h mﬂ“

Hosplialliy
LSt







S0Ed

Table of Contents

A Note from Shane Green
Hospitality Openings
Gaming
Lifestyle Brands
Luxury
Restaurants and Bars
Hospitality Guest/Employee Experience Transformation
Gaming
Luxury
Lifestyle Brands
Budget Brands
Restaurant Groups
Leadership Training

Brand Standards and Operating Procedures




A Note from

Shane Green

My journey and love for Hospitality was instilled many years

ago, during my time with the Ritz Carlton Hotel Company. My
nine years with the company, based in Marina del Rey, and the
opportunity to be involved in opening hotels in Asia provided the
ideal foundation of what great guest and employee experiences
looked like and how to instill them successfully.

Since founding SGEi in 2000, we have been involved in helping hotels open, transform, or elevate
their service worldwide. Our team of hospitality experts has been involved in developing standards,
writing operating details, designing orientation experiences, creating interactive learning experiences
around service, sales, and leadership, building recruitment programs, and developing strategies with
senior leadership teams for almost 25-years.

Most importantly, our extensive team of coaches, frainers, and experts means we can be on the
ground during the opening or transformation process and become an extension of your team as we
frain employees on the brand, service, and culture. We have managed and delivered training and
facilitation projects of 50,000 employees over two years, down to a dozen new employees over a
few days. Our tfeam is available for as little or as much as you need us.

One of the most satisfying aspects of our work has been the fact that we have not been limited

to just one level of service, type of brand, nor size. We have opened or tfransformed luxury resorts

and hotels with more than 4,000 rooms all the way down to a lodge with just 20 rooms. We have
worked with restaurant groups, offering various cuisines and experiences. We have helped open or
transform bars, membership clubs, and provided learning experiences for nightlife and entertainment
companies. We have also supported the strategic efforts of businesses in retail, health and wellness,
cruise ships, airlines, and sports entertainment.

All of this work and experience has informed our approach and developed our expertise in helping
hospitality brands be successful. Most importantly, all of our work and experience means we are a
supportive, collaborative, and ideal partner for your hospitality projects, regardless of where you are
located in the world.

We hope we can meet and partner with you soon.
Regards,

&u.

Shane Green
President & Founder SGE International



SUt

Hospitality
Openings




S

Gaming

As a Las Vegas-based business, you could say that gaming is in our DNA. We
have been fortunate to take the lead in opening the Fontainebleau Las Vegas,

Durango Casino and Resort, The Cosmopolitan of Las Vegas, and Baha Mar in
the Caribbean.
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FONTAINEBLEAU THE COSMOPOLITAN

LAS VEGAS of LAS VEGAS

DURANGO BAHAXZ2MAR_

CASINO & RESORT

.




WELCOME TO
ELEVATE
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FONTAINEBLEAU
LAS VEGAS
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WE WIN HEARTS

N2
DURANGO

CASINO & RESORT

TEAM-BUILDING
ACTIVITIES
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impres:

Make A Moment:
raction and customize our recommendations.

We win our G challenge or frustr

N

PUR OUR MAKE A
We exist topgiveolo,:salsEa VA L U E s M 0 M E N T
place to go; we are a

destination for people to Kind

. Use the Guest's name
feel welcome and at home.

. Create conversation

Inclusive through observation

VISION

Durango Casino & Resort is

the next generation of A

Station Casinos properties. Reliable

Durango is an

approachable, luxury
destination offering

best-in-class hospitality

and exciting amenities B Self-Aware

for all.

Ask meaningful questions

Forward-Thinking

Listen to learn

. Make a recommendation
based on what you learn

Passionate

° Leave a positive last
impression




All CoStars

Our Brand Foundation, Culture & Vision

Our FOUNDATION
of core values inform CoSuar behavior,
atitude and hought

Our CULTURE
is defined by beng our core values and
Gelivening MORE inside and out.

Our VISION is realized by delivenng
MORE, playing our part and
contributing 1o Good Company
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Lifestyle
Brands

We love to be involved in the next “it” brand or property. We were fortunate in
the early 2000’s to be involved in many of W hotels openings and working with
their corporate and executive teams on reimagining what hospitality could be.
This work, along with our partnerships with Cipriani and lan Schrager provided
us a great understanding of the importance of Food & Beverage for any hotel
and how to push the boundaries of where food and/or beverage could be
served.

