can be reached at andrea.foster@pkfc.com, or (617)488-7290.
Y Jenna Finkelstein, Consultant, also contributed to the preparation of this article.
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The Prevalence of Longevity Among Leading Brands

Bradford Hudson, Ph.D.

he age of firms and the implications of

organizational longevity have been re-
current topics of interest among business
scholars. However, attempts to catalogue or
quantify the age or number of older firms
are relatively rare. Even fewer scholars have
investigated the longevity of brands, as op-
posed to the longevity of organizations with
which the brands are associated. Such re-
search would provide additional evidence to
validate the prior work of scholars in con-
tiguous areas, and assist in assessing the im-
portance of brand longevity by determining
its prevalence in the marketplace. Longevity
is an underlying issue in a variety of topics
such as brand equity, loyalty, nostalgia, and
lifecycle. It is also an important conceptual
element in the emerging topic of brand heri-
tage. This article offers new research regard-

ing the age of leading brands in a variety of
industries. The purpose is not to explore the
causes or nature of longevity, but rather to
determine the extent of the phenomenon.

Organizational and Brand Longevity

Much of the literature on the age of firms
is focused on organizational (or company)
longevity, rather than brand longevity. Such
scholarship typically emerges from the disci-
plines of strategy, management, or econom-
ics. These publications explore the condi-
tions or principles necessary for a company
to survive and grow over extended periods,
the nature and dynamics of older firms, the
limits to longevity and causes of decline as
expressed in the metaphor of the lifecycle,
and techniques for overcoming such con-

14
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straints and extending the life of mature
companies.

An analysis by the Harris Corpora-
tion of founding dates of organizations listed
among the Fortune 500 in 1994 concluded
that 193 companies or 39% were aged 100
years or more. Seven of these companies
were founded prior to the year 1800 and the
oldest was founded in 1781. A separate study
of management styles by Richard Hall was
based on data from more than 200 existing
companies in Britain that were founded pri-
or to the year 1800. It has been estimated
that there are several hundred companies
worldwide that are at least a century old.

To the extent that it has been accom-
plished by the research mentioned above,
the task of investigating the age of brands has
been completed in circumstances where the
organizational name and history are identi-
cal to the brand name and history. Howev-
er, in circumstances where these differ, the
longevity of the brand must be researched
independently. This may occur if a company
has traded under a different name than its
legal registration, if a company has changed
its name, if partners have entered or exited
the firm, if a new brand has been created or
acquired, if a company has assembled a port-
folio of multiple brands, and so forth. Thus
the founding date of a brand may be differ-
ent from the founding date of the organiza-
tion associated with the brand.

Marketing literature has devoted sig-
nificant attention to issues relating to older
brands. However, the age of brands is of-
ten considered incidental to other types of
analysis and the raw data about longevity
are usually not provided. Standards of lon-
gevity are also often unspecified or vague.
There has not been any significant research
conducted about the age of brands or brand
longevity itself, as opposed to its effects or
benefits. Apparently there is no brand equiv-
alent of the Harris Corporation study of or-

ganizational founding dates.
The Importance of Longevity

The longevity of brands is embedded in
scholarship involving processes that evolve
over time, or research in which time or dura-
tion constitute input data. For example, the
concept of brand equity suggests that after
new brands are introduced into the market-
place, they may accrue value over time. The
concept of loyalty suggests that consumers
may become increasingly loyal to products
over time, thereby increasing purchase like-
lihood and reducing price sensitivity. The
concept of nostalgia suggests that consum-
ers may have sentimental reactions to brands
and products from prior eras. The concept
of product or brand lifecycle suggests that
a company or its goods may have a limited
lifespan in the marketplace.

ABOUT THE RESEARCH SOURCES

The list of brands derived from the Best Global Brands report created annually by
the consulting firm Interbrand during the period 2001 to 2010, which was also
published in BusinessWeek during the period 2001-2009. Sources for historical
data included Historical Components of the Dow Jones Industrial Average from Mc-
Graw Hill Financial, the International Directory of Company Histories from Gale,
the Mergent Online Database, the ProQuest Historical Newspapers Electronic
Database, the Trademark Electronic Search System of the European Union, the
Electronic Search System of the United States Patent & Trademark Office, and a
multitude of websites and publications produced by the companies that own the
brands included in this study. Perspective on the historical emergence of indus-
tries derived from the work of Alfred Chandler, especially his books The Visible
Hand and Scale and Scope. Background literature about brand heritage included
work by John M.T. Balmer, Stephen Greyser, Bradford Hudson, and Mats Urde.
Background literature about older brands included work by Stephen Brown,
Joel Evans, Gregg Lombardo, Robert Kozinets, and John Sherry. Background
literature about organizational longevity included work by Simon Caulkin, Arie
de Geus, Richard Hall, the Harris Corporation, and Ichirou Horide. Background
literature about historical research methods included work by Mary Fulbrook,
Peter Golder, Louis Gottschalk, Terence Nevett, and Ronald Savitt. The complete
inventory of sources constitutes more than 500 individual citations. Further de-

tails are available directly from the author.
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It would be useful in considering
such scholarship to have a more precise
notion of the longevity of older brands. If
events or conditions are predicted to occur
at certain points in the evolution of a brand,
then it is important to understand the mag-
nitude of the scale of measurement. Such re-
search would also assist academics or practi-
tioners who are studying specific companies
with the intention of making future-orient-

EXHIBIT 1// ALL BRANDS All 148 brands, sorted alphabetically

Absolut
Accenture
Adidas
Adobe
AlG
Allianz
Amazon
American Express
AOL
Apple
Armani
AT&T
Audi

Avon

AXA
Bacardi
Barbie
Barclays
Benetton
BlackBerry
BMW
Boeing

BP
Budweiser
Bulgari
Burberry
Burger King
Campbell’s
Canon
Carlsberg
Cartier
Caterpillar
Chanel
Cisco

Citi
Coca-Cola
Colgate

Compagqg Jack Daniels Panasonic
Corona Johnnie Walker Pepsi
Credit Suisse Johnson & Johnson  Pfizer
Danone JP Morgan Philips

Dell Kellogg's Pizza Hut
Disney KFC Polo Ralph Lauren
Duracell Kleenex Porsche
Ebay Kodak Prada
Ericsson Kraft Puma

Estee Lauder Lancome Reuters
FedEx Levi's Rolex
Ferrari Lexus Samsung
Financial Times LG Santander
Ford L'Oreal SAP

Gap Louis Vuitton Shell

GE Marlboro Siemens
Gillette Marriott Smirnoff
Goldman Sachs McDonald's Sony
Google Mercedes-Benz Sprite
Gucci Merck Starbucks
Guinness Merrill Lynch Sun
Harley-Davidson Microsoft Swatch
Heineken Mobil Texas Instruments
Heinz Moét et Chandon  Tiffany
Hennessy Morgan Stanley Time
Hermes Motorola Toyota
Hertz MTV UBS
Hewlett-Packard Nescafé UPS

Hilton Nestlé Visa

H&M Nike Volkswagen
Honda Nintendo Wall Street Journal
HSBC Nissan Wrigley
Hyundai Nivea Xerox

IBM Nokia Yahoo

Ikea Novartis Zara

ING Oracle Zurich

Intel Pampers 3M

ed prognoses or decisions about change. The
question of whether brands tend to decline
after a certain period of time has important
strategic implications for the management of
brands of varying ages within a portfolio.

