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McCully & Associates would like to thank all the County Appraisers & their staff who have
participated in this project. I would also like to give a special thanks to Cindy Brenner for all of
her assistance. At this time, we are making this profile available to all County Appraisers & we
strongly encourage everyone who has a property that is subject of one of these profiles to
participate. We all benefit from the information and the effort on the County’s part is minimal.
We hope & believe that this type of data compilation can result in greater consistency and
accuracy in appraisals across the county lines. While we don’t make value recommendations, we
believe that improving listing procedures & consistency is an important first step. We welcome
any suggestions, criticism or assistance for future projects. You may contact my home office for
further information or comment:

William McCully
McCully & Associates
P.O. Box 1113
Louisville, MS 39339
662-773-5555
662-773-5910

Office
Fax

wwmccul@mchsi.com
www.mccullygroup.com

Summary information is based upon data provided & our analysis of this data. This most often
represents majority data. The suggestions provided may not apply to a specific property within
your jurisdiction and are not to be construed as an opinion of value but as a guide to improve
listing consistency across county lines. We are not responsible for errors. This profile is for
informational purposes only.
Additional commentary may be based upon observation, anecdotal information or information
that could not be independently confirmed. It is provided to establish a larger base of knowledge
and to prompt further input and discussion from the user. It is not intended to provide data upon
which to produce valuation decisions.

BUSINESS DATA
HOLIDAY INN EXPRESS
The Holiday Inn Express Brand is owned by Intercontinental Hotel Group (IHG)
IHG’s brands also include Crowne Plaza, Hotel Indigo, Holiday Inn, Staybridge &
Candlewood. The following business data is for IHG in total - not specifically Holiday Inn
Express.

(NYSE:IHG)
STOCK PRICE: $ 14.94 (as of 1-25-08 for IHG)
TOTAL REVENUE (2006): 1,880,736,000
NET INCOME (2006):

$952,123,000

HEADQUARTERS: WINDSOR, UNITED KINGDOM
# OF EMPLOYEES (IHG)

11,456

SERVICES: LODGING
WEBSITE: http://www.ichotelsgroup.com

PROFILE & HISTORY:
Founded in 1952 in Memphis, Tennessee under the name “Holiday Inn” by Kemmons Wilson.
The company became the dominant player in the U.S. lodging industry throughout the 1960’s and
1970’s. Holiday Inn began to lose its market dominance in the 1980’s. After a series of name
changes and purchases, the Holiday Inn name and assets are now under the ownership of the
Intercontinental Hotel Group (IHG) based in the United Kingdom. The Holiday Inn Express
concept was developed in the early 1990’s and has become a major component of IHG’s growth.
There are now 1770 Holiday Inn Express in operation all over the world with 152,503 rooms
available and an average of two new hotels opening a week. IHG has 11,456 full time employees
that work in their corporate offices and help manage all seven different hotel franchises. IHG only
owns one percent of their portfolio. The vast majority of Holiday Inn Express properties are
independently owned.
Specific Royalty Fees are not known but the following is a quote from the “About Franchising”
page of their website.
“The franchise contract is generally a standard contract, with some variation across the world. A
sample contract would have a royalty fee of 5% of rooms' revenue. However this also varies
across brands and countries.”

Major competitors include: Best Western, Hampton Inn, Comfort Inn, Ramada Inn, Quality Inn,
Howard Johnson

Sources: Yahoo Financial, Wikipedia, IHG web site, Scottrade

DESIGN & CONSTRUCTION
Holiday Inn Express caters to business and short term travelers providing standard
amenities. There are no restaurants associated with this chain.
Most Holiday Inn Express properties were built in the last few years. A review of
development information from the IHG website indicates that new motels are built upon
two basic designs. These base designs are included at the end of this study but the reader
should be aware that the quality of the pdf download from the website is poor. Both
designs indicate three story structures.
AMENITIES: There is some variance but most are equipped with indoor pools, a
business center, free internet access, whirlpools, laundry facilities and
complimentary breakfast. Roughly one half to two thirds have on-site exercise
facilities.

HOLIDAY INN EXPRESS IN KANSAS
A review of the website indicates that there are 22 properties in the state of Kansas that
carry the Holiday Inn Express flag. There are several older Holiday Inn full service
motels that would not directly relate to this profile.

