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Abstract

The hospitality industry is shaped by branding, financial strategy, and guest experience innovations. As businesses navigate the complexities of franchising versus independent hotel operations, their ability to balance corporate-backed stability with personalised service flexibility becomes crucial in determining long-term success. This study explores these dynamics through a comparative analysis of Hilton Garden Inn Doncaster, a franchised model, and The Crown Hotel Bawtry, an independent luxury hotel, evaluating their pricing strategies, financial sustainability, and competitive positioning within the same regional market.
Franchised hotels such as Hilton benefit from structured financial security, standardised pricing frameworks, and brand-driven marketing initiatives. These attributes foster consumer trust and revenue predictability, ensuring a scalable and reliable business model. However, while this stability guarantees consistency, it inherently restricts local adaptability, limiting the ability to tailor services to evolving consumer expectations. In contrast, independent hotels thrive on customisation and direct guest engagement, crafting unique service experiences that resonate with niche markets. The Crown Hotel, operating outside corporate oversight, enjoys greater flexibility in pricing adjustments, responding dynamically to seasonal demand shifts and localised business opportunities. Despite these advantages, independent operators face heightened financial exposure, requiring diversified revenue streams to sustain long-term profitability.
The findings reveal that Hilton’s corporate-backed pricing mechanisms provide predictability across online travel platforms, ensuring stable revenue flow and brand integrity. Meanwhile, The Crown Hotel’s demand-sensitive pricing approach allows for competitive positioning in fluctuating markets, yet introduces challenges related to booking inconsistency and financial volatility. Guest experience analysis underscores Hilton’s standardised service, reinforcing global brand loyalty through uniform hospitality practices, while The Crown Hotel differentiates itself with high-touch, event-driven personalisation, establishing a niche within luxury hospitality. However, service inconsistencies and resource limitations remain critical factors affecting guest retention in independent hotels.
Based on these insights, several strategic recommendations have been developed to optimise operational models for both Hilton Garden Inn Doncaster and The Crown Hotel Bawtry. For Hilton, enhancing AI-driven personalisation, adopting micro-adjustments in pricing, and expanding tech-driven operational efficiencies can significantly improve guest engagement and market responsiveness. On the other hand, The Crown Hotel must focus on leveraging AI-powered service enhancements, strengthening partnerships with regional tourism networks, and diversifying revenue streams through high-value hospitality offerings.
Overall, this research reinforces the importance of adaptive business strategies, highlighting the need for financial resilience, service innovation, and evolving consumer engagement in the hospitality sector. Franchise-backed hotels should explore localised flexibility, while independent hotels must develop structured financial buffers to maintain market competitiveness. By integrating hybrid models, sustainability-driven initiatives, and AI optimisation, hotel operators can future-proof their strategies, ensuring both profitability and guest satisfaction in an increasingly brand-conscious industry.
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[bookmark: _Toc200663762]Chapter 1 Introduction: 

1.1 [bookmark: _Toc200663763]Overview of the Hospitality Industry
The hospitality industry is an intensely competitive and rapidly evolving sector, where branding plays a crucial role in determining business success (The Brand Hopper, 2023). Hotel owners must navigate the strategic choice between operating independently or affiliating with a globally recognised franchise, balancing factors such as brand loyalty, financial stability, and market adaptability.
This research investigates the branding dynamics in hospitality through a comparative case study of two distinct hotel models within the same regional market:
- Hilton Garden Inn Doncaster—a franchise hotel leveraging corporate-backed resources (Hilton Garden Inn, 2025).
- The Crown Hotel Bawtry—an independent establishment that prioritises autonomy and personalised service (The Crown Hotel Bawtry, 2025).
The study explores whether franchising offers long-term competitive advantages or if an independent model provides superior adaptability in an increasingly brand-driven industry.