The age and longevity of brands is
a subject of particular relevance to scholars
concerned with brand heritage. Brand heri-
tage is an emerging concept within the mar-
keting discipline, which suggests that the
historical status of older companies may be
explicitly linked to their brand identity and
consumer appeal. Although longevity may
not be a sufficient condition for brand her-
itage effects to be evident, it is a necessary
component. Heritage requires age.

Existing scholarship in the area of
brand heritage has not adequately addressed
the question of how old a brand must be to
qualify for heritage status. In manner similar
to the research cited earlier, the standard of
longevity is unspecified. There is also uncer-
tainty regarding the prevalence, and thereby
the importance, of brand heritage. The ques-
tion of whether the brand heritage concept
could be applied to 5% of brands or 95% of
brands has implications for the activities of
researchers in the discipline of marketing.

Research and Findings

This study involved historical research to de-
termine the age of leading brands. The list of
brands derived from the Best Global Brands
report created annually by the consulting
firm Interbrand during the period 2001 to
2010, which was also published in Business-
Week during the period 2001-2009. Each
annual ranking included 100 brands, but the
overall data set comprises 148 brands that
appeared in the rankings at least once. These
are listed in Exhibit 1.

After identifying the set of brands,
the author conducted historical research to
determine the year in which each brand was
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established, using more than 500 sources. Further in-
formation about this can be found in the accompanying
textbox entitled “About the Research Sources.”

The founding years of brands sometimes differed
from the founding years of the organizations with which
they were associated. In several instances, there was sig-
nificant ambiguity or contradiction among the various
sources consulted, requiring interpretation by the author.
Further information about this can be found in the ac-
companying textbox entitled “About the Research Meth-
ods”

After the historical research was completed, the
founding year of each brand was subtracted from the
year 2010 (the final year in the data set) to determine the
age of each brand. The data about age was then analyzed
for patterns across industries and age groups. The results
appear in Exhibits 2 through 4.

Analysis of the data set reveals significant longev-
ity among the 148 brands, as indicated in Exhibit 2. The
founding dates range from 1743 to 2000, and therefore
brand age ranges from 267 years to 10 years. The average
age is 93 years and the median age is 87 years. Within
the entire data set, 64 brands (43%) are aged 100 years or
more, and 5 brands (3%) are aged 200 years or more.

An analysis by industry groupings is provided
in Exhibit 3. The three oldest industries (based on aver-
age age) are food & beverage manufacturing (141 years),
pharmaceuticals (119 years), and financial services (117
years). The food & beverage manufacturing industry
constitutes only 16% of all brands, but accounts for 30%
of brands aged 100 or more. The oldest brand in the en-
tire data set is the Champagne wine producer Moét et
Chandon (founded as Moét in 1743).

The three newest industries (based on average
age) are computer hardware, software & services (39
years), followed by hospitality, foodservice & travel (62
years), and finally media, entertainment & information
(64 years).

Historical Context

Although the overall findings provide new insight into
the extended longevity of leading brands, the findings by
industry are generally consistent with prior scholarship
in economic and business history. For example, the pre-

dominance of the food & beverage manufacturing indus-
try among the oldest brands is consistent with analysis by
other scholars.

The influential business historian Alfred Chan-
dler explored the founding of companies and the emer-
gence of industries in his books The Visible Hand (1977)
and Scale and Scope (1990). According to Chandler, the
food industry provides a “good starting point” for under-
standing the growth in the American economy during
the later phases of the Industrial Revolution. The food
industry was one of the few sectors in which “the modern
industrial enterprise had its beginning” The other early
sectors he cites are tobacco, heavy machinery, and prima-
ry metals. The former has since been diminished by legal
settlements, while the latter two are not characterized by
strong brands (the presence of Caterpillar in the data set
notwithstanding).

Chandler cited several food or beverage compa-
nies that are represented among the Interbrand rankings
including Anheuser Busch (Budweiser), Campbell’s, Co-
ca-Cola, Guinness, Heinz, Nestl¢, and Wrigley. Early en-
trants in this sector were positioned to harness the bene-
fits of first-mover advantage in developing strong brands
as the consumer and media economies developed. These
companies were pioneers in the modern branding phe-
nomenon.

Some of the newest industries reflect popular nar-
ratives about economic development. The youthfulness
of brands in the computer industry can be explained by
the young age of the industry itself, the relatively recent
development of most aspects of computer technology,
and the movement of the industry into consumer mar-
kets during the past two decades. The media industry in-
cludes several brands aged more than 100 years, but these
are overwhelmed by a large number of newer brands
with operations based on television or internet channels
of communication. Again, it seems clear that new tech-
nology explains the low average age of these brands.

