



Hilton Hotels and Accor Group




Student: Cornel Iurea 
Student ID: 1817181
Module: Financial Management for the Hotel Industry BMIH5007
Lecturer: Dale Clarke





Table of contents
Executive summary	3
Introduction	4
Total Revenue	4
Market position	5
Growth Potential	7
Financial Commitment to CSR	8
Recommendations	9
Reference List	11

















[bookmark: _Toc767127245]Executive summary

The purpose of this report is to present the positions and strategies of Hilton Hotels and Accor Group on the present market, highlighting similarities and differences between them. 
The financial status of the two organisations has multiple implications for their success and, also their international recognition has an impact for their finances through bookings and customer loyalty. Therefore, this paper will analyse their activity and will add certain recommendations for improvements.
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The hospitality industry has gained unprecedented success due to technological and economic development around the world. There are several hotel brands that maintain a leader position in terms of qualitative customer service and popularity. Hilton Hotels and Resorts and Accor Group occupy prominent spots in terms of hospitality excellence.
Hilton Hotels and Resorts is an American brand of hospitality venues, founded in 1919. The company enjoys worldwide success, comprising a variety of rooms for every budget. Also, it is actively involved in sustainability projects through Hilton Global Foundation (Hilton, 2023). Hilton has been distinguished as the third World’s Best Workplace (Hilton, 2021).
Accor Group is a French leading hotel chain and the largest hospitality business in Europe. Founded in 1983, it operates under multiple marketing segments across 110 countries (Accor, 2022). The company is committed to make a difference through involving in sustainability, social causes and foster economic development in various communities (Accor, 2023a).
This report aims to compare the Hilton Hotels and Accor Group from a financial management perspective, in terms of total revenue management and market position. Further, it will also highlight what is their growth potential and how do they commit to financial Corporate Social Responsibility. In the end, the report will conclude with potential recommendations for each brand.

[bookmark: _Toc1517992204]Total Revenue

The concept of total revenue is defined as the amount of money generated by a company through selling its goods and services (Zheng & Forgacs, 2017). Applying it to the hotels, it refers to how much income the company produced mainly by sold rooms and restaurants amenities (Ferguson & Smith, 2014). However, due to the evolution of technology and increased lifestyle standards, the revenue management extended the traditional income source to new professional opportunities such as spas, gym, conference rooms, pool, golf. Consequently, the hotels can increase their profits thorough maximising the venue as per customer’s demands and industry trends. Ivanov, Del Chiappa and Heyes (2021) highlighted that it is crucial for the hospitality companies to re-evaluate and improve their trading strategies in order to succeed in the competitive market. Thus, flexibility and adaptability will help Hilton and Accor to thrive in the industry.
According to Yahoo Finance (2023a) and Yahoo Finance (2023b), over the last twelve months, the two organisations achieved the following numbers: 

	
	Hilton
	Accor

	Total Revenue
	6,628,347.00 GBP*
	2,737,678.50 GBP**

	Gross Profit
	2,053,042.20 GBP*
	1,243,197.00 GBP**



* Total Revenue after conversion USD to GBP
** Total Revenue after conversion from EUR to GBP

