
M ilitary Club & Hospitality spoke 
with Siddhi Patel, Lodging Program 
specialist, Food, Hospitality, Com-

mercial Recreation & Entertainment, Sem-
per Fit and Exchange Services Division, 
about the current state of Marine Corps 
Lodging, including another successful year 
of building the brand. 

 
MCH: What were the highlights of Ma-
rine Corps lodging during 2012?

Siddhi Patel: The “Inns of the Corps” 
had a monumental year in our development 
as a brand. In fiscal 2012, we developed our 
Brand Ambassador Training program with 
the aim to standardize “best in class” oper-
ating procedures, reinforce the logic behind 
our brand standards, train and develop our 
lodging employees, and lastly, to introduce 
them to our branded service recovery pro-
gram. As a supplement and sustainment 
tool, we soon will launch branded video training for staff.

Also in 2012, the Marine Corps began construction of two 
new additions to temporary lodging facilities (TLF) aboard 
MCB Camp Lejeune, N.C., and MCAS Miramar, Calif. 
Those projects have been completed, and new inventory was 
launched in May 2013.

 
MCH: How many Inns of the Corps TLFs do you run? 
What were revenues in fiscal 2012, and how did they com-
pare with fiscal 2011? How are revenues year-to-date?
 
Patel: In fiscal 2012, the Inns of the Corps operated 14 

TLFs on 11 Marine Corps installations with total net sales 
of $23.5 million. The program occupancy grew 4 percentage 
points to 82 percent. The program average daily rate (ADR) 
grew $0.47 to $78.19. Revenue per available room (RevPAR), 
a key industry metric, increased as well by $3.50 to $64.12. 

TLF sales in 2012 were down by $1 million, from $24.5 
million to $23.5 million, primarily due to the closure and de-
molition of 87 guest rooms at MCAS Miramar, clearing the 
way for 102 new guest rooms (MCH September cover story).

 
MCH: Have you opened any new lodges, and are there 
any new lodges you plan to open in 2013 and 2014? 

Patel: We did not open any new lodges in 2012. Howev-
er, in 2013, we opened the 50-room addition at MCB Camp 
Lejeune along with a new lobby and public areas, including 
a fitness room and multi-functional space playfully labeled 
“Eat, Work, Play,” with a hot breakfast buffet served daily.

Aboard MCAS Miramar, two new TLF 
building additions were launched, contain-
ing a total of 102 new branded guest rooms 
and suites. In 2014, a beautiful, new 80-
room TLF aboard MCAGCC Twentynine 
Palms, Calif., will be launched, and in ad-
dition, a 78-room TLF in Japan aboard 
MCAS Iwakuni is slated to be completed. 

  
MCH: What additional plans do you 
have for renovations for the rest of this 
year and in 2014?

Patel: Another significant renovation 
project currently underway is the renova-
tion of 90 existing rooms at MCB Camp 
Lejeune to meet Inns of the Corps brand 
standards. The project has been split into 
phases, with the first renovation completion 
date slated for November 2013. The next 
phase should be completed by April 2014. 
Upon completion, the “Inns of the Corps, 

Camp Lejeune” will be the first fully branded TLF in the pro-
gram.

We are also currently working on full FF&E renovation at 
the West Pac Lodge, MCB Camp Butler. This project is sched-
uled to be completed in January 2014 and will be the first 
OCONUS branded TLF. 

 
MCH: Please talk about sustainability and conservation, 
and how “going green” factors into the way you are con-
structing, renovating and operating facilities.

Patel: Sustainability is a pillar upon which Inns of the 
Corps stands. We are fortunate to currently have 3 TLFs that 
are Leadership in Energy and Environmental Design (LEED) 
Silver certified. These are Inns of the Corps Pendleton South 
Mesa; Inns of the Corps Miramar (new rooms); and Inns of 
the Corps Lejeune (new addition).

We have further stressed the importance of sustainability 
and added it into our daily operations. We have a linen recycle 
program; low-flow shower heads; a new amenity package fea-
turing H2O branded amenities; recycled trash cans in every 
room; and energy-efficient lighting. The bedding package in-
cludes mattress sets constructed from recycled materials. 