However, the youthfulness of hospitality and
travel brands cannot be explained by the age of the in-
dustry or by the novelty of related technologies. Activity
in this sector can be traced to antiquity, and technology
has arguably not been a major influence on growth, de-
spite the importance of aircraft and computers. Again, a
possible solution to this confusion may be found by ap-
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EXHIBIT 2 // AGE SUMMARY AIll 148 brands, summarized by age group
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0-99 84 57% | 1912 | 2000 98 10 55 59
100-199 59 | 40% | 1812 1910 198 100 134 129
200-299 5 3% | 1743 | 1806 267 204 | 239 245

300+ 0 0%

Subtotal 100+ 64 | 43% | 1743 1910 267 100 142 137
Total (all brands) 148 | 100% | 1743 | 2000 267 10 93 87

EXHIBIT 3 // INDUSTRY SUMMARY All 148 brands, grouped by industry, sorted by decreasing average age of
brands in industry
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Industry
Food & beverage manufacturing 23 | 15% | 1743 | 1961 267 49 | 141 [ 14
Pharmaceuticals 3 2% | 1827 | 1996 183 14 | 119 |16l
Financial services 17 | 1% | 1782 | 1991 228 19 | N7 120
Energy 3 2% | 1897 | 1917 13 93 | 104 | 106
Personal care 10 7% | 1806 | 1961 204 49 | 100 | 95
TOTAL (all industries) 148 | 100% | 1743 | 2000 | 267 10 | 93 | 87
Apparel, accessories & jewelry 21 | 14% | 1837 | 1981 173 29 | 93 | 89
Other (various industries) 5 3% | 1885 | 2000 125 10 | 88 |106
Electronics & equipment 15 | 10% | 1847 | 1998 163 12 | 86 | 76
Motor vehicles 13 9% |[1900 | 1987 10 23 | 79 | 76
Consumer products 4 3% | 1883 | 1964 127 46 | 73 | 60
Transportation & logistics 2 1% | 1919 | 1971 o1 39 | 65 | 65
Media, entertainment & information 12 8% | 1851 | 1997 159 13 64 | 53
Hospitality, foodservice & travel 8 5% | 1924 | 1971 86 39 | 62 | 59
Computer Hardware, software & services | 12 8% | 1924 | 1984 86 26 | 39 | 33
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plying the principle of scale.

Chandler devotes considerable atten-
tion to the size and sophistication of railroad
companies, emphasizing their importance
as pioneers of the modern corporate form.
Otherwise, he completely ignores the hospi-
tality and travel sector, because it remained
highly fragmented until the twentieth centu-

ry. The development of significant scale and
scope lagged other industries by at least fifty
years, and the emergence of most major hos-
pitality and travel brands did not occur until
the 1950s.

One indication of scale is the ability
of a company to generate interest from pub-
lic equity markets. The New York Stock Ex-

EXHIBIT 4 // BRANDS IN SELECTED INDUSTRIES, Selected brands, grouped by industry, sorted by decreasing age
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Food & Beverage Manufacturing Hospitality, Foodservice & Travel

Moét et Chandon 264 | 1743 | 1743 Hertz 86 | 1924 | 1918

Guinness 251 | 1759 | 1759 Hilton 85 | 1925 | 1919

Hennessy 245 | 1765 | 1765 McDonald's 62 | 1948 | 1955

Johnnie Walker 190 | 1820 | 1819 KFC 60 | 1950 | 1930

Carlsberg 163 | 1847 | 1847 Burger King 57 | 1953 | 1954

Bacardi 148 | 1862 | 1862 Marriott 54 | 1956 | 1927

Heineken 146 | 1864 | 1864 Pizza Hut 52 | 1958 | 1958

Smirnoff 146 | 1864 | 1864 Starbucks 39 | 1971 | 1971

Jack Daniels 144 | 1866 | 1866

Nestlé 143 | 1867 | 1866

Campbell's 141 | 1869 | 1869

Heinz 141 | 1869 | 1869

Budweiser 134 | 1876 | 1852

Absolut 127 | 1883 | 1879

Coca-Cola 124 | 1886 | 1886

Wrigley 119 | 1891 | 1891

Pepsi 114 | 1896 | 1898

Kellogg's 107 | 1903 | 1906

Kraft 107 | 1903 | 1903

Danone 91 1919 | 1919

Corona 85 | 1925 | 1925

Nescafé 72 | 1938 | 1866

Sprite 49 | 1961 | 1886
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change was founded in 1792, but the first ho-
tel company was not listed on this exchange
until 1945 (Sheraton). Similarly, the first
food manufacturing company to be includ-
ed in the Dow Jones Industrial Average de-
buted in 1894 (American Sugar), but the first
restaurant company did not become part of
this index until 1985 (McDonald’s).

Implications

The idea that companies decline over
time has received attention from a variety
of scholars and practitioners. Some observ-
ers believe that successful brands must be
youthful, while others suggest that compa-
nies and products have an inherent lifecycle.
The findings of this study, specifically the
existence of a large number of brands more
than a century old within a group of mod-
ern brand leaders, will undoubtedly surprise
and challenge such observers.

The results also offer some guidance
about the appropriate gauge of longevity for
further scholarship related to older brands.
Although debate may continue about short-
er measures, it seems clear that the intuitive-
ly satisfying boundary of 100 years may be
applied with some confidence. A significant
proportion of firms exceed this milestone,
which also exceeds both the average and me-
dian age of the sample as a whole, such that
it seems to offer a meaningful standard.

The extended longevity of many
brands in the Interbrand rankings supports
the argument that brand heritage is an im-
portant concept. Prior literature discussed
the phenomenon of older brands or compa-
nies, but such scholarship often relied upon
vague conceptual analysis and provided lim-
ited evidence. In contrast, this study suggests
not only that older brands exist, but that a
large proportion of major brands have sig-
nificant longevity.

The advanced age of many leading

brands has implications for practitioners
and scholars. For executives within com-
panies that possess older brands, this study
suggests the need for stewardship to pre-
serve and protect the equity that resides in
historic brands, and for methods to exploit
the heritage embedded in such brands for
marketing advantage.

For executives within younger com-
panies, this study suggests that opportuni-
ties exist to build and preserve equity over
extended periods, and that strategic anal-
ysis must include consideration of brand
heritage effects among older competitors.
Brands in the hospitality and travel sector
will undoubtedly exhibit heritage effects as
they grow older, and the related companies
can benefit from insightful management of
the history embedded in these brands.

For academics, this study suggests
that brand heritage is an important con-
cept within the larger discipline of market-
ing. The validation of significant age among
leading brands informs prior scholarship on
a variety of related subjects, and supports
the argument that further attention should
be directed toward brand heritage effects. =
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ABOUT THE RESEARCH METHODS

The list of brands derived from the Best Global Brands report cre-
ated annually by the consulting firm Interbrand during the period
2001to 2010. The purpose of this study was to investigate longev-
ity among a group of leading brands, not to evaluate the methodol-
ogy used to establish the group itself. The Interbrand rankings were
used solely to identify a plausible data set for subsequent historical
analysis.

The first step involved aggregation of the ten separate annual
Interbrand rankings into a single database. Each annual ranking in-
cluded 100 brands, but the overall data set included 148 brands
that appeared in the rankings at least once. Many brands near the
top of the ranking appeared every year, while brands lower in rank-
ing have appeared less frequently.