It can be noticed that Hilton had more financial success at both levels than Accor. Since Hilton properties counts around 1,07 million rooms and Accor operates on a total of 777,714 accommodations, it may be expected to result a financial discrepancy between the two businesses. 
As tourism demand varies across different areas and countries, it can influence a hotel’s success, especially because both brands are internationally spread. Financial stability and job security play an important role as well (Gopalan and Khalid, 2022). People may reduce leisure travel in order to cover other costs or to orientate to more economic options for leisure. Also, Pereira and Cerqueira (2021) emphasise the importance of “accurate demand forecasts” in terms of bookings, cancellations, occupancy. Thus, the revenue managers will be able to adjust the pricing or implement overbooking procedures. In addition, a forecast depends on unpredictable factors such as special events, weather data, travel restrictions. It necessary to design strategies for both short and long term, in order to ensure more alternatives. 
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The hospitality industry is widely known as being competitive due to multiple businesses and brands. Market positioning represents a desirable place for a company, that gives it great strategic advantages and enables it to enjoy more success than its competitors (Hinson, Abdul-Hamid and Osabutey, 2017). To achieve the target position, a set of strategies must be designed in order to gain trust, create value and win customer loyalty. Also, Floričić (2016) reported that businesses that aim for a clear rank tend to enjoy more resilience in challenging circumstances and receive more guest returns. During the time of pandemic, Hilton was determined to maintain a strong position through ensuring sanitation and safety measures through CleanStay programme (Hilton, 2020). It demonstrated care for customers and commitment to delivering a pleasant experience even in turbulent times. 
Moreover, their popularity on the market is due to a strong commitment to client satisfaction.  According to Sukhu et al., (2019), the physical dimension (room functionality, ambiance, cleanliness) and the social dimension (employees-guests' interactions) are fundamental in creating positive feelings for customers.  Consequently, it will generate positive responses that are associated with contentment and the brand will win people’s trust. 
The employees’ performance is another key contributor to delivering quality services (Han, Kim and Hyun, 2011). To ensure their high performance, Hilton invests continuously in staff training and development. Therefore, once they achieved new skills and knowledge, improvement may increase through better communication, problem solving and decision-making.
Although Accor shares similar aims as Hilton to offer superior-level lodging experiences, the brand stands out by offering a variety of outdoor activities (Accor, 2023b). It demonstrates that the business is not limited to traditional accommodation trading. Their ALL loyalty program empowers the guests to explore leisure opportunities. In addition, they ensure professional assistance for event organisation and travel advice. These strategies help guests to stay entertained, boost their positivity and develop a link between the brand and their satisfaction. 
A brand represents a set of assurances and quality standards that persuade people to trust and buy their products. Demirçiftçi and Kızılırmak (2016) reported that Accor purchased the Fairmont Group brand to strengthen its position in US and Asia markets and grow its popularity in the luxury segment.  Therefore, Accor can benefit from the loyalty of Fairmont Group customers and increase their profits without investing as much as when founding a new brand. 
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The COVID-19 pandemic has been marked as one of the most critical periods in recent history (Panzer-Krause, 2022, p.400). However, compared to the last three years, traveling has become more accessible, and people’s interest in tourism increased (Hoang et al., 2023, p.7). The hotel industry needs to analyse the latest trends, customer demands and create innovation in order to refresh and sustain their businesses.  
Technology and Artificial Intelligence (AI) has been started to be integrated into hospitality venues as a way for creating better customer service (Nguyen et al., 2021). They can simulate human activities and assist multiple users at the same time. Hilton has launched their first robotic concierge (Solomon, 2016), not to replace the human staff, but to provide help during busy times. As the company is established worldwide, artificial intelligence may be a solution for covering language differences. It would provide better experiences for customers if they are not very confident with their speaking skills. 
Also, the artificial intelligence can detect fake reviews from social media and websites (Lee et al., 2022). This aspect is important due to its heavy influence on customer’s service assessment and purchase decisions. A positive, authentic reputation would boost Hilton’s attractiveness towards guests and increase booking chances. Hilton can initiate more activities outside of the venue, sponsor different events, offering cruises, guided tours and encourage local entertainment.
Sponsoring various leisure interests may increase a brand’s popularity (Atay, Bucak, Verboz, 2013, p.52). For example, Accor frequently sponsors various sportive events. Thus, it attracts potential customers across the world and wins the loyalty of people that value those interests. 
To reach various targets, Accor increases its portfolio of establishments worldwide, depending on different types of budgets. Also, they use the strategy of the five senses to create comfort in all accommodations. Thus, more customers can meet their needs and enjoy pleasant experiences during their trips. Expanding the brand in Asia and US markets marked another growth potential for the brand  (Demirçiftçi and Kızılırmak, 2016). As China is a powerful economy and rich in historical heritage, building new establishments across the country would foster more guests. Also, Eastern Europe (Niewiadomski, 2015, p. 174) may be a new territory to explore lodging opportunities.
Accor may start introducing certain forms of artificial intelligence into their venues in order to improve their services and increase their competitiveness. As technology usage increases, it is vital for the brand to remain updated to the newest trends. 
Both organisations have a wide range of opportunities to increase their popularity and attract more tourists.
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Corporate Social Responsibility (CSR) is defined as an establishment’s duty to supervise their activity’s impact on certain groups. Since their strategies and decisions must operate to enhance the environment and the society (Sheehy, 2015, p.626), the businesses can boost their reputations and brand images. In terms of finances, the company can display their adherence to CSR through ensuring transparency and regular reporting, recruiting employees with various talents, develop sustainability, ensuring social awareness programmes for their staff (Freeman and Hasnaoui, 2011, p.423).
As Hilton has been nominated the third World’s Best Workplace (Hilton, 2021), it reflects a clear financial CSR to their stakeholders. Rhou, Singal and Koh (2016, p.34) explained that businesses committed to CSR gain more labour advantages, trust, and loyalty. Also, their transparent activities built a strong brand image that increased financial performance. Crisóstomo et al., (2011, p.298) reported that some market segments maintain loyalty and are disposed to pay premium prices for the products and amenities of socially responsible companies. Thus, Hilton enjoys the status of a leader in hospitality sector through their loyalty and practices due to their CSR. 
Accor constantly displays its financing strategies and investments on its website (Accor, 2023c), with emissions reduction as a long-term goal. Their commitment to CSR is reflected in several areas of work ethics and sustainability. Moreover, Bagdadi (2022) emphasised that organisations involved in social and environmental activities enjoy wider access to financial resources and a stronger relationship with local government bodies. 
Both brands support several social and sustainable causes, at different levels. They share similar values and create strong company cultures. These enable them to be trustworthy, winning market attention and loyalty.
Although Accor has a consistent portfolio of strategies to attract customers, they face a slight financial decline compared to Hilton. 
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Hilton

