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MARKETS

BRIEFLY

SEC STEPS BACK: The
U.S. Securities and
Exchange Commis-
sion won’t pursue an
enforcement action
against Target after
hackers stole data on
40 million credit and
debit cards during the
2013 holiday shopping
season, according to a
regulatory filing. The
SEC has the authority
to impose penalties on
companies that don’t
disclose the magnitude
of data breaches.

CARMAKERS SUED: Ten
of the world’s biggest
carmakers were sued
over claims that key-
less ignitions lacking
an automatic shut-off
endanger drivers and
passengers with deadly
carbon monoxide
fumes. Manufacturers
including Toyota, Ford
and Honda have long
known of the risks and
failed to fix the defect
even as 13 people have
died, consumers said in
a lawsuit filedWednes-
day.

RANGER RUMORS: Ford
is making plans for a re-
turn to the small pickup
truck market in the U.S.
with a new version of
the Ranger. A new small
SUV that may be called
the Bronco also is un-
der discussion, said the
person, who asked not
to be identified because
the talks are part of na-
tional contract negotia-
tions and no agreement
has been reached.

DON’T GOBBLE:Kraft
Heinz is recalling more
than 2 million pounds of
turkey bacon products
because they may spoil
before the date marked
on the package, the U.S.
Department of Agri-
culture’s Food Safety
and Inspection Service
saidWednesday. In its
second recall since the
merger of H.J. Heinz
and Kraft Foods Group
last month, Kraft Heinz
recalled Oscar Mayer
turkey bacon produced
betweenMay 31 and
Aug. 6.

NEW BENEFITS:Road
warriors at Accen-
ture with a new baby
at home are about
to board a lot fewer
planes. The global
consulting firm, whose
consultants often travel
weekly when assigned
to a remote client’s site,
announced new benefits
for employees who are
the primary caregiver
of a new child. For the
first year after they
return from leave, they
will be assigned to work
on client projects in
their local areas, rather
than being asked to
travel frequently.

DIGITS

75M
The number of devices
now running the new
Windows 10 software,
according to Microsoft.
Analysts say that’s a good
start, but the company
is hoping to get the soft-
ware installed on 1 billion
devices over the next
three years.
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Amajor renovation is planned at the Town and Country Resort & Convention Center. K.C. ALFRED • U-T

“This is the first time someone
has taken a long-term look at the future
and realized the value of Mission Valley.”

Robert Rauch • hotel owner, operator and consultant

BY LORI WEISBERG

L ike a fading screen idol hop-
ing for a revival, the more-
than-half-century-old Town

and Country resort is banking on an
$80 million face-lift to transform the
40-acre property into a go-to desti-
nation for vacationing families, as
well as business travelers and con-
ventioneers.

By the time the ambitious make-
over iscompleted inearly2018,about
a third of the current structures will
have been bulldozed and in their
place will be a grand new entryway
and lobby, three new restaurants, a
spa and, in the center of it all, a 2-

acre water attraction, complete with
a sandy beach, slides, waterfalls and
a lazy river-style pool.

Also envisioned, although further
off from being realized, are plans to
develop on the eastern and south-
ern fringes of the property four
residential towers with more than
600 apartments that would coexist
with Town and Country’s hospital-
ity and convention facilities. As part
of an entirely new master plan for
the property, the hotel’s current 935
rooms, spread among two towers
and low-rise bungalow-style com-
plexes, would be trimmed to 688.

Thanks to the infusion of capital
from new investment partners and

guidance from a hotel management
company accustomed to helming
upscale resorts, the Mission Valley
mainstay should be able to shed its
dated midcentury décor and image
and better compete with hotels that
have the advantage of a waterside
location.

It’s a crucial move, given the in-
creasingly competitive market in
San Diego, where hotel owners are
aggressively upgrading their prop-
erties and new hotel development is
enjoying a renaissance following a
prolonged period of inactivity.

“Mission Valley for years has been
just fixing up existing properties

TOWN AND COUNTRY
SET FOR BIG FACE-LIFT
$80million renovation aims to attract vacationing families to Mission Valley resort

FLEXIBLE
ELECTRICITY
MAY SAVE
$13 BILLION

BYMORGAN LEE

As consumers gain power
over when they use electrici-
ty, utilities stand to avoid $13
billion in annual grid invest-
ments, according to a study
published Wednesday by
the clean energy think tank
Rocky Mountain Institute.

