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PROJECT DESCRIPTION
PROJECT OVERVIEW
The Truax Hotel is a 185-room, 4 Star luxury boutique hotel
with wedding, banquet and conference facilities; a broad range
of Food & Beverage outlets, specialty retail and spa/health club
facilities that will be operated as part of the hotel operations. A
separate project consisting of a 500+ space garage will be built
directly across from the hotel entrance. This parking garage will
provide the required parking under a long-term contract to have
spaces available, as needed, by The Truax Hotel. The owners of
the garage are the same owners as The Truax Hotel.
The building site for the hotel is 61,346 sq. ft. and has been
acquired by Temecula Hotel Partners, LLC, the Project LLC, at a
cost of $4.54 million. The funds used for the acquisition are from
the equity proceeds invested in the project.
The total project cost for The Truax Hotel is $80 million. In the
fifth year of operations we anticipate a net operating income of
$7.6 million and a capitalized value of $116 million using a 6.5%
cap rate.

Truax Hotel Standard “A” King Room

PROJECT STORY
FACILITIES SIZES
Legacy is about people, and it is the people that make the Truax
story special and memorable. The Truax Family of Companies
builds community. Through artisanship and craftsmanship,
projects are developed that are an example of what hard work,
integrity and commitment to quality can accomplish.
Truax Hotel came to be from a lineage of innkeepers older than
America itself. Making the arduous journey from France in the
mid-1600’s, the Truax family settled across the country with their
family name becoming synonymous with quality construction,
hospitality and community. Today, Bernard Truax carries on his
family’s legacy through the establishment of The Truax Hotel,
which will bring a fresh vitality to Old Town, Temecula.
Adopting Temecula as his home for decades, Bernie is a cowboy
at heart, guided by the ideals of an era where your word is your
honor and deals are sealed with a handshake. Out of his love
and appreciation of Temecula and the perpetual desire to give
back to the community, came the inspiration to create a hotel that
preserves the area’s historic landscape, and restores Old Town to
the way it should have always been.
Re-envisioning the spirit of California ranch-living in a new,
contemporary way, The Truax Hotel blends the wonderment
and grandeur of yesteryear with the modern luxuries of today.
Incorporating state-of-the-art technology, impeccable finishes
and attention to detail, The Truax Hotel honors Temecula’s
historic past while setting the stage for a vibrant and exciting
future.

Hotel Rooms............................................ 77,407sf
Banquet Halls.......................................... 5,375 sf
Pre-Function Rooms................................ 2,458sf
Boardroom & Meeting Rooms................ 2,031 sf
Fitness Center.......................................... 1,167 sf
Retail Shops............................................. 9,322 sf
Restaurants.............................................. 6,929 sf
Bar & Lounges........................................ 7,774 sf
Hotel Lobby............................................. 1,811 sf
Circulation and Back of House............... 52,668 sf
Hotel Interior Total..................................166,942 sf
Hotel Exterior Total................................. 43,523 sf
Hotel Total............................................... 210,465 sf

ROOMS & Suites
Standard Rooms:
“A” 431 sf Standard............................................75
(62 Std King / 13 Std Double Queen)
A-1 372 sf King .................................................80
A-2 407 sf King..................................................18
Suites
D 588 sf Luxury King...................................... 4
Penthouse Suites
B 637 sf Penthouse Bridle Suite.......................1
C 410 sf Deluxe Corner Balcony King............ 3
E 895 sf Penthouse King.................................. 1
F 1045 sf Penthouse King................................ 1
G 1003 sf Penthouse King.................................1
K 744 sf Penthouse King...................................1
L 834 sf Penthouse King/Twin ......................... 1
Total Rooms & Suites....................................................185