Properties are identified in the following communities:

ABILENE
ANDOVER
BONNER SPRINGS
COLBY
CONCORDIA
DODGE CITY
EL DORADO
EMPORIA
GARDEN CITY
GOODLAND
HAYS
HUTCHINSON
JUNCTION CITY

KANSAS CITY
LANSING
LAWRENCE
LEAVENWORTH
LIBERAL
MANHATTAN
MCPHERSON
OLATHE
OVERLAND PARK
SALINA
TOPEKA
WICHITA

SIZE: A review indicates that there is some variance in # of rooms and amenities but
within a small range: 58 units to 96 units. The average unit size is about 70.
These are roughly divided equally between single bed & double bed units with some
units classified as suites or kid’s suites. Some are also equipped with in room Jacuzzi
and/or sofa beds.

A review of rates indicates a broader range than might be expected.
RATES: Standard Rates seem to range from a low of $73/night to a high in excess of
$120 - centering around $85-$95. This variance is sometimes based on room preference
but just as often upon advance purchase, Priority Club preferences, etc. Some facilities
indicate lower weekend rates but many do not. Suites range upward based upon
amenities.

PHOTOGRAPHS

DATA SUMMARY
The following statistical summary represents data provided. Valuation statistics are not
based upon the final assigned value of the property but upon the cost value indicated by
the provided KSCAMA cost ladder. As one of the stated goals of this profile is to
improve consistency of listing, valuation statistics should be based upon the same
method. Further discussion of valuation methods and consistency will follow later in
this report.

SAMPLES SUBMITTED
COUNTIES
REPRESENTED

11
9

MEAN

MEDIAN

RANGE

LAND AREA (SF)

107018

93436

43430 TO 192028

YEAR BUILT

2002

2004

1995 TO 2007

UNITS

71

69

58 TO 96

BLDG SQFT

41433

41370

33564 TO 51090

ROOM SIZE (SF)

587

565

532 TO 713

PARKING AREA (SF)

39840

39551

11230 TO 75663

$
48,120
$
76.75
$
2.70
$
70.82

$27,446 TO
$68,090

IMP VAL PER SQFT

$
45,384
$
78.08
$
4.09
$
68.35

LANDVAL/TOTAL VAL

11.13%

8.19%

VALUATION STATS**
COSTVAL PER UNIT
COSTVAL PER SF
LANDVAL PER SQFT

47.43 TO 127.94
0.79 TO 13.84
43.54 TO 97.34
2% TO 24%

** These stats based upon provided current cost ladder - not final value for 2007

ASP

SUMMARY LISTING OF COUNTY CODING
GRADE STRUCT
C+
B+
B+
C+
B+
B
B
B
C*
B+
B

315
315
315
315
315
315
315
315
NA
315
315

USE

PHY

FUNC

ECO

21
21
21
12
21
12
12
21
NA
12
21

N
N
N
N
R
N
N
N
N
N
N

N
N
N
N
N
N
N
N
N
N
N

100
100
100
100
100
80
100
100
100
100
100

* C grade is based on Orion System – not directly comparable to KSCAMA grades

LISTING INFORMATION
The following information is based upon our observations and most often represent
majority data. The suggestions may not apply to a specific property within your
jurisdiction and are not to be construed as an opinion of value but as a guide to
improve listing consistency across county lines. We are not responsible for errors in
initial data provided to us or the results as a consequence of these errors.
GRADE:
Grades range from C+ to B+. The majority of properties were graded
equally split between B & B+.
STRUCTURE CODE: all counties use one code:
315
Hotel/Motel Low Rise
USE CODE: There is almost a 50/50 split in the application of KSCAMA use code
between code 012 HOTEL and code 021 MOTEL. Two issues probably led to this
variance in use code. One issue is the personal definition of a motel vs a hotel and the
other is the intent of the developers of the KSCAMA manual. Further exploration of
these issues follow in the ADDITIONAL INFORMATION section of this profile. Given
cost considerations, the 012 HOTEL code may be the better option.
WALL HEIGHT: Obvious variation may exist but the majority of counties indicated
wall heights between 28 and 32 feet. Significant variance from this figure should be
checked. ** Some counties listed each floor level on a separate line with individual wall
heights – while others listed floors 2 & 3 on the same line.
EXTERIOR WALLS:
There are some obvious variances between the exterior
material of individual properties. The newer style tends to consist of brick masonry on
the first floor with sometimes additional decorative work and the upper floors are
predominantly frame.
CONSTRUCTION TYPE: All Counties have listed this as construction type 1 which
is wood frame construction. This appears to be accurate. I do believe that at least some of
the recent constructions have utilized metal studs.
PHY/FUNC/ECONOMIC: Most counties applied as NORMAL-NORMAL 100%.
Some variance exists but this is county specific and no suggestions are warranted.
BUILDING OTHER FEATURES: Usually consist of:
Indoor pool (usually SC1)
Full wet Sprinkler system (SS1)
Elevator – Counties are split on electric or hydraulic and some appear to be listed
incorrectly (EL2 – electric, EL4- hydraulic)