Some of our more recent projects include opening the Arev $t. Tropez, Mr. C’s in
LA, Public in NYC, the NoMad in Las Vegas, and the Goodtime Hotel in Miami.

the goodtime hotel
PUBLIC e

®
b-Q

AREV W

ST.TROPEZ BEVERLY HiLLS




OURLEGACY

has revolutionized the way we live
ance and party, how we holida

+YOU

Passionate, Curious,
Sincere, Empathetic, Social

PUBLIC

PUBLICHOTELS
pUBLICIS 3new dlass.. 3 new breed of hotel. s undamental ttributes re innovative,
sicated, authentic styl; spot-on, personalized, empathic, “essential" senvce that.

OURLEGACY+YO
=PUBLIC
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unique r Guests and 3 -
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hart 4 ur help, ice point
st ot vour P o e W e i  PURLIC service matters most The key pont o i
o have demorsr e et 10 Sl gl we S f services offered The brand will only offer pere o0 1 the kind of and
We know that ¥ u ha vice we P! day with jality of only offer services that
I o others, and €3t 15 WY Y2 int STV L ment ever vests really want and need rather than an array of superiuan ke hose that
by the e e i, this marks anew sppromth 8 s sercesthey donot
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e who Wtk 20 o
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cear, andrem®™ | am Curious and Eager to Learn more
Welcome to our t23™ 2 famReal
| am Proactive and take Initiative
' 1am Socialin person and online
—lan Schrager
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Luxury

When the Ritz Carlton Hotel Company defines your foundation, then you are
always going to be comfortable within luxury hotels. We pride ourselves on
knowing the standards expected of any luxury property and being able to
bring those to life in our playbooks, training, and coaching.

We have helped define a é-star luxury brand for Wanda Hotels in Ching,
opened the Savoy in the Seychelles, and built all the operating checklists for
the Edition brand of hotels. We have also worked with the Waldorf Astoria, St
Regis, and NoMad brands. Our most recent opening in Las Vegas was for the
vltra-luxury Fontainebleau Resort and Casino.

&

SAVOY

SEYCHELLES
resort & spa




A BLUE PRINT FOR
CULTURAL SUCCESS

LOST AT SEA

SAVO

SEYCHELLES
rasort & spa

YOUR TASK

During this task, do not communicate with anyone. You are to rank the 15 itemis! S
the yacht, in order of their importance. Place a number “1” by the item you believe most important to your
survival and a number “2” to the second most important. Rank the entire list so that the number “15”
represents the item you believe s least important to your survival. You will have 10 minutes to complete
this task. Only complete the ranking under your decision.

YOUR DECISION

Rank Answer Difference
15 feet of nylon rope
Fishing Kit _ _
5-gallon can of water

Maps of the Pacific Ocean o o
Mosquito netting N [
Case of US Army C rations o —
Quart of 160 proof Puerto Rican Rum
Seat cushion (flotation device) J— —
Sextant
Shark repellent o o
Shaving mirror N N
Small transistor radio
20 square feet of opaque plastic J— J—
2 boxes of chocolate bars

2-gallon can of oil-gasoline mixture

Total

Average Score

2
AGENDA Savoy Resort & Spa Exeeutive Retreat
July 10, 2013 1pm — 5pm
Savoy Exeeutive Retreat
July 9, 2013 1pm - 5
Y 9. 31r Spm 1:00pm Team Building Exercise: Lost @ Sea
< Cultural Brainstorming
1:00pm  Introductions and Get to Know You Exercise zopm o Recapof Ideas
Collna B *  Brainstorming next level
IR 5 2:40pm Team Building Exercise: Lost @ Sea Pt 2
+ Values
3:00pm  Break g00pm  Break
Defining Leadership Defining Leadership
+ Introduction $:1gpm el e
3:15pm s * Essentials for the Opening
+ Values e ‘Team Building Exercise: Lost @ Sea Pt 3

+ Decision Making Essentials

ished for

Fro0pm
5100 Finished for the Day
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Restaurants
and Bars

We love food and beverage and so do your guests. Giuseppe Cipriani and lan
Schrager have been inspirations for us over the years as we have learned the
importance of great food and beverage.

We have transformed our insights to help restaurants and bars such Beer Park,
Libertine Social, and Alexxa to open in Las Vegas.

We worked with the Hakkasan team to bring its Yauvatcha brand to the US and
helped Hilton Hotels launch its Made Market and Herb n’ Kitchen brands to
various hotels.
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THINGS TO
REMEMBER

Survey Analysis
& ldeas

Updated 6/24/2020
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LIBERTINE SOCIAL CULTURE

MISSION

(What you de and whom you dot fer)

“Libertine Social is a vibrant celebration of life’s most cherished pleasures; delicious food,
and authenlic conversation for ourgu&ﬁl’a“

excellent drinks, captivating art, vibrant music,

VISION
{What you want fo be known for}

“We will be remembered for enficing our guests to unleash thelr inner ibertines and making
every experience a story worth sharing.”