The second step involved assignment of an industry category
for each of the brands. These categories were created and assigned
intuitively by the author, based partially upon review of the North
American Industry Classification System in the Mergent database.
The third step involved historical research to determine the found-
ing year of each brand. This process followed methodological prin-
ciples that are well established for historical research on any topic,
but relied mostly on secondary sources. Although primary sources
are preferred in historical research, the use of secondary sources is
a legitimate and accepted technique in some circumstances. The
nature and size of the data set in this study precluded the examina-
tion and validation of primary sources for each brand.

Three sources were consulted for every brand. First, the au-
thor reviewed the historical narrative about each brand or parent
company within the International Directory of Company Histories.
Second, the author reviewed the official historical profiles provid-
ed by the current owners of each brand, which were usually found
within corporate websites. Third, the author conducted searches
in the online trademark databases of the European Union and the
United States Government.

In some instances, there was significant ambiguity or con-
tradiction in the preliminary references and therefore additional

sources were consulted. In most cases, the additional sources were

also secondary in nature. These included articles in academic journals,
books written by historians and journalists, or correspondence with ar-
chivists regarding primary sources in their collections. In a few cases,
the author was able to find primary sources that could be reviewed re-
motely. These included historical newspaper collections, which offered
definitive evidence of brand usage no later than a particular date.

Ambiguity about dates often required significant interpre-
tation and analysis by the author. Three types of problems occurred
routinely. First, many of the brands were founded after the related orga-
nization was officially established. This usually occurred because a new
product or business unit was subsequently introduced. Sometimes the
new product was so successful that the entire company was re-named
with the product brand. Second, brand usage sometimes preceded the
official company founding date. This typically involved use of the brand
by founders in a prior partnership or company. Third, trademarks were
sometimes registered years or decades after the first usage.

Therefore legal actions (such as incorporations and trade-
mark registrations) did not always provide reliable measures for the
longevity of brands. Rather the primary criterion adopted for this study
was the verifiable first usage of the brand as a formal term associated
with the provision of a commercial product or service.

Ambiguity was also apparent in older brands that have
changed over time. This may have involved changes in spelling, word-
ing, partners, or translation (from the language of origin). This may also
have involved the use (formal or informal) of acronyms derived from
the original name. The approach in such cases was to adopt the oldest
date upon which the name (or part of the name) was first used in a
form that would be recognizable to subsequent customers as repre-
senting the same business offering.

After the historical research was completed, the final step in-
volved determination of the age of each brand. The author subtracted
the founding year from the year 2010, which was the final year in the
data set. This was calculated using calendar whole years, with no con-
sideration of the exact date (month and day) of founding.

Further details about research methods, interpretation of evi-
dence, and the determination of specific founding dates for each brand

are available directly from the author.

Bradford Hudson is Associate Professor of the Practice of Marketing and Assistant Chair of the
Marketing Department in the Carroll School of Management at Boston College. Previously he
was a faculty member at Boston University, where he held concurrent appointments as Asso-
ciate Professor of the Practice of Marketing and Business History in the School of Hospitality
Administration and Lecturer in Marketing at the Graduate School of Management. He holds a
Ph.D. in business history from Boston University, a master's degree in services marketing from
Cornell University, and a certificate in strategy from Harvard Business School. He is a former
Fulbright Scholar. Email bradford.hudson@bc.edu
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The Parliament,
located on the bank of
the Danube, built in
Neo-Gothic style.

Boston Hospitality Review

Melinda Jaszberényi, Ph.D.

European River Cruises On the Rise Among American Tourists

Viewpoint

iver cruising is one of the most attrac-
Rtive and rapidly developing areas of in-
ternational tourism. Beyond the beautiful
natural environment of the rivers, architec-
tural attractions along the riverside enrich
the experience, providing historical and cul-
tural background that deepens tourists’ con-
nections to the city.

With other European cities, Budapest
has benefited from the heightened interest in
river cruising among tourists. In fact, Buda-
pest won the Best River Cruise Port Award
in the American Porthole Cruise Magazine
and the Editor-in-Chief Award in 2014. This
article provides an overview of Danube riv-
er cruise tourism among American tourist
experts. It also showcases Budapest, an in-
creasingly important and internationally

recognized port of the Danube and capital
of Hungary, as a popular tourist destination.

The American market ranks among
the top in the number of tourists it sends to
Hungary. Consequently, it is one of Hun-
gary’s most important partners. American
tourists generally consist of travelers over
the age of 50, intending to use high-quality
tourist services, as well as 30 to 55-year old
business tourists. Since 1996, the Budapest
Welcome Touristic Travel Agency has orga-
nized Hungarian cruise programs for three
large cruise companies for approximately
125,000 people per year. In 2013, the num-
ber of American guest nights on European
river cruises rose more than 10%.

While the idea of a cruise evokes a
vacation designed for recreation and relax-
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ation, increases in both demand and compe-
tition have given rise to a range of different
options for travelers. Cruise programs attend
to guest needs are not only served on board,
but also on land. By offering new packages
and organizing themed tours, cruise enter-
prises are able to attract new customer seg-
ments. Many oversees visitors seek to ex-
tend their vacations by staying extra days on
land, either before or after the river cruise.
Beginning with one week modules, cruise
packages can be extended and customized
to meet customer’s preferences.

The river cruising industry is one
of the fastest growing vacation markets. Its
growth rate is almost double compared to
the overall transportation sector. This indus-
try burst is a result of:

« High standards of living in the primary
sender countries of origins of travelers
(North and West Europe, United States
of America)

» Growing intensity of competition in the
market with evolving price wars in coun-
tries such as Russia, Ukraine and Bul-
garia, as cruise liners are lowering their
prices to attract customers

o Appearance of new customer preferenc-
es in today’s market, such as desire to
travel in a manner that enables visits to
as many destinations as possible with-
out changing hotel rooms, giving cruise
ships an advantage because they can
serve guests’ needs under safe and luxu-
rious conditions

In the early 2000, the European
river-cruise ship market was dominated by
German and Swiss-owned companies. The
ships were small in scale with modest de-
signs. Ticket prices were very high. An av-
erage Danubian cruise cost $10,000-$12,000

American Tourists (hundreds)

(plus flight). At this time, participants in
these programs were mostly retired, older
travelers. Since then, the popularity of the
European luxury river cruises has risen,
beginning with American-owned Viking
Cruise company’s action to halve prices and
thereby initiate a price war.