RED WINE BOTTLE MOCK UP

PROJECT STORY

The Truax Hotel is part of the Truax Legacy. A true microcosm
of the area, each visit to The Truax Hotel will offer a unique
experience that will leave the visitors wanting more and begin
planning what they will do on their next visit. This four-star
luxury hotel spans five floors and includes a porte cochère,
banquet and conference facilities, health club, and luxury spa
services along with boutique shops and five dining options. The
project features architectural elements such as paseo walkways, a
grand staircase, water features, roof-top bar and inviting outdoor
spaces.
The Truax Family of Companies supports local economic growth
and sustainability by developing business opportunities through
diversified and targeted global, regional and local funding
sources.
Truax projects are constructed with the highest level of American
ingenuity and craftsmanship in the Truax tradition of building
communities where people can live, work and play. The Truax
Family of Companies is committed to excellence, integrity, quality
and generosity.
Construction is scheduled to begin in late 2018. Completion is
scheduled for Spring 2020.

2017
RED BLEND
Made in Temecula, CA
750ml a/c 13% vol.

PROJECT DESCRIPTION

Front and Third View

Porte-Cochère View

Mercedes View

Mercedes & Paseo View

Paseo View

Roof-Top Bar View
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Standard “A” Double Queen Room

Standard “A” King Room

Banquet Space

Main Dining

“E” Penthouse Suite

“G” Penthouse Suite
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Truax Hotel Porte Cochère
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“G” Penthouse

strausberg
BRANDING

BRANDING
BRANDING

DATE

Strausberg Advertising, based in Culver City, CA. has been engaged to develop
the branding and identity package for The Truax Hotel. Strausberg, a full-service
advertising and branding agency, specializes in hospitality and has worked with
numerous branded and boutique properties, including Auberge Resorts, Solage
Hotels & Resorts, Viceroy Hotels, Renaissance Hotel & Resorts, Westin Hotels
and Sheraton Hotels. (www.strausberggroup.com)

ROOM #

NAME
DATE NEEDED
DRY CLEANING

Coat (Jacket)
Dress
Dress - Pleated

LAUNDRY

CIRCLE ONE
CLEAN &
PRESS

PRESS
ONLY

7.75

6.25

Formal Shirt/
Blouse

6.75

14

11.25

Handkerchief

2.50

Hang

Box

Starch

No
Starch

Pajama/
Nightgown

16

13

8

Pants/Slacks

7.75

6.25

Pants/Slacks

7.50

Shirt/Blouse

7.75

6.25

Shirt/Blouse

5

Short Pants/
Slacks

5.75
7.50

Shirt/Blouse - Silk

9.75

8

Skirt

7.75

6.25

Skirt

6.25

Socks/Stockings
(Pair)

3

Undergarments
(Per Piece)

3.50

Skirt - Pleated

7.75

Suit

12.50

10

Sweater

7.75

6.25

Ties

5.50

4.50

16

13

Tuxedo

Ser vice Charge
(per order)

1.25

Ser vice Charge
(per order)

1.25

Strausberg has developed an A to Z branding package to reflect the upscale
historic, yet, non-pretentious experience that The Truax Hotel will provide. From
the hotel’s logo and stationary to private labeled wine labels, our branding and
hotel identity package will appeal to visitor seeking the true upscale experience,
as well as a more relaxed experience. The complete branding package is included
as Attachment G.

BRAND COLORS

GOLD

PHTHALO BLUE

TOBACCO

COTTON

Associated with value, strength, and
timelessness, gold is a primary color to
use as an accent in design and logos.

Developed in the 1930’s, the phthalo
blue pigment was valued for its long
lasting color. This primary color is
used mainly as a background.

As a secondary color, tobacco may
be used to mimic leather, conveying a
rustic aesthetic.

A pleasing, neutral color.
Cotton is used as a secondary color in
background and design motifs.

pantone
110 U

pantone
2945 U

pantone
175 U

pantone
War m Gray 1 U (75%)

cmyk
10, 35, 96, 29

cmyk
100, 88, 36, 25

cmyk
18, 57, 81, 71

cmyk
4, 4, 8, 0

rgb
171, 128, 30

rgb
28, 51, 95

rgb
87, 50, 16

rgb
242, 238, 230

hex
#ab7f1d

hex
#1c325e

hex
#57310f

hex
#f2eee6

TOTAL
liquam mauris lorem, fermentum ut tincidunt cursus, gravida sit amet nibh.
Praesent porttitor sodales mi, nec dapibus augue aliquam vitae. Donec iaculis
feugiat placerat. Sed bibendum luctus efficitur.