Those savings would take
more than a 10 percent bite
out of the estimated $1.5 tril-
lion in grid investments ex-
pected over the next 15 years
in the U.S., according to the
institutebased inSnowmass,
Colo.

The report takes a looks at
residential utility customers
across the U.S. who increas-
ingly have tools that can
help them shift electricity
use to hours where power is
cheaperandplaces fewerde-
mandsonthegridandpower
plants.

Those tools include high-
tech air conditioners, water
heaters and other household
appliances with communi-
cation capabilities that allow
themtobetimedorcycledon
and off without major incon-

Savings could take
bite out of U.S. need
for grid investment

FED OFFICIAL
SAYS RATE
HIKE LOOKS
LESS LIKELY

BY BINYAMIN APPELBAUM

The continuing turmoil in
global financial markets has
reduced thechances that the
Federal Reserve will raise its
benchmark interest rate in
September,aseniorFedpoli-
cymaker said Wednesday.

In response to a question
at a news conference after
delivering a speech in New
York, William C. Dudley, the
influential president of the
Federal Reserve Bank of
New York, said the case for
a September increase had
become “less compelling.”

“From my perspective, at
this moment, the decision to
begin the normalization pro-
cessattheSeptemberFOMC
meeting seems less compel-
ling to me than it was a few
weeks ago,” Dudley said, re-
ferring to the next scheduled
meeting of the Federal Open
Market Committee, which
sets monetary policy.

ButDudleysuggestedthat
September remained a pos-
sibility if markets regained
their equilibrium. And if the
Fed decides to wait, he said

Case for increase
in September called
‘less compelling’

YouTube stars will open boxes of “StarWars”-themedmerchandise in an
18-hour onlinemarathon before items go on sale at retailers. GETTY IMAGES

BY SHAN LI

Long ago in a galaxy not
so far away, selling toys was
a lot simpler. Put a commer-
cial on TV. Lure shoppers to
Toys R Us.

Today, it’s not so easy to
attract the attention of digi-
tal-savvy kids and their par-
ents, who are watching less
television and more online
programming.

Ina major departure from
the usual movie/toy tie-in,
Walt Disney is heading to
YouTube with an audacious
marketing ploy to promote
products tied to the upcom-

ing film “Star Wars: The
Force Awakens.”

Disney, already known as
a merchandising machine,
will kick into hyperdrive for
an 18-hour online marathon
starting Sept. 3 designed to
whip fans into a frenzy.

The event — mixing the
power of YouTube stars
with the oddly popular phe-
nomenonofwatchingpeople
open toy boxes online — un-
derscores how mainstream
entertainment giants are
trying to adapt to the Inter-
net and attract tech-loving
young customers.

DISNEY TAKES TO YOUTUBE
TO BUILD ‘STAR WARS’ HYPE

SEE FACE-LIFT • C4

SEE STARWARS • C4

SEE POWER • C4

SEE FED • C4



The San Diego Union Tribune 08/27/2015

Copyright © 2015 The San Diego Union-Tribune, LLC  &bull;   Privacy Policy   &bull;   Copyright Policy   &bull;  08/27/2015August 27, 2015 3:57 pm / Powered by TECNAVIA

Copy Reduced to 75% from original to fit letter page


that are generally dated.
This is the first time some-
one has taken a long-term
look at the future and re-
alized the value of Mission
Valley, which is a phenom-
enal location,” said Robert
Rauch, a hotel owner, opera-
tor and consultant. “But it
sounds like they’re going to
spend enough tomake this a
property in better condition
than many of the Mission
Bay hotels. It makes sense
what they’re doing.”

It’s a tectonic shift for a
longtime family-owned re-
sort whose design ethic has
beenmoreCalifornia ranch-
style homeyness (with brick
and siding, rosebushes and
white latticework) than a
luxury resort feel.

The new design, though,
remains a work in progress,
led byLoweEnterprises and
AECOM Capital, the new
co-owners who joined forc-
es last year with Town and
Country’soriginal owner,At-
las Hotels, to reposition the
property.Therearenoarchi-
tectural renderings yet, and
Destination Hotels, a Lowe
subsidiary that is now man-
aging theresort,will sayonly
that its midcentury look will
be significantly modernized.
Plans for new dining outlets
are still vague aswell.