As larger and more comfortable
American-owned cruise ships appeared on
the market, and as the tickets fell to half
price, demand for river cruising started to
increase. Viking Cruises was the leader in
price reduction. First, they offered 2-for-1
discounts; later prices fell to almost half their
original price. River cruises could be found
for as little as $1,000 to $1,500. As the cost of
these once expensive journeys dropped, riv-
er cruises became available to a wider range
of travelers.

A two-tiered pricing strategy ex-
ists in the market. First is a comprehensive
package that includes all programs, accom-
modations and catering. Second is a stream-
lined plan that covers accommodations and
basic meals. In the second plan, arrange-
ments for additional services must be paid
for separately (i.e. a la carte pricing model).

One indicator of the success of river

American Tourists in Hungary
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Panoramic view from
Buda to Pest side and
St. Stephen’s Basilica
named after St. Ste-
phen, the founder of
the Kingdom of Hun-

gary

cruising is the high occupancy even during
the recent economic crisis. In the last five
years, the number of passengers taking part
in river cruising has risen 10%. It is difficult
for cruise companies to keep pace with this
demand. Many operators have currently
sold out their tickets not only for 2014 but
also for the beginning of 2015. In response,
cruise liners have the opportunity to enlarge
their fleet. Last year, Viking Cruises, one of
the largest companies, increased the number
of its vessels to thirty-five, purchasing six
new ships. This year, the cruise liner plans
a further expansion by launching ten new
ships.

The countries that send the highest
numbers of tourists to Hungary are the Unit-
ed States of America, Australia, Japan, North
and West Europe. The primary target group
of Danubian river cruising is 50-70 year
olds. This group has both more free time and
higher discretionary income (with annual
salaries of $80,000-$100,000 for Americans

as an example). Typically, members of this
target group have traveled a lot and are look-
ing for new ways of traveling. They tend to
be highly interested in history and culture.
The features of this target group have made
it possible for the river cruise sector to with-
stand the negative effects of the economic
crises.

European river cruise liners are
targeting a wealthier tourist segment than
ocean liners. This is because the cost per
capita of a river cruise is much higher than
an ocean cruise. The river boats are signifi-
cantly smaller than the ocean ships. Conse-
quently, costs of high quality and expensive
technology have to be divided among many
fewer passengers. The capacity of ocean lin-
ers amounts to thousands of people, while
river vessels generally have a maximum ca-
pacity of 200 passengers.

River cruise lines are also marketing
to potential tourists who do not seem inter-

ested in cruising, but who may be attracted
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to the wide range of programs and luxury
facilities available on the ship. Cruise liners
often organize many different themed routes
to enable travelers to find a journey that
meet their particular interests. Organizers
are also working to attract younger tourists,
by offering short, family-friendly packages.
Marketing campaigns for river cruises often
highlight a comfortable, easy way to visit cit-
ies less frequented by tourists.

Many European rivers are destina-
tions for tourism. The most popular water-
ways are the Danube, Rhine, Elbe and the
rivers of France and Russia. An important
characteristic of sightseeing by ship is that
tourists visit multiple cities along the river
than engaging in an extended stay in one
location. The most significant advantage of
this style of sightseeing is the variety. Guests
reach new cities every day without tiring
travel. New tourist attractions are available
each day without changing accommoda-
tions. Additionally, a magnificent calm, ro-

L

.

mantic landscape appears from on board of
the ship, a view not accessible from the land.
From the river, the noise of the city is softer;
travelers are not caught up on hectic side-
walks or in frustrating traffic jams.

The most popular stations of Danu-
bian river cruises are: Passau, Linz, Vien-
na, Bratislava, Esztergom and Budapest. In
2014, Budapest was ranked the 11th friend-
liest city for tourists by Conde Nast Traveler.
According to the travelers, Budapest is ma-
jestic, regal and breath-taking with its rich
history and elegant buildings, filled with
lovely, friendly people, courteous drivers,
and a youthfulness that make the city spe-
cial.

Budapest is a key destination among
European river cruises. With the unique
coast of the Danube, world heritage sites on
both Pest and Buda side and rich historical
and cultural offers, the capital deserves its
special place among European river shore
cities. The most beautiful view of the city
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world heritage, with
Gellért Hill in back-
ground
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HUNGARY BY BUS

The Royal Palace of G6doll6 is an imperial and royal
Hungarian palace located in central Hungary.

greets passengers arriving on the Danube.
The first landmarks they see are the Buda
Castle, the bridges over the Danube, and the
view of the Danube embankments, which is
a cultural world heritage site.

Nearly all of the existing Danubian
cruises include a visit to Budapest. Some
operators offer further Hungarian stops and
buses allow for easy travel to other Danubian
coast towns. Sightseeing by bus or on foot en-
ables travelers to customize their journeys to
address their particular needs and interests.
These excursions on land might include:
exploration of religious sites, programs de-
signed for tourists with Hungarian origins,
visits to museums and exhibitions, and gas-
tronomy tours. Specific programs might in-
clude the discovery of the Royal Castle and
Castle District, the Fishermen’s Bastion, Cit-
adel with its fascinating panorama, and the
world famous baths, such as the Gellert Bath
or the Szechenyi Bath from the nineteenth
century. Beyond the planned programs in

Szentendre is a small Hungarian town near the Dan-
ube bend, framed in a picturesque, natural setting with
the winding river, nearby hills and mountains.

Budapest, visits to G6dollé Castle Museum
(Buda Castle) and the small, romantic, pic-
turesque, Szentendre, are highly desired.

Tourists spend an average of two to
three days in Budapest. The highest amount
of travelers’ exchange is seen in Budapest as
the city is either a trips starting point or a
final destination. In that case, tourists often
extend their Budapest visit with a few guest
nights in a hotel.

The annual Condé Nast Traveller
Gold List includes cruising in a separate sec-
tion, testament to the general success this
tourism sector. According to 1,300 Amer-
ican tour operators, European river cruises
are more popular for American tourists than
holidays at the Mediterranean Sea. The 2014
statistics indicate only Caribbean and Alas-
ka journeys are more popular than Europe-
an river cruises. Within this, the Danube has
a valuable position among European rivers,
creating a positive potential for Budapest
tourism. =

Melinda Jaszberényi, Ph.D. is an Associate Professor of the Centre for Tourism, Institute of
Marketing and Media in the Faculty of Business Administration at Budapest Corvinus Uni-
versity where she is the program leader of Bachelor of Sience (BSc) in Tourism and Hospi-
tality. She has PhD degree in transportation from Budapest Corvinus University and master

degree from Budapest University of Economics.