— e
—_—— = A
THE VBRANGE OF
A COCKTAIL PARTY.

HE WARMTH OF
DINNER PARTY.

THE FUN OF YOUR
FAVORITE BAR.

T
A

J
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Gaming

We don't just open hotels when everything is all shiny and new. Some of our
best work has come in our ability to help properties transform from one brand to
another or to upgrade their service culture.

In the Gaming space, we partnered with MGMRI to transform the Monte Carlo
into the Park MGM. This project required us to reimagine the recruvitment,
orientation, and communication processes. We spent over a year working with
the management teams to evolve leadership habits to inspire their people to
help transform the brand and property. We have also worked with MGMRI on
implementing a new company culture and values and then changing their
approach and programming for leadership development.

We have also been involved in large scale transformation projects for The Strat
in Las Vegas, Greektown in Detroit, Turning Stone in upstate New York, and the
Venetian hotel in Las Vegas.

N\
| D
THE VENETIAN® | THE PALAZZO GREEKTOWN

CASINO-HOTEL"

@ grmng QStone @

Resort ¢ Casino PARK MGM

LAS VEGAS

] MGM RESORTS STRAT




( ( [ ) PARK MGM
j | Welcome to Your Property

“Itis not the strongest
of the species that
survives, nor the most
intelligent, but the one

nl%ztnrgees'[’)’onsive to PA R K M G M

~ Charles Darwin, Scientist LAS VEGAS

|

Show guests where to go,
escorting when

L possible

A

ailiidin —~—

Give guests the right of way

L4

: =y
: /@4 Smile and be
550 @4 first to greet
B "/ guests and
47 |_each other
"W i A

2y
J&

| LEFE

PARK MGM
20
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COACHING: EFFECTI

MGM GRAND
SCREENPLAY

CULTURE & EMPLOYEE
ENGAGEMENT INSIGHTS

D0 YOU KNOW. .

Appreciated employees are happy employees.
‘When we show our tesm members that we see and
appreciate their etforts—and take the time to
reeognize their impact—they fel good about what
they do, and chey take those feelings (and stories)
home with them, THere are some tips for employee
Tecognition:
= Ilighlightan employee’s specific
actionfachievement
* Tic the recognition to our SHOW
Srandards
* Recognize regularly

i

SIGNATURE




|

CORPORATE
CULTURE

INSIGHTS

VISION

(What we want 1o be known %)

VALUES

MISSION

[y e i)

Team Member Survey1
Brainstorming Sessions /
Gunsinen = /N
Mystery Shops
Executive Insight

OUTCOMES

Selection

Immersion &
Socialization

Learning &
Development

Influential
Leadership

Performance
Management

Communication

-
-
-
-

-
=
e
.
=

= Ignore

nec

7} hWearethe "

L5

COACHING HABITS

FOR LEADERSHIP SUCCESS

R WK

Explain the why & what

Lead by example




Smile and make eye
contact. Thank guest first
Welcome comments and
feedback. Provide a warm
contact with guests, invitation to return. Bid
engaging them before they good-bye.
engage you. Warmly greet
all guests. Acknowledge
waiting guests.

& ASSIST
Be friendly and pi o\
offe Aw.,.
do” “If my actions inspire others to V. .M
listening skills. Anticipate dream more, learn more, do 3
guest needs. more and become more,

Iam a leader.”

s the expenience communicated through our people.

The most important emctional experience of our brand

”

team.

“Step up for the

| Collaborate | Appreciate

THE PALAZZO SANDS EXPO
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Luxury

In the luxury space, we helped transform the Park Lane Hotel in New York City
back into a 5-star luxury property. In New York city, we also reopened the
CORE Club on Fifth Avenue in 2024. In both cases, we worked on new standards
and operating details, designed a new orientation, and provided extensive
service training.

We also worked with Robertson Lodges in New Zealand on defining its property
culture, retraining managers and staff, and helped prepare the three lodges to
become Rosewood properties.