MCH: Last year, you mentioned that there was a beta test 
planned for the new breakfast package at Sleepy Tortoise 
Lodge, as well as plans to rollout the breakfast package to 
all of the Inns of the Corps. How has this initiative worked 
out? Where are you in the rollout process?
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training in Japan and Hawaii.  
In total, over 250 lodging employees and managers will 

have received training, much of it delivered in small groups, 
one on one, and in classroom settings.

The Quality Assurance Program will begin in 2014 with 
a focus on TLFs, recreational lodging, clubs and full-service 
restaurants.  

 
MCH: Please provide an update on the implementation 
of online reservations at all TLFs. How many reservations 
have been made online since its implementation?
 
Patel: We are currently converting between 11 percent and 

14 percent through our Inns of the Corps online reservation 
site. Between 2012 and 2013, we beta tested with the Navy 
Exchange Service Command (NEXCOM) and its central res-
ervation call center. The results were very promising, with 
a conversion rate of 22 percent of all calls handled. We are 
further working on introducing the central reservation system 
(CRS) to all the TLFs in the near future. 

 
MCH: Are there any new technological advances or ser-
vices/amenities that are being featured or are now avail-
able in the TLFs? 

Patel: The Online Guest Satisfaction System that was 
highlighted earlier is our most recent innovation within the 
brand.  

In the future, however, we endeavor to introduce new 
technology to keep up with new trends in commercial hotels. 
Some of the new features include: interactive TVs in lobbies; 
a touch-screen property management system; guest service 
agents using tablets at check-in; check-in pods; increased Wi-
Fi bandwidth; in-room gaming; and Wi-Fi TVs, to name a few.

Our goal in the future is to become less transactional, and 
we strive to become true ambassadors of hospitality.

    
MCH: Is there anything else you would like to add?
 
Patel: The Inns of the Corps brand continues to evolve into 

a prolific and customer-centric business. Through our partner-
ships at Marine Corps Installations and our phenomenal and 
invested staff, we are able to grow our brand.

Our brand promise is to provide a “Crisp, Clean and Com-
fortable” experience every time. We have dedicated and highly 
trained professionals and proud leadership across the Marine 
Corps running our hotels. 

I am proud to report our mission of taking care of Marines, 
Sailors and their families through hospitality is alive and well 
in the United States Marine Corps!

—MCH

Patel: We successfully completed the beta test and have 
now rolled out the breakfast program. All of our TLFs now 
serve breakfast. The few that do not have a breakfast room 
still serve coffee, and a “Grab and Go” boxed breakfast (fruit, 
muffin, yogurt).

Through our Brand Ambassador training program, we 
worked diligently with all the breakfast attendants and man-
agers on the breakfast program and operating standards. We 
view breakfast as a key touch point with our guests, and an 
opportunity to connect with them, personalize their hotel ex-
perience and to drive loyalty. 

Our team also provided ServSafe certification training to 
all the breakfast attendants, TLF managers, and any employee 
at the TLF that might come into contact with food.

The program has been met with success. The feedback 
from guests has been very promising, and the uptick in our 
guest satisfaction scores has been notable.

 
MCH: Please provide an update on the online customer 
survey program, which last year you mentioned was the 
“most significant success” in 2011-2012. 

Patel: The online Guest Satisfaction Survey (GSS) system 
has become a core pillar on which we have built our brand. 
We have developed our procedures in such a way that every 
manager, supervisor and employee is fully invested in their 
TLF’s progress to creating a culture of service and “WOW-
ing” Marines and their families.

The online system “dashboard” allows managers to indi-
vidually view survey details, identify trends and correspond 
directly with guests through email right from that program. 
Inns of the Corps feel it is critical to saturate our brand with 
the voice of our guests, and this program allows us the ability 
to do just that.

MCH: How has this program been received, and how is 
the information gathered being used to improve customer 
service?

Patel: Every TLF manager and supervisor has access to 
the online dashboard. The brand standards require that survey 
responses are monitored daily, and guests with scores below 
85 percent and above 90 percent receive a personalized email 
follow up. By doing this, we strengthen the connection with 
our guests, identify opportunities for improvement and also 
cheer our successes. 

 
MCH: Where are you with the brand training that was 
discussed briefly last year? Has this training been final-
ized, and where are you with the quality assessments at 
each of the TLFs?

Patel: Due to budget restrictions, we took a strategic pause 
with the training in the first half of 2013. However, in June 
2013, we successfully completed all the training at every 
CONUS TLF. In October 2013, we will complete the initial 
rollout of the training program, with personal site visits and 
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