Email:jaszberenyi@uni-corvinus.hu
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Building A Spirit of Inclusion: Pan Am and The Cultural Revolution

Mirembe B. Birigwa

he legendary Pan American World Air-

ways remains a bastion of nostalgia and
cultural significance and serves as a case
study in how airlines adapted their hiring
practices to reflect the social movements of
the 1960’s and 70’s. To maintain a compet-
itive advantage, top companies thriving to-
day are tasked with conveying a message of
inclusion that matches the expectations of
the traveler. The Civil Rights and Women’s
Liberation movements motivated Pan Am
to update their messaging to accommodate
a broader audience and translate that shift to

the marketplace. One of the solutions includ-
ed reinterpreting strict Eurocentric beauty
codes to suit a more diverse workforce. Pan
Am also released advertising campaigns that
highlighted African American flight atten-
dants. My mother and her colleagues were a
part of the drive to change Pan Am’s percep-
tion of exclusivity.

Pressure from the Civil Rights Act
of 1964, including discrimination lawsuits
against airlines, contributed to Pan Am in-
creasing the number of diverse hires. From
1958 to 1969, 0.79 percent of Pan Am
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stewardesses were African American. My
mother Dr. Sheila Nutt recalls being one of
a few African American women sitting in
the waiting room at the Pan Am interview
held in Philadelphia in 1969. I also spoke
with Oren Wythe, pictured in the Pan Am
advertisement that ran in all major publica-
tions including Time Magazine and News-
week. Oren grew up in Philadelphia as well.
A talented violinist and excellent student,
her French language fluency aligned with
the iconic-style of the Pan Am brand. In the
advertisement beneath a picture of her and
a smiling team of Pan Am flight attendants
reads, “Pan Am, The Spirit of 75 Flying
during the seventies entered Oren into the
unexpected role of cultural ambassador as
the hospitality industry transitioned towards
workplace inclusion.

While researching the integration of
the airline industry, I sat down to speak with
my mother, who now serves as the Director
of Educational Outreach Programs in The
Office for Diversity Inclusion and Commu-
nity Partnership at Harvard Medical School.
Following her fifteen-year tenure with Pan
Am she wrote her Doctorate dissertation on
Flight Attendant Stress and earned an Ed.D
from Boston University in 1986. As a pas-
sionate advocate for diversity and inclusion,
we spoke about implementing change in tur-
bulent times and the effects of the historical
movements on the aviation industry.

[Birigwa:]How did you find out about a ca-
reer with Pan Am and were you concerned
that you may not fit the standards of beauty?

[Nutt:]I entered beauty pageants while at-
tending Girls High School located in Phila-
delphia in the 60’s. I first won local contests
and was featured in Jet Magazine, a nation-
wide African American lifestyle publication.
At that time the Civil Rights Act of 1964 cre-
ated a policy that mandated diversity in all

American institutions. I was first runner up
for the title of Miss Philadelphia, a registered
contest of the Miss America pageant. A fel-
low contestant who shared my disenchant-
ment with the idea of becoming a teacher
or a nurse as women were expected at that
time—she told me the airlines were hiring.
I felt a need to explore the world beyond
my current reality so I applied to Pan Am
with a friend, and together we were invited
to interview at a local hotel. I was aware of
the strict codes of appearance, however, at
that time it was fashionable for women to
groom themselves with great detail, never
allowing a hair out of place and always keep-
ing light, friendly make-up and of course a
smile. The pageant world prepared me for
the poise and demeanor necessary to stand
out during the interview. I was used to being

THE CIVIL RIGHTS ACT OF 1964

Left, Sheila Nutt was
1964 Miss Philadelphia
first runner-up.

President Lyndon Johnson signed the historic legislation to end racial bias in educa-

tion, voting practices, places of public accommodation and employment. The Act

ensured legal repercussions for hiring or terminating the employment of an individ-

ual on the basis of color, race, religion, or national origin. Title VIl of the act created

the Equal Employment Opportunity Commission (EEOC) to implement the law.
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Right, Stewardess’
were subject to
high fashion and
beauty standards.
Far right, Sheila
Nutt featured in a
local Philadelphia
newspaper.
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judged. I knew right away when I arrived
that I was in the right place. All I had to do
was get through the various levels of medical
and language testing. The interviewer asked
me a few questions in Spanish about where I
liked to travel. I was able to answer correctly
and he seemed to have a look of approval.
Walking out of the interview I noticed I was
one of the only African American women
in attendance. I felt confidant that I made a
good impression and that my life was about
to change.

What challenges did you face as an African
American Woman once you were hired?

Arriving in Miami and meeting my soon to
be roommates posed a challenge in terms
of finding accommodations. I felt the rental
companies were not keen on renting to an
African American woman and a colleague

MISS SHEILA NUTT

Local Girl Finds Miari

Gateway to World Tracvel

made a comment that we would have found
a place if I was not with them. We were
young women from various regions in the
United States and it was 1970, so we had to
navigate various racial attitudes and beliefs
we held about each other.

Flying also posed unique challenges when
certain passengers unaccustomed to seeing
African American women on the interna-
tional flights often did not believe we were
American. When passengers were unruly
we found ways to express our discontent
like withholding pillows or taking a longer
time to respond to their call buttons. We
also used our hair to express who we were.
At that time an Afro was popular hairstyle
for women to show solidarity to the Civil
Rights and Women’s Liberation movements.
Crossing the Atlantic with an Afro fluffed
under a pillbox hat was an act of defiance
that somehow made it through the appear-

Fall 2014 | Boston Hospitality Review

29



ance requirements before each flight. Some
airlines banned the style. Traveling to Afri-
ca for the first time increased my self-confi-
dence and affirmed my choice of self-expres-
sion through my appearance. I was able to
make a statement about my personal politics
that passengers interpreted as a subtle hint
that I expected to be treated politely.

How were you affected by the change in cor-
porate policies between 1969 when you first
began flying and 1978 when the deregulation
of the Airline Industry occurred?

When I first started flying I interpreted my
role as beyond a caregiver. In the beginning
we were poised to increase the comfort of
our passengers flight experience in a way
that mirrored the gender ideals of women
as rulers of the realm of the domestic. Not
only could we comfort an uneasy passenger,
deliver a four course meal with dessert and
beverage service--we could also execute an
evacuation if necessary. We were prepared to
change a diaper or two and kept diapers and
bottles aboard the plane. It was not uncom-
mon for a tired mother to hand us her infant
to care for while she rested. Our role was to
anticipate the needs of our travelers as well
as rise to any technical challenge that may
occur at 35,000 feet.