Enclosed Entry - is typically listed (EE1)
Canopy - Counties are split on this listing as well – Some list the drive-thru Or
entrance canopy as an attached improvement as a CP8 or CP9 – while others list
this as an OBY item. From a cost standpoint – a listing as an oby as a BC1 (bank
canopy) is probably more representative of actual cost. $25.75 vs $13.60 as a CP9.
YARD IMPR/SECONDARY BLDG:
Most properties have asphalt paving (PA1)
areas although a few have concrete paving. Many also have wall mounted lights (LT1 or
LT2) and pole mounted lights in the parking area (LT4 or LT5). Those who do not
should verify this data.
Miscellaneous other structure may exist but are not common to the majority of properties
received.

ADDITIONAL INFORMATION FOR CONSIDERATION
LAND: Land to total value ratios are lower than for other properties studied. This is
likely due to the relationship of land area required vs the total bldg area of a typical three
story structure. L/T ratio continue to follow the pattern where larger jurisdictions produce
higher L/T ratios due to higher land values.

CONSTRUCTION COSTS: Some recent constructions were completed thru
the use of IRB’s and costs are available.
PROPERTY ONE:
TOTAL COST
LAND
BUILDING
FURN/FIX/EQUIP
FEES/INS, ETC

(Sherman Co)
$5,000,000
$125,000
$4,168,856
$623,562
$82,582

PER SQFT
$104.53
$0.87
$87.16
$13.03
$1.73

% of TOT
100%
2.5%
83.3%
12.5%
1.7%

PROPERTY TWO: (built by contractor for self @ $2,700,000 – stated would build for
others@ approximate total of $5,000,000. (Butler Co)
PER SQFT
% of TOT
TOTAL COST
$5,000,000
$127.30
100%
LAND
$200,000
$2.29
4%
BUILDING
$4,700,000
$119.66
96%
NO BREAKDOWN AS TO FURN/FIX/EQP PROVIDED

BUILDER DID STATE THAT PAVING (ASP) & CURBING COST $125,000 OR
$2.91/SF
PROPERTY THREE: SVQ indicates amount of IRB (Butler Co)
TOTAL COST
$3,899,451 PER SQFT
$88.71
The SVQ indicated that this amount did not include furn/fix/eqpt.
The land previously sold @ $600,000 or $6.56/sf or 15.4% of total
All of the above constructions occurred in 2006 or 2007.

SALES: TWO SALE OF AN EXISTING FACILITIES WERE PROVIDED.
PROPERTY # 1: (Seward Co)
TOTAL SALE PRICE
$4,400,000 OR $117.19
FURN/FIX/EQPT
$600,000 OR $16.09/SF OR 15% OF TOTAL SALE
BUSINESS INTEREST @ $1,000,000 – ( This figure and reasoning was not
specifically documented) (questionable)
PROPERTY # 2 (Douglas Co)
TOTAL SALES PRICE!!!! SVQ indicated $5,700,000 – further verification indicated
sales contract was for $4,600,000 or $104.83/sf. Removing a $5500 franchise fee and
$98,700 for furn/fix/eqpt leaves a real estate sales price of $4,495,800 or $102.45/sf. This
property was apparently converted from or to another franchise.

INCOME:
A limited amount of income data was provided and documentation was suspect.
A review of LOOP NETindicated that there are not a large number of these properties for
sale. Asking prices were in a very broad range based on location, style and facility age.
Listing documentation was limited but indicated occupancies in the 60% to 80% range
( avg 68%). This corresponds with the limited income info provided.
Asking Cap rates ranged from 7% to 13% (avg 9.56%)
REVPAR ranged from $39 to $74 (avg $56.67)

COMMENTS & EXPLANATIONS
REVPAR: Revenue per available room. This is generally calculated as average daily
room rate times occupancy rate. For example:
AVG DAILY RATE $85.00 X OCC RATE OF 69% = A REVPAR OF $58.65
RevPAR is a common unit of comparison of financial performance.
VALUATION METHOD: The majority of properties were valued by the KSCAMA
cost approach. A few were valued based upon income and generated a much lower value
than indicated by the sale, asking prices and cost to construct. At least one property was
adjusted for incompletion.
GRADE: There is some perception that there is enough variance in construction quality,
design and material to warrant slightly different grades on these properties. B or B+
seem to be the most likely choices.