PARRK LANE

ROBERTSON LODGES




BATHAOOM VANITY 2
1. Left Side: « Four bath sheets are parIOOM TERRY
+ Amenity box w/ twe vanity kite + Two hand towels are ;5::% under ¢
« One bar of soap in a di® on top of the bath sheets

 One bottle of body lotion + Two washcloths are
I
+ One bathmat is pyf,cﬁj'g:d in the sho,
the ledge of the bathtyp

ek pesislicadcl

2. Right Side: saddle or

« Tissue box ;
« Two (rock) glasses on @ 1%

3. Terry placed underneath the vanity:
* Two bath sheets
* Two hand towels

PLAYBOOK

ANE:

25



RIGIBIETRIES OINSIEOID CIE'S

Personalise Conversations and
Customise Recommendations

gardener.

bing maintain the beautiful
D suites, pool, and car park
; ST : ) N . “Connecti
Variety, experience, a stunning viltliral ba st and life ever learn. Why? Becau

environment, and a fantastic team! = part of a team, please people do busi h people they know and like."
—Keith Ferrassi,

The style of service at Robertson
Lodges is Relais & Chateaux-inspired,
luxury-infused, and founded in
authentic kiwi hospitality.

R OIBIEIRNESIOINBIEGIPICIE 'S

. What We Do, How We Do It, and for
Thank you for your amazing effort and Whom We Do It

commitment.

Robertson Lodges provides
lifetime memories for each
of our valued guests through
legendary service, the finest
amenities, and uniquely Kiwi
experiences.

26
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Lifestyle
Brands

Our work with established hospitality brands in the lifestyle space is on
organizing brand standards and developing interactive and fun learning
experiences, for classroom and online, to help infroduce new staff to the brand
and service standards.

We have worked with Lone Mountain Ranch on developing its brand and
culture. We developed a series of eLearning experiences for the Independent
Collection to help orient and onboard new staff successfully. For Destination
Hotels we worked on creating communication pieces so that employees from
different brands will understand what Destination Hotels is all about.

N
J Lone Mountain

DESTINATION RANCH

HOTELS 5579/5




j | = _., ~ \\FE Learn,'ng

DESTINATION

Destination: Life with us
is a little different...

— :l
Mountain Rancn

— —

Lone Mountain Ranch is a destination where guests disconnect from the world, while connecting with
others through unforgettable adventures and a truly amazing environment. Moments are crafted through
discovery, exceptional people, fun activities, and a truly amazing environment.

Lone Mountain Ranch delivers unique and authentic experiences that are life-inspiring.

1 am Knowledgeable.
My expertise ensures a safe
and fun experience for all. | use
discovery to make personal
recommendations to enhance
every experience.

L \WHAT OUR
VY] PEOPLE SAID

1 am Hardworking.
1 will deliver something
special and memorable
overy time. | follow up

and follow through.

1 am Friondly.
| make people feel
good with my outgoing
and passionate nature

I love what | do.

1 am Collaborative

| interact with others

in a respectful, professional
and genuine manner.

| embrace my community.

What We Do Pillars What We Believe In What We Will. Be Known:-For

Variety
Places S ™mUnY

- Amazing
Life-changing
Unforgettable

A g 3 - Fantastic

Excellent = a X = Exceeded F un

eeng FOOd Sala; 2 g 3 Memories

Wonderland -
Foig
28523
H

Rechargeé

Exceptionaly
3

Friongy P
Pel or&glg % Al <)
Disconnectg . : = G Meaningful

fortable

Magical

Adventure

28






We have also supported the service culture efforts of budget-oriented
properties. We have supported the service culture for Super 8 hotels for more
than ten years with online training and communications via their own learning
management system.

We have also provided training programs and materials for the Red Roof Inn
and Line brands.

BY WYNDHAM




you can let your team members know that you appreciate their efforts:

«  Say thank you" everyday, particularly at the end of the day.

*  Usiize cards, certificates, posters, e-madls, voicemail and letters 1o say Sank you 1o your employees for a job well
dane.

«  Personalize your comments Sowards the person. Whea recogaizing a team member, personalize your remarks for
each person, recogaizing each person’s contridution in seme way

*  Acknowledge your team on an office wall or on a banaet

«  Use your morning meesings 1o recognize individeals on a daily basis.

=+ Promate and energize the associate of the month through monshly, quarterly, o yearly programs,

«  Take the time o sand thank-you cards to the families of your seam members, acknowledging their efforts and
hard work. For pareats or spauses of othes members, this has 2 huge Impact on them and the individual being
praised.

*  Have celebeations. It Is Important to nate that these must include everyons. This may be done in and cutside of
the workplace. Bringing candy, coffee, doughnuts, ice cream, es¢, 1o work fer your beam is a great way 10 say
thank you. For larger depariments, have potheck lusches where the team members bring their favorite dishes or
arrange 10 have quarterly events.