Page 71

Page 72

location
MARKET DESCRIPTION

Page 20

LOCATION & MARKET DESCRIPTION
MARKETS WE SERVE
Visitors – Just under 3 million tourists spending $700 million
annually are already coming to Temecula. The majority are wine
tourists visiting Temecula’s 40+ wineries with multiple wineries
in planning and development. Wineries continue to open, with
the land and zoning to accommodate up to 100+ wineries. This
long-term growth of wineries ensures long term growth of wine
tourists. The profile of “wine tourists” shows that their preference
is for luxury accommodations, rather than motels, select and
limited service hotels.

Each Experience has substantial followings in numbers and income/lifestyle
demographics throughout our local region, the United States and Internationally,
ensuring that there is an experience for everyone on their first visit and many
more to enjoy during their next visit.

Visitors to Temecula are seeking one or more of the experiences
offered in our area:
Winery Experience - 40+ wineries now, growing to 100+, with
several currently in planning and development.
Gambling Experience - Pechanga Casino & Resort – voted the
#1 casino in the US by USA Today
Entertainment Experience - Old Town provides a dining,
shopping experience in a historic setting.
Golf Experience - the most golf courses per capita of any city in
Southern California.
Nature Experience - Hiking, biking, rock climbing and extreme
sports; several hundred miles of trails and nature preserves

Temecula Morning Mist - La Cresta

LOCATION & MARKET DESCRIPTION

Conferences & Business Travelers – Temecula has a very active
corporate market and continues to grow each year. However,
reported “Missed Conference Business” by the Temecula Visitor
& Convention Bureau, “Visit Temecula Valley”, indicates a
consistent and substantial excess, unmet demand that fits very well
with the features and amenities that The Truax Hotel is designed
to provide. Up to 400 conference attendees can be accommodated
by The Truax Hotel, with its state-of-the-art conference facilities,
second only to Pechanga Casino in Temecula Valley. This market
is local, national and international. Local corporate headquarters
include Abbott Labs, Loma Linda Hospital Network, American
Merchant Association, EMD Millipore, Professional Hospital
Supply, and others that have not had a local high-end property at
which to hold their business conferences and host their corporate
travelers.

Evolution Hospitality and our Flag have significant presence and marketing
resources in the corporate traveler and group markets that will add to our local
market to ensure that the Sunday to Thursday occupancies reach or exceed our
projections.

Truax Building Boardroom

Temecula Wedding at Lorimar Winery

Weddings – up to a 2-year waiting list exists at wineries for weekend weddings.
Many have $20,000 minimums. The Truax Hotel Wedding Venue is designed to
be an extremely desirable wedding venue to tap into this existing unmet demand,
as well as generate new wedding business. The Wedding Floor is designed with
the rooftop wedding ceremony venue circled by the wedding party’s hotel rooms
and pre-wedding rooms. This design has a WOW factor that will ensure high
demand for weddings at The Truax Hotel.

california
W I N E R E G I O N S C O M PA R E D
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LOCATION & MARKET DESCRIPTION
TEMECULA’S HOSPITALITY MARKET
On June 21, 2018, Bruce Batlin, Managing Director of CBRE
Hotels, was a speaker at the “State of Temecula Tourism” event
and delivered the presentation included herein as Attachment E.
Noteworthy highlights of the presentation are:
Current Business and Consumer trends bode well for the
hospitality market, as Gross Private Domestic Investment
(for business) and Personal Consumption Expenditures (for
Consumers) will continue to rise 2020 forward.
New hotel supply currently under construction and in
planning will reduce overall Occupancy Rates in the market,
but by 2020 Occupancy Rates will be on the rise again, with
RevPAR projected to increase 2.4% to 4.7% per year during
2020 through 2024.
Overbuilding is the greatest threat to the local hospitality
market, but the 2017 and 2018 number of rooms under
construction have plateaued, mitigating this risk.
Competition from the Home Sharing segment of the industry
(Airbnb, HomeAway, etc.) has a relatively low occupancy rate
(under 40%) and does not represent a competitive threat to
The Truax Hotel. But, Home Sharing has established an ADR
of $291 for the Temecula Valley, substantially higher than the
projected ADR for The Truax Hotel.