MOTEL vs HOTEL USE CODE: There is no definitive answer to this question.
Holiday Inn Express defines themselves as a “Hotel” and most if not all require room
entrance from an interior corridor. However they are limited service versus what most
consider to be a full hotel. The variance in use code 012 vs 021 is $2.75 per sqft.
KSCAMA does not provide further explanation. Given cost issues – the 012 use code
may be more representative of actual cost.

FINAL RECOMMENDATIONS
GRADE: B or B+

-

STRUCTURE CODE:

315

USE CODE: 012
WALL HT:

PLUS OR MINUS 30 FEET TOTAL

CONSTRUCTION TYPE:

1

EXTERIOR MATERIAL: AS BUILT
OTHER ITEMS TO LOOK FOR:
• Verify Sprinkler system through out
• Verify type and listing of elevator
• Check for wall mounted and pole mounted lighting
• Consider the canopy code as BC1 rather than a CP9 to account for cost.
• Paving tends to be asphalt on new construction and paving area tends to run
roughly equivalent to the size of the building.

ADDENDUM:
The following is a commentary about Hotel/Motel Cap Rates prepared for a client. It is
not to be construed as a specific recommendation for a specific property and is included
to provide material for further discussion or reference.

CAP RATE COMMENTARY:
Mass Appraisers are even more limited than fee appraisers in their ability to gather
income information from properties that have sold – upon which to establish a
capitalization rate. For special use properties such as motels that are limited in number
even in the larger jurisdiction, it is virtually impossible to statistically establish a market
derived overall capitalization rate. Business owners are reluctant to provide such
information to a government authority.
A survey of industry publications & available broker/consultant data indicates that those
in the private sector have similar problems. Some summary information can be gleaned
from these sources, however.
Immediately after 09/11/2001, the hotel/motel industry suffered a decline but the last
three to four years has seen a resurgence in the industry that has resulted in significant
new construction and significantly declining capitalization rates. Information from
articles in “Hotel/Motel Management” indicate average national rates in 2005 and
2006 of 8.1 to 8.5% for full service motels and 10.3% for limited service. This
corresponds with anecdotal information that limited service motels are capitalized at
approximately 1.5% higher rates than full service. There is no evidence that these rates
have changed significantly since that time.
There is no data available to support any conclusion but it is reasonable to estimate that
cap rates in more rural areas would be somewhat higher due to perceived risk and a more
limited base of investors. It would not be reasonable to assume that this rate would be
significantly higher however as the same forces affect these markets like all others. A
premium of 1 to 1.5% would seem reasonable- however there is no direct data to support
any adjustment from national averages. Estimated results would be 9 to 10% for full
service and 11-12% for limited service motels.
While asking prices are not a direct indicator of sales prices & indicated cap rates, they
do provide some support to the above data. A review of current listings on websites
such as Loopnet & International Hotel Brokers indicates asking prices based upon
cap rates ranging from 7.3% to 16.6% with most ranging between 8.5 and 11%.
This would likely represent the lower end of the estimated cap rates.

Anecdotal information also indicates that a general rule of thumb is that most motels
regardless of type should sell at 2.5 to 3.5 times gross yearly revenue. Applying this rule
of thumb to a generic sample property:
60 unit motel - Average Daily Room Rate $75 - Avg Occ of 69%
60 x $75 x .69 X 365 days = $1,133,325 gross yearly revenue
$1133325 X 3 = $3,399,975 or $56,666 per unit
$1133325 X 3.5 = $3,966,638 or $66,110 per unit
$1133325 X 2.5 = $2,833,312 or $47,222 per unit.

PERSONAL PROPERTY %
Extracting income attributable to personal property or business interest is not
typical. This is not a function that most investors or fee appraisers have to deal with.
Most appraisals that I have seen - establish a value and then attribute a percent of
that value to personal property. Franchise fees are included as expenses and further
adjustment is usually not warranted. I would first compare & include the motel’s
personal property renditions as an indication of their estimate of value. In my
experience, pp constitutes 10 to 15% of sale value of a limited service motel. I
believe this can be proven with sales.