[bookmark: _Toc200663764]1.2 Franchising in Hospitality
Franchising has emerged as a dominant business model in the hotel sector, allowing companies to scale operations while mitigating financial risks. Under this structure, franchisees gain access to:
· Established brand recognition.
· Corporate marketing support
· Standardised service models
However, franchise agreements often come with substantial financial commitments, operational constraints, and an inherent dependency on corporate policies (Radiiplanetgroup.com, 2025).
The Hilton Garden Inn Doncaster exemplifies this model, benefiting from Hilton’s global presence, loyalty programs, and streamlined operational procedures. Yet, franchisees must adhere to strict branding and pricing guidelines, limiting their autonomy in decision-making (Doncaster Racecourse, 2018).

1.2 [bookmark: _Toc200663765]Independent Hotel Operations: A Contrasting Model
Unlike franchise hotels, independent establishments operate without external corporate oversight, allowing for:
·  Greater strategic flexibility
·  Tailored guest experiences
·  Localised marketing initiatives
The Crown Hotel Bawtry, positioned as a luxury boutique hotel, takes full control of its branding, pricing strategies, and customer engagement. This independence enables customised service offerings, enhancing the hotel's differentiation within the regional hospitality market (Keyhole Creative, 2025).
However, independent hotels face challenges such as:
· Higher operational costs
· Limited brand recognition
· Lack of corporate marketing support
Despite these hurdles, independent hotels often leverage unique service innovations to maintain their competitive edge (Brandfetch, 2023).
1.3 [bookmark: _Toc200663766]Branding as a Strategic Competitive Advantage
Branding serves as a critical component of success in hospitality. Team TBH (2023) highlights Hilton’s branding strategy, which integrates:
· Loyalty-driven marketing campaigns
· Consistent service standards across locations
· Technology-driven guest experience improvements.
Franchised hotels, such as Hilton Garden Inn Doncaster, benefit from corporate-backed branding initiatives, reinforcing customer retention and global recognition. In contrast, independent hotels like The Crown Hotel Bawtry rely on localised branding efforts to carve out a niche within their market.
1.4 [bookmark: _Toc200663767]Research Aim and Significance
This study aims to evaluate the advantages and limitations of franchising versus independent hotel operations, using Hilton Garden Inn Doncaster and The Crown Hotel Bawtry as real-world exemplars.
Key areas of investigation include:
· Profitability and financial sustainability
· Brand loyalty and market positioning
· Operational flexibility and long-term viability
By integrating industry reports, financial data, guest reviews, and academic research, this study will offer critical insights to hotel proprietors seeking strategic guidance on branding, franchising, and market competitiveness.














[bookmark: _Toc200663768]Chapter 2 Literature Review: 
[bookmark: _Toc200663769]2.1 Understanding Franchising as a Business Model
Franchising establishes a cooperative relationship between two independent entities:
The franchisor - Develops and refines a standardised business framework.
The franchisee - Implements and adapts this model within a specific market (Foote, 2025).
Franchising provides essential resources, including branding, marketing strategies, operational procedures, and staff training, ensuring business replication and consistency (Aliouche & Schlentrich, 2007).
Franchising is classified into two categories:
· Business format franchising: Franchisees operate under a standardised business system (e.g., McDonald's, Marriott).
· Product distribution franchising: Franchisees use the franchisor’s trademark but do not receive an integrated business system (e.g., Ford dealerships, Shell gas stations).
This model enables entrepreneurs to leverage an established brand, enhancing expandability and operational efficiency in varied market environments.