The Deregulation Act shifted the focus from
training, discipline and customer service to
strictly transporting persons in large num-
bers from point A to Point B. Where Pan Am
once was the epitome of customer service, a
stalwart of manners, diplomacy and luxury,
the influx of many smaller airlines capable

Dr. Sheila Nutt, Ed.D earned her doctorate the Boston

University School of Education. She wrote her Doctor-
al dissertation on flight attendants and occupational

stress.

of moving large numbers of passengers for
the least amount of money made it difficult
to compete. We tried to for a little while, yet
we were union organized and the smaller
airlines were not, so they could afford to pay
their flight attendants a lot less than we were
paid. As well, there was an issue of the high
cost of fuel at that time.

Deregulation completely changed the atmo-
sphere of travel. The industry took a differ-
ent path and the airline industry as a whole
lost its luxurious feel. It was an end of an era
when stewardesses shifted from glamorous
icons to working-women balancing careers
and families. Shortly before I started flying
in 1970 it was customary to quit once you
became pregnant or married. Pan Am had
to change with the times. The general atmo-
sphere was more relaxed.

When you were hired, did you believe you
would remain a flight attendant for the rest of
your working life?

THE AIRLINE DEREGULATION ACT

In 1978 Congress ended government regulation of the airline industry including ticket pricing, routes and entry. The

Deregulation Act paved the way for a drastic shift in air travel as Low Cost Carriers (LCCs) with decreased fares and

minimal amenities competed with the largest airlines. The Jet-Set era of personalized care and glamour declined as

quality of service became secondary to airfare.

30

Boston Hospitality Review | Fall 2014



When I was in training school the very first my life, I wasn't sure what my position would
day I sat in the classroom, I knew that Pan be, but I knew that Pan Am was the vehicle
Am was the ticket to my future. I was vale- for me to fulfill my destiny. =

dictorian of my training school class and I

wasn't sure what I would do with the rest of

Mirembe B. Birigwa is a writer who has contributed to Harvard Business Review reports and
Huffington Post blogs. She is currently documenting the experiences of African-American Pan
American Airways flight attendants. She holds a BA in English from Wesleyan University.
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Conceptual

Re-imagining The Hotel Guestroom for The Millennial Business Traveler
Alexis Oliver

y now weve all heard the forecast: the

Millennial Generation is set to take the
country’s business travel industry by storm.
By 2020, Millennials will make up 50% of
U.S. business travelers, and will carry $1.3
trillion to $1.7 trillion in total spending
power, according to Jeff Fromm, a marketing
specialist and co-author of the book “Mar-
keting to Millennials: Reach the Largest and
Most Influential Generation of Consumers
Ever”

Almost every major brand in the
lodging industry has allocated considerable
resources toward capturing the attention and
loyalty of this new breed of guest. As a hos-
pitality designer, I've spent countless hours
poring over the consumer insights presented

to me by those brands in an effort to extrude
them into successful physical spaces. This is,
of course, how I approach every project, but
as a 30-something, I am, in this instance, in
the rare position of being my own target de-
mographic.

Much has been written about the im-
portance that Millennials place on unique or
novel travel experiences. It is important to
note, however, that this is not the same ilk
of novelty that is usually associated with Ian
Schrager and the boutique hotel movement
of decades past. While wit, authenticity,
and sense of place are strongly valued by
my generation, so too is transparency. Mil-
lennials are drawn to thoughtful function,
minimalism, and visible high-quality craft.
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We somehow manage to hate consumer-
ism while voraciously consuming. We drive
unsexy hybrid cars, buy Levis over design-
er jeans, and eat local, sustainable, organ-
ic, inglorious, “slow” food. We subscribe to
the “buy one, give one” business model that
drives iconic Millennial brands like Toms
and Warby Parker. We are a generation that
prizes the appearance of egalitarianism and
shuns apparent snobbery, and we are willing
to absorb the added cost of life choices that
we perceive as “meaningful” That which is
simple and clear is far more prized than any-
thing flashy or fussy.

Because we live in a universe where
we are constantly bombarded with informa-
tion, it is the rare moment of “silence” which
feels most indulgent. This drastically chang-
es our definition of need versus luxury, and
in doing so offers us a new yardstick with
which to measure “good design” So how
can the hospitality industry more effective-
ly cater to the basic needs of the Millennial
business traveler?

I

Connectivity, not cable.

The average 30-year-old guest travels with at
least a laptop and a smart phone, and often a
tablet and second phone. Fast and free WiFi
in all rooms is table stakes for the Millenni-
al guest. So is having ample opportunity to
charge devices.

In 1951, Hilton became the first ho-
tel chain to install televisions in every guest
room. Today, cable TV, on a large screen,
is universally accepted as a basic amenity in
hotel guest rooms at both full- and select-
service properties.

The average hotel guestroom size in
the US is about 325 square feet. Subtract 100
or so square feet of that for bath and entry
areas, and we're left with a living space that
is, on average, twelve by nineteen feet. With
the exception of, perhaps, artwork, there is
no accessory or piece of equipment in the
average guestroom that is more massive
than the TV set. There is certainly nothing
else in the room that demands so much real

=
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estate when not in use.

As a designer, I can attest to the fact
that there is no inexpensive way to camou-
flage a large television in a small room. My
colleagues and I are thus tasked with de-
veloping construction details and furniture
pieces that support, house, or even highlight
these large screens, while concealing the
myriad cables and substantial structural re-
inforcements they require.

This summer LG announced the de-
velopment of an OLED-based television that
is so thin and pliable it can be rolled into a
three-inch-diameter tube when not in use.
Per the prominent tech news site Mashable,
LG claims it is “confident it’ll be able to build
a 60-inch 4K TV that’s both transparent and
flexible by 2017 From an investment stand-
point, it seems these television sets we so dil-
igently work to accommodate are far from
“future-proof” in either performance or ap-
pearance. In spite of this, I have found that
there is a often a willingness among owners
to pay for new televisions to replace existing
units at a 1:1 ratio, a cost that includes not
only the TV sets themselves (most often 477

/

or 55” models), but also the requisite revamp
of any associated cabling infrastructure and
video distribution systems.