“We’re going to update
it to the 21st century, it will
still have a post and beam
look to it but it will all be
much more open, with al
fresco dining, just a very
modern look,” said Mike

Slosser, vice president and
area managing director for
Destination Hotels, who
also helped lead the $26
million renovation in 2008
of the L’Auberge Del Mar.
Destination also operates
the Paradise Point Resort
on Mission Bay. “When we
walked the grounds, our
impressionwas this is a tre-
mendouspiece of real estate
in a great location.”

In order to carry out that
vision, the low-rise lobbyand
porte-cochere entrance at
the frontof theproperty, just
offHotelCircleNorth,will be
demolished,alongwith247of
the garden rooms. Arbors,
gazebos and a large tiki hut
will also disappear.

A long, meandering and
heavily landscaped drive-
way will lead to a new lobby
at the center of the resort
that will have a view onto
the new water feature. Off

the 11,000-square-foot lob-
by will be another 11,000-
square-foot building that
will house three dining fa-
cilities designedwith ample
outdoor seating and views
of the enhanced pool area,
Slosser said.

As the hotel awaits its
makeover, two of the prop-
erty’s restaurants — the
Terrace Cafe and Charlie’s
— continue to operate, and
a third, Trellises, recently
closed. The owners recent-
ly invested $400,000 to up-
grade the three-meal-a-day
Terrace cafe and Charlie’s,
a sports bar and barbecue-
themed eatery, even though
they will eventually be bull-
dozed.

While the 113,000-square-
foot convention center and
the hotel’s Regency and
Royal Palm towers will re-
main, they will be modern-
ized, as will 151 of the gar-

den rooms, which will be
redesigned in a beachfront
milieu, situated on the edge
of the future pool area and
its planned sandy frontage.
In anticipation of all the ho-
tel rooms being updated, a
model room was recently
completed, featuring hard-
wood floors and a clean,
contemporary look with a
muraled wall and splashes
of teal.

The changeover is clearly
longoverdue,buttheplanned
transformation is a little bit-
tersweet for Atlas president
C. Terry Brown, whose fa-
therCharlesBrownbuilt the
Town and Country in 1953,
initially as a 46-room motor
inn set amid farmland and
pastures. Itwasn’tuntil 1970,
underthe leadershipofTerry
Brown, that the convention
center and a 10-story hotel
tower opened.

Brown acknowledges
that as much as the resort
needed a reinvention, he
didn’t have the stomach to
go it alone.

“We could have easily
gone in the direction of pe-
riodic renovations but the
wheel needed reinventing,”
said Brown. “I wanted to do
it but didn’t want to person-
ally carry the ball and do it
all. I wouldn’t be human if I
didn’t feel a little sentimen-
tal, but in the end, no one
will think about the old days
because they’ll be so excited
about what we are going to
have.”

The resort’s convention
facilities, which have played

host to eclectic gatherings
like Wizard of Oz Con and
a swing-dancing competi-
tion, as well as a wide vari-
ety of professional groups,
have gradually skewed the
balance of guests to as high
as 80 percent tied to con-
vention business. Brown
and Destination Hotels are
hoping the renovation will
tiltmore toward 40 percent
leisure travelers.

The timeline for moving
forward on the resort’s re-
construction will largely be
determined by a potentially
lengthy entitlement process
for the overall master plan,
including the new apart-
ments. Already further
along is a development plan
for Town and Country’s
next-door neighbor, on the
site ofTheSanDiegoUnion-
Tribune property, where a
rental housing project is be-
ing proposed by developer
Doug Manchester.

Plans for the Town and
Country project would buf-
fer the hotel rooms from
the housing, although it’s
possible there may be some
shared resources.

“With the trolley nearby
and Fashion Valley, it just
makes sense to have hous-
ing,” Brown said. “We really
fit the bill of infill, transit-
oriented development in
the city. And if you live in
an apartment, maybe you’ll
have things like valet park-
ing and room service, like
living in a luxury hotel.”

lori.weisberg@sduniontribune.com

YouTube personalities
around the world will be
shown unboxing toys tied
to the movie, and that will
be combined with other
content such asmovie trail-
ers and commentary. The
online event will end when
retailers throw open their
doors as Sept. 3 ends at
midnight — Disney is call-
ing Sept. 4 “Force Friday”
— to start selling the new
“Star Wars” merchandise.