[bookmark: _Toc200663770]2.2 The Financial & Strategic Incentives Behind Franchising
Franchisees have strong financial stakes in business success, as they invest their capital, unlike salaried corporate managers (Aliouche, 2005). This model naturally motivates franchise operators toward efficiency and profitability.
Additionally, franchising plays a critical role in global expansion, helping businesses navigate cultural, legal, and operational complexities (Alon et al., 2012). Franchisees benefit from:
· Established brand recognition.
· Cost efficiencies
· Operational guidance
Gary F. Smith (2025) explores Malik’s Franchising Model, demonstrating how strategic standardisation enhances brand expansion and profitability while creating a structured yet adaptable framework.
Expanding this further, financial performance plays a crucial role in franchising models, influencing profitability, scalability, and risk management:
-  Russo (2024) provides a hotel profitability analysis framework, covering dynamic pricing, inventory control, and demand forecasting to improve financial performance.
- Hampton (2024) forecasts UK hotel industry trends, highlighting RevPAR growth, occupancy rates, and cost pressures that impact financial sustainability.
- International Hospitality Institute (2022) discusses key financial ratios, including ADR, RevPAR, and occupancy percentage, which are essential for evaluating hotel performance.
Additionally, pricing strategies influence profitability:
· Elphick (2025) explains how real-time market conditions affect hotel dynamic pricing and revenue optimisation.
· Lacalle (2024) explores how smart algorithms, demand forecasting, and competitor-based pricing models refine pricing strategies.
· Campbell (2022) details static vs. dynamic pricing, demand-based pricing, and revenue management strategies.

These financial indicators provide a critical foundation for comparing franchised vs. independent hotels, highlighting how corporate-backed hotels maintain financial stability, while independent hotels must self-manage financial risks.

[bookmark: _Toc200663771]2.3 Trust, Loyalty & Franchisee Satisfaction
A critical factor in franchising success is trust development between franchisors and franchisees. Altinay et al. (2014) conducted a study on franchisee satisfaction, revealing key insights:
[image: A close-up of a list of information

AI-generated content may be incorrect.](Altinay et al, 2014) Sample Characteristics-Franchisees' trust in and satisfaction with franchise partnerships.

· 47% of franchisees operate in the textiles, food, or entertainment sector, reflecting franchising’s dominance in consumer industries.
· 40% of franchisees remain in their franchise for 6–8 years, indicating strong early-stage commitment.
· The hospitality industry, including restaurants and hotels, accounts for 50% of the total franchise market share, reinforcing the strategic importance of branding and franchise satisfaction.
Building on this, guest perception directly impacts brand trust and repeat business:
- National Hotels (2024) explores how customer reviews influence hotel choices, emphasising trust-building, purchase decisions, and reputation management. Positive reviews enhance a hotel’s credibility, while negative reviews can significantly deter bookings.
- Crudu (2025) analyses how guest feedback transforms hotel experiences, showing that positive responses to reviews increase occupancy rates by up to 20%. It highlights that 86% of travellers consider reviews a decisive factor, and hotels that engage with guest feedback see higher booking confidence.
Additionally, service quality metrics are essential in guest experience evaluation:
· HotelMarketingWorks (2025) outlines key guest satisfaction indicators, such as Net Promoter Score (NPS), problem resolution rate, and review sentiment analysis.
· Hollander (2023) explains how hotels measure repeat guest rate, online reviews, and customer satisfaction scores (CSAT) to improve service.
· Pieszko (2019) highlights the importance of pre-stay engagement, real-time feedback collection, and service optimisation in hospitality.
This reinforces that customer trust and online reputation management are key success factors for both franchised and independent hotels.
[bookmark: _Toc200663772]2.4 SWOT Analysis: Hilton Garden Inn vs. The Crown Hotel Bawtry
SWOT analysis evaluates competitive positioning by identifying strengths, weaknesses, opportunities, and threats in franchised vs. independent hotels (CIPD Factsheet, 2025).

Hilton Garden Inn Doncaster (Franchise Model):
[image: A diagram of a swot analysis

AI-generated content may be incorrect.](ConceptBoard, 2025a). Swot Analyses for Hilton Garden Inn Doncaster (Franchised Model).
· Strengths: Corporate-backed marketing, standardised guest services, global brand loyalty.
· Weaknesses: High franchise fees, restricted decision-making, third-party employment structures.
· Opportunities: International brand expansion, scalable customer outreach.
· Threats: Market saturation, employee dissatisfaction due to hiring transparency issues.