What'’s ironic about this is that most
Millennial travelers already choose to view
video content on their laptops, tablets or
even phones, where they can access their
Netflix, Hulu, Amazon Prime and HBOGo
accounts, rather than flipping through unfa-
miliar channels, begrudgingly beholden to
real-time programming, using a tv remote
that is largely perceived as one of the least
sanitary objects in the room. Last week
I came across an article from the website
lifehacker.com, entitled “Get Around Ho-
tel Wifi Blocks and Use Your Chromecast
When Traveling” The article per se was little
more than a blurb pointing to the original
source of this “lifehack,” but it was - tellingly
- followed by 77 reader comments in which
a much more lengthy discussion of the topic
ensued. True to form, the Millennial traveler
will almost inevitably try to “hack” whatev-
er technology we find in our rooms in order
to turn it into a system that better suits our

needs.
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These small panels allow
hotel guests to connect

their device-to-tv.

Flex Furnishings provide a guest with a small
piece of furniture that has multiple uses in-
cluding seating, storage, and table-top space.

Rather than offering tech amenities that are
prescriptive, brands and property owners
would be wise to re-imagine in-room tech-
nology as a versatile platform that supports a
wide range of guest-provided devices. There
are already several products on the market
today, for instance, that offer device-to-tv
connectivity for hospitality applications.
These panels are only slightly larger than a
deck of cards, require no special cabling, and
currently cost roughly $150 per key. They
are exactly what every business traveler un-
der the age of 35 wants to encounter in their
room, but theyre an extremely difficult sell,
because theyre perceived as a luxury rath-
er than a basic amenity. The TV is certainly
still an essential element in the Millennial

traveler’s ideal guestroom, but its purpose
there is to act as a vehicle for custom content
that is “programmed” by each individual
guest via a Bluetooth or HDMI connection
(and, more often than not, an internet con-
nection as well).

Things should have a prescribed place,
actions should not.

Let’s revisit that 225 square foot living space
I mentioned earlier. The average hotel room
takes that 225 square feet and fills it with a
king size bed, a lounge chair and side table,
a desk and task chair, and a dresser or ar-
moire. The issue with this layout is twofold:
first, there is the sheer bulk of all those fur-
nishings, second it is functionally rigid.
While I won't go so far as to say that
the age of the MacBook Air has rendered the
standard desk-and-task-chair completely
obsolete as the “workstation” in a guestroom,
it has certainly leveled the playing field. Mil-
lennial guests regularly work on the bed, for
instance. This is especially true if the desk is
the only available hard surface in the room,
when it often becomes a place to eat, iron
clothes, or charge devices. The lounge chair,
meanwhile, largely serves as a kind of catch-

@ Edouard Hannotasux / OO
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all for clothes and shopping bags, or for the
roughly 1/3 of Millennial travelers who live
directly out of their suitcase for the dura-
tion of their stay, the lounge chair becomes a
makeshift luggage valet.

It is important to the over-stimulated
Millennial guest to see their hotel room as
a respite from the busyness of the workday
and the demanding nature of travel. We
desire a feeling of thoughtful spaciousness
and order, as well as a sense of flexibility. We
crave a room that offers a place for each of
our belongings while inviting us to lounge,
work, or socialize without a the implication
of a pre-designated area for each activity.

From a design standpoint, the task at
hand is to invert the existing guestroom par-
adigm by letting the form of the furnishings
be defined by the actions of the guest (sort of
a “Mies for the new Millennium” approach).

This means developing guestrooms that fea-
ture multi-purpose furnishings, plenty of
clear horizontal space, ample access to pow-
er outlets, and well-planned lighting.

The widespread criticism of Millen-
nials as narcissistic and entitled may or may
not be deserved, but there is no denying that
we are a resourceful and motivated bunch,
unburdened - however annoyingly - by a
fear of failure. For the Millennial genera-
tion, if the proverbial shoe doesn’t fit, we'll
use freeware and 3d printing to rapidly proto
type a new shoe, secure venture capital fund-
ing for our start-up shoe company, grow it
into a profitable business through a clever
viral marketing campaign, and then sell the
company to Amazon. We are hackers of all
things, and we prize adaptability, not only in
the ether, but also in the physical realm.=

The Flex Furnishing
Maisonsette furniture
takes up little space
and allows flexibility
of function and place-
ment.

Alexis Oliver is a New York City-based interior architect with over 10 years of experience
in the hospitality design industry. She is currently a Senior Designer at Krause+Sawyer, and
was previously a Project Manager at the Rockwell Group. She has worked with developers
and brands such as Host Hotels and Resorts, Starwood, Marriott, and Hilton on four- and
five-star projects across three continents. She hopes to eventually stay at the properties
she works on after they are renovated. Alexis holds a BA in Architecture from The Univer-
sity of Pennsylvania. She can be reached via email at ao@alexisoliver.com
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Introducing RevPASH: The Free Webtool Application
Dr. Peter Szende, Dr. Kristin Rohlfs, and Roy Madhok

RevPASH (Revenue Per Available Seat Hour) is an important measure that helps restaurant operators understand how

efficiently each seat in a restaurant generates revenue. The RevPASH app is an easy-to-use web-tool that provides an
operator with a quick way to input a few relevant numbers and calculate RevPASH.The application has the ability to
compare RevPASH over different times, days, weeks, and months. Visit the application at www.bu.edu/RevPASH on

your computer or mobile device.

Expected Benefits for Restaurant Operators

Restaurant operators will be able to quickly understand the efficiency of the seats in their restaurant, therefore helping
operators determine areas of their operations that can be altered in ways that maximize revenues. The application en-
ables restaurateurs to use data to help make educated decisions in many areas, such as when to expedite service delivery,
change price, modify function space, and institute marketing strategies.

Expected Benefits for Students and Educators

Students will learn hands on how different factors impact the top line of a restaurant. The application gives students the
ability to analyze examples with great depth. The manipulation of actionable data helps students think critically regard-
ing potential changes to restaurant operations, marketing, and more. (continued on p. 38)
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Locking Mechanism

In order for the user to understand the relationship between different variables, the RevPASH application allows you
to lock various fields. The locking mechanism enables you to pick which variables are affected by a change in the data
input.

About the Authors

Dr. Peter Szende
Dr. Peter Szende is a full time faculty member at Boston University School’s of Hospitality Administration with over 25
years of management experience in the hospitality industry both in Europe and North America.

Dr. Kristin V. Rohlfs

Kristin V. Rohlfs is an independent consultant and researcher based in Rochester, New York. Her research interests
focus on small-business application of operations management and revenue management and customer reactions to
revenue management practices.

Roy Madhok
Roy Madhok graduated from Boston University’s School of Hospitality Administration and is currently a Director of
Revenue Management with Highgate Hotels.

The Web Application Developed by Robert Fera and Andrew Bauer, of the Boston University IS&T Web Team.

For more information, please visit www.bu.edu/RevPASH
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