The following are excerpts from a Hotel Management Magazine article
published on June 25, 2018:
“According to the most recent Allianz Travel Insurance Sharing Economy Index
from Allianz Global Assistance, 53 percent of Americans said they are either not
very likely or not at all likely to use sharing-economy services during their 2018
summer travels.”
“However, data shows that millennials, once thought of as the target audience
for the sharing economy, are perhaps shifting their favor to traditional services.
According to the Allianz research, one-third of millennials surveyed said that
traditional services provide the best overall experiences. That figure is up from
2017’s 22 percent. Additionally, millennials believe that traditional services
offer better customer support (38 percent), and 26 percent of millennials said
traditional product was of better quality.”
“Additionally, millennials’ families reported that they intend to spend more on
vacations in the coming year than they did last year. Families are the largest
segment of the millennial generation, and each household in the set said they
intend to spend significantly more on leisure travel than single millennials.
That’s why millennials are a bright spot in an otherwise flat travel market,
according to MMGY.”
From the above, it appears that the Millennials’ preferences (a 50% increase
over 2017) are trending towards the traditional lodging experience, and as they
age, this trend is likely to continue. As such, competition to The Truax Hotel
from the home sharing market is likely to have minimal impact on our hotel
occupancy rates.

LOCATION & MARKET DESCRIPTION
COMPETITION
HOSPITALITY & WINE REGIONS
The following section addresses the areas of competition that the
Truax hotel not only faces but enjoys, for many reasons.
The hospitality market competition is made up of two
components: 1.) A local competitive set, which is only provided
for reference as the included hotels do not provide the same level
of features and services as the Truax Hotel; and 2.) A regional
competitive set of hotels, selected from a larger area, which
are more relevant to the class of the Truax Hotel. The wider
geographic region includes properties from the San Diego, Palm
Springs and Los Angeles areas.
It is also helpful to view the three other major wine regions of
California, namely Napa and Sonoma and Paso Robles, as not
only competitors, but also as a case study in the success and growth
of wine regions in California. Temecula Valley is the youngest of
the wine regions in California and by understanding where these
other wine regions are now, we can see where Temecula is going.

Five wineries of the 40+ have lodging accommodations that are similar to “Bed
& Breakfast” type amenities. None offer a true “Full Service, Luxury” hotel
experience. Wineries typically close at 5PM, and zoning requires that special
events must stop at 10PM.
Temecula Creek Inn and Embassy Suites are 3 Star properties and will not
compete directly with The Truax Hotel on the basis of hotel amenities.
Ponte Vineyards’ and South Coast winery & resort are the closest to “high-end”
lodging amenities, but due to their rural settings in wine country, they are more
of a bed & breakfast experience.
Pechanga Casino and Resort caters to the local, domestic and international
gambler that is also interested in the other area attractions. Pechanga is unlike the
Las Vegas casinos, as they encourage their guests to visit wineries, Old Town, golf
and equestrian events and even provides transportation to and from these area
attractions. However, most business conferences do not seek gaming properties
for their events.
There is no direct, comparable competition to The Truax Hotel:

The Hospitality Market
The Temecula Valley has mostly 1, 2 & 3 star, select and limited
service hotels and motels with an average occupancy rate of 74%.
The full service market is currently served by five properties:
Temecula Creek Inn
Embassy Suites
Ponte Vineyards
South Coast Winery & Resort
Pechanga Resort & Casino

In Old Town Temecula
In Temecula Wine Country
In the Five City Region
Within 50 miles of The Temecula Valley
...which makes the strategic location of The Truax Hotel, centered in a 25 square
mile region that sees 3 million visitors a year so optimal for the success of The
Truax Hotel.