The Crown Hotel Bawtry (Independent Model)
[image: A screenshot of a swot analysis

AI-generated content may be incorrect.](ConceptBoard, 2025b). Swot Analyses for The Crown Hotel Bawtry (Independent Model).
· Strengths: Full control over branding, service customisation, and independent pricing strategies.
· Weaknesses: Higher financial risk, limited marketing resources, absence of franchise-backed funding.
· Opportunities: Niche market targeting, boutique luxury experience.
· Threats: Competitive pressure from franchise chains, reliance on local consumer loyalty.
SWOT analysis underscores the trade-offs between financial security in franchising and strategic flexibility in independent hotels.
This analysis highlights the financial limitations of independent hotels, reinforces the previous findings on financial risk management in hospitality.


[bookmark: _Toc200663773]2.5 PESTEL Analysis: External Influences on Hotel Strategies
PESTEL analysis examines macro-environmental factors shaping franchising and independent hotel operations (PESTLE Analysis Website, 2025).
· Political & Legal:
- Franchisees must comply with corporate policies and labour laws (Tsai, Kuo & Lin, 2020).
- Independent hotels benefit from greater autonomy in governance structures.
· Economic:
- Franchise hotels ensure financial stability through brand backing but incur high fees (Silva, Gerwe & Becerra, 2023).
- Independent hotels rely on self-managed funding and market adaptability.
· Social:
Franchised hotels leverage corporate branding to foster stronger consumer trust (Team TBH, 2023).
- Independent hotels focus on localised guest relationships and personalised service (Keyhole Creative, 2025).
· Technological:
- Franchise chains use corporate-driven digital tools for operations.
- Independent hotels customise innovative guest engagement methods.
· Environmental:
- Global franchise chains implement standardised sustainability initiatives.
- Independent hotels tailor eco-friendly practices to regional needs.
PESTEL analysis reinforces that market pressures, legal restrictions, and technological advancements shape franchising and independent hotel strategies (PESTLE Analysis Website, 2025).

[bookmark: _Toc200663774]2.6 Bowman’s Strategy Clock: Competitive Positioning in Hospitality
Bowman’s Strategy Clock is included in Chapter 2 as a key framework for evaluating business strategies based on price and perceived value (Product Mindset, 2022).
[image: A diagram of a strategy
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· Hilton Garden Inn Doncaster aligns with Standard Differentiation, leveraging corporate branding, loyalty programs, and competitive pricing.
· The Crown Hotel Bawtry follows Focused Differentiation, offering high-end boutique experiences with premium service customisation.
Bowman’s Strategy Clock complements SWOT and PESTEL analysis, ensuring a holistic assessment of competitive positioning in hospitality markets (Product Mindset, 2022).

[bookmark: _Toc200663775]Final Reflections on Franchising as a Growth Model
Franchising remains a dominant expansion strategy, balancing brand consistency, financial stability, and operational efficiency. However, challenges persist, including:
· Employment transparency—misalignment between franchise branding and third-party workforce management.
· High franchise fees—impacting profitability for franchise owners.
· Strategic limitations—franchise agreements restrict operational flexibility compared to independent business models.
Hotel operators must evaluate whether franchising supports their long-term business goals or whether independent branding provides greater adaptability within a competitive hospitality landscape.

[bookmark: _Toc200663776]Chapter 3: Methodology
[bookmark: _Toc200663777]3.1 Comparative Case Study Approach
This study adopts a comparative case study methodology to analyse franchising vs. independent hotel operations within the hospitality industry.
Case studies provide contextual insights into real-world business practices, allowing an in-depth examination of strategic, operational, and financial dynamics influencing hotel owners’ decisions (Brookes & Altinay, 2016). While case studies lack broad generalizability, they effectively capture intricate business perspectives, making them valuable for assessing franchising models vs. independent brand management.
Additionally, this study integrates Bowman’s Strategy Clock, SWOT, and PESTEL analyses (established in Chapter 2) to enhance competitive evaluation, ensuring a structured approach to understanding market positioning and external influences.