*  Honor associates on specific days of the week. On that day. allow prefereasial parking, efc

= Have a pass-around trophy for the week or month that gees 10 a team or an individual

+  Bewiling to arrange avents cutside the office where your team can interact in a caswal and informal atmosphere.
Invoive other members of your leader ship seam and other departments.

= ForMother's Day, Father's Day. Valensine’s Day, and any other holidays, recognize those pesple werking with a
small gesture of your appreciatien,

*  Recognize binhdays and date-of-hire ies with a song, o card

' HOME ACTION PLAN TOOLS CONTACT US MY COURSES . LOGOUT

» facebook

The Super 8 Employee Group

J
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Restaurant
Groups

SGEi worked with Cipriani for over three years to solidify standards, improve
training, and launch their Mr. C’s brand.

We also worked with Hakkasan to provide service, sales, and leadership
training to their nightlife and restaurant teams.

HAKKASAN X GROUP
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Leadership
Training

Every partnership discussed so far involved some level of leadership training.
At SGEi, management (the ability to run an operation) and leadership (the
ability to inspire people) are different. While we have developed standards and
processes to help managers run their businesses, we have developed many
leadership frameworks and learning experiences to help managers select,
engage, and retain their best people.

We have been involved in helping managers coach and lead their teams
for MSC Cruises based out of Italy, Grace Bay Resort in Turks & Caicos, EVT
Hospitality in Australia, and Dolce Hotels globally.

Meet with inspiration.

D©Lce {Ellf-"\f%f.lf BAY Illf.f*;li)_'[}'il'i

HOTELS AND RESORTS"

EVT

LINE

FOS

HOSPITALITY




Grace Bay Leadership Workshop Overview:

Day 1: Day 3:
1. Defining Leadership 1. Develop Talent
2. Promote Meaning and a Sense 2. Manage Performance

of Purpose Day 4:
Day 2: 1. Manage My Time Correctly
1. Build Relationships and 2. My Leadership Priorities

Teamwork Day 5
ay 5:

2. Drive Continuous Improvement Y

1. Executive Presentation —A Brand Commitment
2. Leading Myself — A Personal Commitment

Values: we are GRACEFUL

Genuine: We are authentic, passionate, and love what we do
Responsible: e take ownership, are accountable, and have integrity in all that we do
Adaptive: We are knowledgeable, open-minded, and creative in our thinking
Collaborative: We communicate effectively, are reliable, and always respectful
Execute: We are results driven, consistent, and detail-orientated
Friendly: We are positive, engaging, and like to have fun
Understandin, empathetic, responsive, and always caring
Lead: We are , empowered, and inspire others

-y

Vision:

Grace Bay Resorts is known for the Exceptional
and Unforgettable - a Handmade Caribbean Experience.

B i e : 1

1- Ohls(andmy; employees delivering exceptional service.

2 - An authentic Turks & Caicos Culture delivered with a relaxed island feel
3- The Grace Bay beachfront, waters, and views made beautiful by nature
4- An exclusive destination accessorized by creative culinary, stylish

accommodations, and distinct'amenities. _
R

The Manager’s Mind_sgt:
Leading and Supervising

E.VT Facilitator Guide

ALLLLLLLALELLLAAAAARARAAALAAMAMARY




Managing Guest Complaints

Check for
Satisfaction

THE LINE LEADERSHIP

£
§
4
&
i
}
i
5
§
i
i
i
i
'
3

General Manager
Playbook &y
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Brand
Standards and
Operating
Procedures

As we have mentioned throughout this book, we have helped define the
standards and operating procedures or details for several hospitality brands
and hotels at all levels and for all sizes.

We developed the brand standards for four different brands for Wanda Hotels

in China. We developed standards for hotels at a 6-star Wanda Reign, 5-star
Wanda Vista, 4-star Wanda Realm, and 3-star level Wanda Jin. We also created
the SOPs for the Edition and NoMad hotels in the luxury space and for the Hard
Rock Hotels in the entertainment space.

37



EDITION
4 g
BEVERAGE | NAME

AL DINNG FOOD [[v-\Tt

EPARTMENT. FOX
STION. GA

[ GLOBAL SKILLS CHECK

What is the 16-5 nie?

What is the proper werbiage we we to ¢
Oron known, how m
intmraction?

What question shoul
5. In addtion 1o yo

ot each guast?
¥ tmes should you uss the gusst name during sach

EDITICN
ou ask at the eed of avary guest service !, -
rbe, what are three important undorm standar

paraction?

| OPERATIONAL SKILLS CHECK ]
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NoMAD

DESIGN & INSPIRATION

e Design by French designer Jacques Garcia, who was also
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