CALIFORNIA WINE REGIONS COMPARED
California’s wine industry is comprised of several wine regions located throughout the state. The three most well known and established regions are Napa, Sonoma
and Paso Robles (two distinct areas – Paso Robles and San Luis Obispo). Not only are these wine regions competitors to The Temecula Valley Wine Region, but all
three are also the case studies demonstrating the growth and success of a wine regions with a 50-year head start over Temecula. The Temecula Wine Region can
draw from these case studies as an indicator of what is in store for Temecula.

CALIFORNIA’S
FOUR WINE REGIONS COMPARED
Temecula Valley Wine Region
Welcoming 3 million visitors each year, Temecula Valley Southern
California Wine Country is a beautiful wine region of rolling hills
with high mountains forming a dramatic backdrop. More than 40
wineries thrive in the significant and diverse Temecula Valley AVA
(American Viticultural Area), considered to be the major AVA in
Southern California. The Temecula Valley wine region continues
to gain recognition for its award-winning, premium varietal
and proprietary blended wines, and talented winemakers; and
is home to three-time, award-winning California State Winery
of the Year, South Coast Winery. Perhaps because of the sunny,
relaxed spirit synonymous with Southern California, Temecula
Valley Wine Country is one of California’s most engaging and
approachable wine regions.
Visitors from throughout California and beyond are attracted to
this Valley by its natural gifts of climate and geography. Many
return to enjoy the region’s welcoming wineries; learning
experiences and wine education programs; concerts and
signature wine-and-live-music events; outdoor activities; vintage
relaxation for body, mind, and soul at one of several local spas;
and dining in excellent winery restaurants amidst the vineyards.

Temecula Balloon & Wine Festival

Page 31

CALIFORNIA WINE REGIONS COMPARED

Less-busy weekdays provide potential opportunities to converse
with talented winemakers and gracious and friendly, winemaking
family members.
The region’s premiere event is the Temecula Valley Balloon and
Wine Festival. The celebration launches the summerfest season
with glorious, dawn balloon ascensions; dramatic evening hot air
balloon glows; tasting of award-winning Temecula Valley wines;
wine and food pairings; and top-name bands and musicians in
concert.

The following table details several key performance indicators (KPI’s) that compare the four wine regions. Following the table are charts and graphs depicting
these KPI’s. Although the other wine regions may have a greater brand (location)
recognition that The Temecula Valley, it is clear that in several KPI’s, Temecula
outperforms the older wine regions.

CALIFORNIA WINE REGIONS COMPARED
The following charts show each of the KPI’s from the above table. Several of these KPI’s show how Temecula outperforms the other wine regions and is an outstanding location for The Truax Hotel.

WINE COUNTRY REGIONAL DEMOGRAPHICS

POPULATION
TEMECULA

100 MILES
70
50
25
20

21,053,730
13,713,340
7,109,314
1,261,303
720,226

NAPA

SONOMA

10,742,630
8,101,046
4,442,514
937,847
511,345

10,028,420
5,667,700
2,545,969
597,280
497,918

PASO ROBLES

2,824,441
637,212
417,203
160,388
98,850

MEDIAN INCOME
70
50
25
20

$62,981
$68,197
$59,717
$65,223

$68,325
$67,940
$67,535
$66,518

NAPA

SONOMA

$69,340
$68,274
$65,483
$64,772

$55,073
$55,098
$58,732
$63,511

PASO

TEMECULA

CIRCLE COLORS ARE REPRESENTATIVE OF EACH WINE REGIONS 100 MILE CIRCUMFERENCE.
(US POPULATION ONLY)

*DATA USED FOR “WINE COUNTRY REGIONAL DEMOGRAPHICS” IS BASED UPON 2011 CENSUS DATA. DATA IN OTHER SECTIONS OF THIS REPORT MAY DIFFER AS WE UTILIZE MULTIPLE DATA SOURCES.
THESE NUMBERS ARE USED FOR COMPARISON PURPOSES BETWEEN THE WINE REGIONS.

