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Champ Hospitality LP
Joseph H. Champ | President

Location: Carrollton, Texas 

Founded in 2006 as a boutique development services and consulting 
company, Champ Hospitality LP’s primary focus is on unique 
midmarket and upscale hotels in markets that can offer an above 

average return to investors. 
It was founded by Joseph H. Champ, who brought over 25 years 

of experience in hospitality, resort and golf industries to his company. 
Champ has served as Executive Vice President Business Development and 
Chief Investment Officer for Wyndham International, Inc. and as Senior 
Vice President of Acquisitions and Development for Starwood Hotels 
and Resorts Worldwide. He is an expert in the areas of hotel franchising, 
management contracts, branding and development. 

“Champ Hospitality focuses on development, acquisitions and dispositions 
of properties, and asset management of properties,” says Champ. “I’ve spent 
most of the last two years developing and now I’m working on a variety of 
acquisition opportunities with distressed real estate. I’m also working with 
clients in addressing the performance difficulties that their properties have 
right now and in developing viable and timely solutions.” 

And there are many difficulties in the market today; however, it’s 
nothing Champ hasn’t seen before. “I bring knowledge to my company of 
what cycles are all about,” says Champ. “I went through the down cycle 
in 1986, which was pretty deep, and there were two later ones that were 
not as bad—in the 1990s and in 2001. I recognize the patterns and have 
been through enough of them that it gives me some real advantages—and 
it also allows me to help our clients get through this period.” 

The economy has dramatically slowed the hospitality market, as it 
has for most other real estate markets. “New development opportunities 
are limited given the lack of capital and demand in the marketplace,” 
explains Champ. “I think the biggest challenge that has been created due 
to the economic downturn is the lack of capital, which continues to put 
downward pressure on our economy.”
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To that end, Champ Hospitality is working to raise internal capital 
resources that allow the company to move forward with acquisitions. “I’m 
looking at domestic capital and foreign capital as well,” says Champ. “I’ve 
seen this in other cycles; when there is a perception that the bottom has been 
reached sources of capital start to open up to get in and buy value assets.” 

However, this is not an average cycle. “What is unusual at this point 
is a lot of financial institutions are not moving in to take ownership of 
properties. The bulk of distressed properties are not being taken back by 
the financial institutions but there are loans for sale in the marketplace,” 
explains Champ. “Buying a loan is very different from buying a piece 
of real estate and I think a lot of investors looking at loans should tread 
carefully.” 

It’s the ability to calculate risks and come out ahead that has been a 
hallmark of Champ’s career—and his company.

Champ Hospitality has a very hands-on management style. “We 
try to find projects that we can get involved with at the start and see it 
through to the finish,” says Champ. “My partners and I are not singularly 
focused on one aspect of the hotel lifecycle. Our experience ranges from 
project conception through ongoing operations.  One of the core strengths 
we bring to various projects is the ability to assess a project, implement a 
strategy and see that strategy through.” 

DEVELOPMENTS
In the late 1990s, Champ worked with Starwood overseeing the group 
responsible for management contracts, development and franchise sales.  
He did similar work for Westin Hotels and Resorts before that. He was 
also involved with the startup of Starwood’s W hotels. “In both cases, I 
saw brands I really believed in and I saw a lack of midmarket suburban 
office park product in those brands,” says Champ. “They had luxury, 
urban brands but they hadn’t spread out to secondary markets.” 

In 2005, Starwood launched the W Aloft brand and Westin launched 
the Element brand. Champ served on Aloft’s advisory board. 

“The ability to build these products in markets that heretofore had not 
been served by Starwood and Westin is really a great opportunity that we 
see,” says Champ. Thus far, Champ Hospitality has opened four Aloft hotels, 
all in Texas—three in the Dallas–Fort Worth  area and one in San Antonio; 
all have been in partnership with Aimbridge Hospitality and J.F. Capital. 

The company also is providing development services on an Element 
hotel in Omaha, Nebraska. The project is sponsored by Mutual of Omaha 
and is part of a larger project the insurance titan is developing called 
Midtown Crossing at Turner Park. It is part of an overall mixed-use 
corporate campus development. “Adding an Element hotel makes a lot of 
sense in this mixed-use development, especially with the number of room 
nights that Mutual of Omaha generates along with other nearby sources 
of demand,” says Champ. “There are several companies and two regional 
hospitals that will generate longer-term stays and the Element has a nice 
extended stay positioning to it.” 

Rooms are 407 to 488 square feet and feature studio and one-
bedroom configurations. Some rooms have kitchenettes. The Element 
brand is eco-friendly and progressive. It is expected to be the first LEED 
certified hotel in Omaha—even featuring a green roof. “It’s hard to argue 
against going green and a lot of good corporate citizens are going to give 
preference to green hotels,” says Champ. 

Meanwhile, the four Aloft projects are going strong. 
“Where the Element is a little more traditional in design, the Aloft 

product is very forward thinking,” says Champ. “It has the feeling of a W 
hotel with a living room, lobby bar, good music and lots of places that the 
eye is drawn to. It is both warm and industrial at the same time.

There is a mix of industrial cool—exposed ceilings and mechanical 
equipment—and warm colors and materials. “The result is brilliant—it 
creates something contemporary but warm for travelers,” says Champ. 

Rooms are smaller than traditional—280 to 321 square feet—but 
they are wider and taller with ten-foot ceilings. There are two windows 
in each room and a 42-inch flat-screen HDTV. Bathrooms feature walk-in 
showers and a large vanity. 

With a plan to conquer secondary markets with Starwood and Westin, 
Champ Hospitality is weathering the current economic storm and looking 
to the future—and it’s never too late to be surprised. “During the time we 
were opening our Aloft hotels, we were in strong corporate markets, but 
once we opened we had to find other sources of business,” says Champ. 

“We’ve found that Aloft is very popular with families and has been much 
better received in the leisure market than I expected. We had to find 
business from sources we didn’t expect to find it in—but it’s out there if 
you look for it.” 

Chandler SignS lP, llP
Chandler Signs, founded in 1978, provides exterior and interior signs for national and regional clients in vari-
ous market segments such as Hotels, Banking, Restaurants and Retail. We provide full Project Management, 
in-house Manufacturing and Installation. Company objectives have been underlined by a strong sense of 
purpose, a clear understanding of what our customers expect, a willingness and a service mindedness to 
make this understanding a reality.

My partners and I are not singularly focused on one aspect of the hotel life 
cycle. Our experience ranges from project conception through ongoing 

operations. One of the core strengths we bring to various projects is the ability 
to assess a project, implement a strategy and see that strategy through.
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