It has been noticed that cities, especially the ones rich in cultural heritage, have a high level of congestion. This implies over-crowded resorts, increased levels of stress, and sustainability issues (Coronel et al., 2022). Although a consistent number of tourists would mean more customers for Hilton, creating accommodations outside the city would benefit both residents, clients, and the business itself. Visiting the natural sides and enjoying outdoor activities may be a new source of attraction for different market segments. People would be able to explore the urban side and return to more restful lodging on a lower budget. Partying and nightlife are common reasons for complaining about in the city's hotels (Sommer and Helbrecht, 2017, p. 157). Therefore, the travellers would prefer to stay at a peaceful accommodation in order to avoid the noise and unpleasantness. 
As Hilton’s portfolio of resorts increases, designing accommodation outside the urban side may attract more clients. There is also less competition and more space to provide appealing services. Russo and Richards (2016) noted about tourists’s interest in authentic experiences, in living like locals. Thus, the hotel should consider such practices in order to deliver enriched experiences. 


Accor

Elhoushy et al., (2021) reported that outsourcing represents a positive influence over a hotel’s finances, including costs reduction, new products and services. Also, it adds more quality and flexibility to the organisation’s operations. Due to increased usage of technology, digital marketing is an indispensable service for any business. Instead of the company taking care of staff training, updating and developing IT strategies and digital reputation management, it is highly recommended that marketing services be outsourced (Espino-Rodríguez & Lai, 2014, p. 12). Thus, professional and efficient services are ensured, minimizing the costs that would have occurred in the case of staff shortages or training deficits. 
Since Accor's expansion on other continents is in full swing, quality digital tools are needed for the brand to become known, attract customers and stay connected with the online community. Also, data protection must be prioritised in order not to suffer lawsuits and loss of potential clients, which involve financial and image costs. Azhar Mohd Harif et al. (2022) emphasised the advantages of outsourced digital marketing services through better communication with the public, enhanced knowledge of trends and innovative strategies. These would benefit Accor by offering competitive advantages and elevated brand image.

In conclusion, Hilton and Accor put strong basis for their brands. They must continue to invest in strategies that follow the current trends in order to maintain their position on the market or even surpass it through overcoming the customer’s expectations. Their commitment to social and environmental causes will highlight their involvement in improving certain society aspects and positively impact it on a long term.
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