CALIFORNIA WINE REGIONS COMPARED

Sonoma receives that highest spending from visitors of the four regions,
with Temecula bringing up the rear. This KPI is driven primarily by the
number of visitors, i.e., the more visitors, the more spent… generally. Diving
a little deeper, we can see that the average spend PER visitor is the same as
Sonoma, so that as the number of visitors coming to Temecula continues
to grow, and their length of stay continues to trend longer, the total visitor
spend and average visitor spend will increase.

Temecula surpassed Paso Robles in number of Visitors 15 years ago and is
nearly catching up to Napa. Since Temecula has double the population within a two-hour drive and does not yet have the widespread recognition that
Napa has, Temecula could surpass Napa in the next few years. The history
of visitors to Temecula also shows that with the exception of 2009, visitors to
Temecula continued to increase through the recession.

Temecula Wine
Country
at Sunset
Page
35
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DEVELOPER
BERNARD L. TRUAX, II
Chief Executive Officer, all Truax companies
Mr. Truax construction and development career spans over 45+
years. Mr. Truax is a local businessman and philanthropist. He
is dedicated to building places for people to be proud. Bernie
created Truax Development in 1982 and over the years, this
company expanded to include a real estate company and a
construction project management company. Bernie looks to bring
together buildings, people and leaders to make tomorrow better
for ourselves and future generations. These commitments were
recognized by the “Temecula Valley Chamber of Commerce”
Citizen of the Year and the “Boy Scouts of America – Tahquitz
District” Distinguished Citizen of the Year.

BOB ERICKSON
Senior Director of Construction, Ranch Development, Inc.
Bob Erickson leads our development projects. He brings over
45 years of construction & development experience. Bob spent
30 years with Mercer Construction as Vice President / Director
of Construction. He also spent 7 years with his own company.
He has built every form of Commercial Construction, Office
Building, Industrial, Mall, Retail, Military, and Government.
Over his career, he has been directly responsible for over $1
Billion in construction projects.
Bob has been an integral part of the development of many
significant projects in California. His leadership and knowledge
have significantly added value to our projects.

ROSS JACKSON
Director of Construction, Ranch Development, Inc.
Ross Jackson provides Truax Development with a wealth of construction knowledge
in all phases of building construction and tenant improvement work. Ross’ ability
to interface with clients has proven to be a strong asset. Clients greatly appreciate
his ability to think out of the box. His ability to analyze and resolve problems,
along with his openness to listening to the needs of clients and contractors, has
instilled confidence in the field workers as well as in the office. His teamwork and
ability to solve problems with actual in-field construction experience helps Truax
Development provide leadership throughout the construction process. His X
years of experience encompass experience on railroad projects, bridge projects,
government/waterfront Projects as well as commercial projects.

EVOLUTION HOSPITALITY
HOTEL MANAGEMENT

PAYTE MILLER INTERIORS
- INTERIOR DESIGN

Evolution Hospitality, Based in Orange County California, is
a private, independent third-party hospitality management
company. In 2015 Evolution became a wholly-owned subsidiary
of Aimbridge Hospitality, one of the largest privately-owned
management companies in the world. Evolution’s managed hotels
are primarily located in California, and continues to expand their
presence across the country in the lifestyle segment, creating a
diverse portfolio of hotel types.

Payte Miller Interiors strives to create high quality interiors, appropriate to the
architecture while at the same time maintaining function reflective of those who
use them. Our interior surroundings should represent us both past and present,
with the flexibility to provide any and all needed functions with comfort and
grace.

For more information on Evolution Hospitality, please visit
https://www.evolutionhospitality.com/

For more information on Payte Miller Interiors, please visit their website at:
http://paytemillerinteriors.com/

CONTACT INFORMATION

BERNARD L. TRUAX, II

JOHN MUELLER

JOEL BORDES

(951) 294 5884

(951) 294 5970

(619) 964 1083

bltruax@truaxmgt.com

john.mueller@truaxmgt.com

jbordes@truaxgroup.com

TRUAX
DEVELOPMENT

41926 Second Street, Suite 401
Temecula, CA 92590 - USA
truaxdevelopment.com

truaxhotelproject.com