By heading online in this
way, Disney is taking a page
from the modern playbook
of celebrities and politi-
cians who have discovered
the power of speaking di-
rectly to a target audience.
The company is betting that
its online extravaganza will
create the same buzz as
elaborate product debuts
from the likes of Apple and
Tesla Motors.

IfDisneysucceeds, it could
inspiremorecompaniestogo
digital first when launching
products, experts said. But
the Burbank company also
runs into the potential dan-
ger that its customers could
tune outwhat is essentially a
nearly daylong ad.

“YouTube is something
which allows a brand like
Disney to have a very elab-
orate and detailed and ex-
tended infomercial,” said
James Dix, senior media
analyst at Wedbush Secu-
rities. “TV networks really
can’t do that. They can’t just
turn over a channel for 18
hours to a brand.”

That’s especially impor-
tant as children increasing-
ly gravitate toward tablets
and smartphones instead
of dolls and action figures,
analysts said. Traditional

toymakers have to scramble
to entice kids and their par-
ents, and Disney is simply
going where they are.

With YouTube, Disney
canharness thegrowingap-
peal of unboxing videos, in
which YouTube personali-
ties removegadgets, clothes
or toys from their packag-
ing and sometimes give a
quick initial review.

YouTube said 1 in 5 users
admits to having watched
anunboxing video.Eighteen
of the top 100most-watched
channels on YouTube glob-
ally are focused on toys and
toy unboxings, attracting
8.1 billion views in the first
quarter of 2015, according
to Tubefilter.

“Children love watch-
ing them,” said Jim Silver,
editor in chief of toy review
website TTPM.

The most popular toy
unboxers on YouTube, with

handles such asDisneyCar-
Toys andDCToysCollector,
rake in substantial revenue
as viewerswatch ads, Silver
said.YouTubershavevaried
styles: Some show only the
hands with voice narration,
while others rely heavily on
the charisma of the unbox-
ers themselves.

“It’s almost like watching
a show,” Silver said.

Disney’s digitalmarathon,
which can be viewed on the
StarWarsYouTubechannel,
kicks off in Sydney, Austra-
lia, on the morning of Sept.
3 (which, in Burbank time,
is the afternoon of Sept. 2).
A family of YouTube stars,
known as Bratayley, will
unwrap the first toy on live
stream. That will be fol-
lowed by other unboxings,
staggered over the 18-hour
stretch, from 13 other digital
personalities, speaking their
native languages, in cities

including Tokyo, Paris, New
York andRio de Janeiro.

In between, Disney will
air other content, including
observations fromtwohosts
based at YouTube’s sprawl-
ing LosAngeles production
studio. They will show off
the same toys as theYouTu-
bers and also will chat with
guest stars such as writers
of the “Star Wars” books.
Movie trailers and footage
from recent “Star Wars”
events will also air.

The entire 18-hour event
will also be streamed on
Disney-owned ABC’s web-
site and mobile app. In
addition, “Good Morning
America”will broadcast the
unboxing in New York live
on its show.

Then,asSept.4begins, re-
tailerssuchasWalmart,Toys
R Us and Target will open
with shelves stocked full of
StarWarsmerchandise.

Disney is smart for trying
to carve out another way to
reach potential customers,
analysts said, but there is a
trade off.Although the com-
pany will be able to reach a
global audience, it is likely
to attract a narrower de-
mographic: kids who like
unboxing videos and hard-
core “Star Wars” fans.

“This is definitely an
effort to go for that gen-
eration that didn’t grow up
with Star Wars and is less
familiarwith it,”Moser said.
“They are reaching out to a
much smaller window, plus
the die-hard enthusiasts.”

The YouTube personali-
ties come from the network
ofMakerStudios, thedigital
media company thatDisney
bought last year for at least
$500 million.

Chris M. Williams, Mak-
er’s chief audience officer,
said toy-related Maker
content generates 1.5 bil-
lion views a month, mostly
on YouTube.

“Many of these artists got
started by being fans them-
selves,” he said. “That is
extraordinarily compelling
to audiences. They see it’s
made for them.”

Even if Disney has a huge
hit with YouTube, many ex-
perts are skeptical that the
same formula canbe repeat-
ed to introduce entirely new
franchises or other, less-be-
loved brands.

“If theywere introducing
a new science fiction fran-
chise, that would be differ-
ent,” Wedbush analyst Dix
said. “Whywould anyone by
interested in watching?”

Li writes for the California News
Group, publisher of the Union-Tri-
bune and the Los Angeles Times.

FROM C1
veniences or discomfort.

Shifting energy use only
translates into savings for
roughly 65 million Ameri-
cans who have utility rates
based on time of use or peak
monthly demands.

In California, few house-
holds have access to those
kind of rates — though that
will change by 2019 when in-
vestor-ownedutilities includ-
ingSanDiegoGas&Electric
move to default time-base
rates.Theutilities lastmonth
submitted elaborate propos-
als on how to get the most
out of home-based energy
resources like smart appli-
ances, rooftop solar, electric
vehicles and energy storage
systems.

Customers stand to save
between 11 percent and 41
percent off bills, depending
on regulations and utility
practices.

James Mandel, of the
Rocky Mountain Institute,
said those savings are likely
to come with help from new,
independentbusinesses that
help scheduled and bundle
together energy savings.

“Wedon’t see thisworking
with a schedule (for running
appliances) taped on the
fridge,” he said. “Right now
there are startup companies
that are pulling together
thousands of customers by
controlling air conditioning,
and bidding into new whole-
salemarkets” forenergysav-
ings.

morgan.lee@sduniontribune.com

The Town and Country Resort & Convention Center will undergo amajor renovation, including new rooms like this one. K.C. ALFRED • U-T

he still hoped to raise rates
later in the year.

“Normalization could be-
comemorecompellingbythe
timeof themeeting asweget
additionalinformationonhow
theU.S. economy is perform-
ing and more information on
international and financial
market developments, all of
whichare important in shap-
ing the U.S. economic out-
look,” Dudley said.

Investors already are
betting heavily that the Fed
will not move to raise rates
whenpolicymakers convene
in Washington in mid-Sep-
tember. Dudley’s remarks
were the first public indica-
tion that recent events, in-
cluding the decline of equity
prices, are weighing on the
Fed’s plans.

The remarks were par-
ticularly striking because
Dudley has said previously
that he does not want the
Fed to surprise markets.
His remarks on Wednesday
make it harder for the Fed
to raise rates in September
without doing so.

Appelbaum writes for The New
York Times News Service.
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POWER
Energy shift
could help
millions save
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FED • Rate
hike later
in the year
still possible

STARWARS •Online event like an elaborate infomercial, analyst says
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Renovation timeline

February 2016: Start interior renovations of the 324-room
Royal Palm tower and convention center.

July 2016: Completion of Royal Palm interior.

October 2016: Completion of convention center interior.

Fall 2016: Secure city approvals for Town and Country
master plan, clearing the way for redevelopment of the
property.

February 2017: Demolition begins, with construction to
follow two months later, of new lobby, restaurants, spa,
water feature and exterior face-lift of convention center
and hotel towers. Renovation of the other guest rooms will
be done at this time.

January 2018: Renovation completed.

FROM C1

THE NEWYORKTIMES

The Coca-Cola Co. is
years ahead of schedule in
its efforts to replace thewa-
ter that it uses around the
world tomake its beverages,
it announced Tuesday.

Coca-Cola said that by the
end of the year, it and its bot-
tlers would reach its goal of
returning water to the envi-
ronmentandtocommunities
around theworld.Coca-Cola
usesroughly300billion liters
each year to produce about
160 billion liters of “finished
beverages.”

The company announced
this goal in 2007, promising
to replenish the amount of
water equivalent to its sales
volume — the 160 billion-li-
ter figure — by 2020. The
announcement stated that
it would reach this goal five
years early.

Coca-Colahastackledwa-
ter issues on several fronts
— including making more
efficient use of water in its
plants and putting into ef-
fect wastewater treatment
standards for its manufac-
turing facilities.

COKE WATER
PLAN AHEAD
OF SCHEDULE

FACE-LIFT • New design remains a work in progress

Analysts say Disney is trying to reach a smaller window of younger customers
who didn’t grow upwith “StarWars” and are less familiar with it. GETTY IMAGES