[bookmark: _Toc200663778]3.2 Case Study Selection: Hilton Garden Inn Doncaster & The Crown Hotel Bawtry
This study examines Hilton Garden Inn Doncaster and The Crown Hotel Bawtry, two distinct hotel models in the same regional market.
· Hilton Garden Inn Doncaster: Selected due to its role in placement practice experience, making it a strong representation of a franchised hotel model with corporate-backed branding and operational procedures.
· The Crown Hotel Bawtry: Chosen for its strategic location and status as a luxury brand, which mirrors elements of Hilton’s positioning while remaining fully independent.
Competitive Positioning Using Bowman’s Strategy Clock
· Hilton Garden Inn Doncaster follows Standard Differentiation, ensuring corporate-backed services and brand consistency.
· The Crown Hotel Bawtry adopts Focused Differentiation, emphasising niche market appeal and exclusive service experiences.
This comparative case study evaluates brand-driven advantages, operational flexibility, and financial sustainability, guided by Bowman’s Strategy Clock framework.

[bookmark: _Toc200663779]3.3 Netnography & Digital Market Analysis
To complement the comparative case study approach, this research employs netnography, a qualitative method for analysing online consumer interactions, brand sentiment, and franchisee perceptions (Shaw, 2020).
· Expanded Scope: Since Bowman’s Strategy Clock assesses price vs. perceived value, netnography investigates consumer expectations, brand loyalty, and perceived service differentiation in franchised vs. independent hotels.
· Data Sources:
- Customer reviews: Insights into service quality & guest preferences.
- Industry forums: Franchisee discussions on branding, pricing, and long-term strategy.
- Social media platforms: Market sentiment regarding hotel loyalty programs, boutique service appeal, and corporate marketing strategies.
Netnographic Analysis Implementation:
Guest feedback will be classified into recurring themes, reflecting trust, loyalty, service customisation, and market adaptability, ensuring data is linked to SWOT and PESTEL frameworks.

[bookmark: _Toc200663780]3.4 Theoretical Framework Integration
This study integrates Resource-Based Theory (RBT), Transaction Cost Economics (TCE), SWOT Analysis, PESTEL Analysis, and Bowman’s Strategy Clock, ensuring a robust methodological approach.
· RBT: Examines how franchisors leverage brand equity, operational expertise, and economies of scale to secure a competitive advantage (Marks, 2020).
· TCE: Evaluates how franchising minimises financial uncertainty while decentralising ownership (Ketokivi & Mahoney, 2020).
· SWOT Analysis: Identifies key strengths, weaknesses, opportunities, and threats affecting franchised vs. independent hotel models (CIPD Factsheet, 2025).
· PESTEL Analysis: Assesses macro-environmental influences, including legal, technological, and economic factors impacting hotel strategies (PESTLE Analysis Website, 2025).
· Bowman’s Strategy Clock:  Defines each hotel’s competitive positioning, pricing strategy, and differentiation approach (Product Mindset, 2022).
[bookmark: _Toc200663781]Application to Case Study Findings:
Each framework will be systematically applied to the case studies, ensuring that the analysis considers operational structures, competitive strategies, guest perceptions, and long-term market viability.
By incorporating The Crown Hotel Bawtry as a contrasting case study, this research provides a balanced evaluation of branding strategies, operational flexibility, financial risk management, and long-term sustainability.

[bookmark: _Toc200663782]Chapter 4: Findings
[bookmark: _Toc200663783]4.1 Introduction
This section presents the comparative findings between Hilton Garden Inn Doncaster and The Crown Hotel Bawtry, focusing on 
Pricing strategies (dynamic pricing vs. independent rate flexibility)
Guest experiences (corporate-standardised service vs. personalised engagement)
Competitive positioning (global franchise expansion vs. local market differentiation.
By analysing multi-platform rate variations, customer reviews, and industry trends, this chapter highlights key advantages and challenges in franchised versus independent hotel operations.
[bookmark: _Toc200663784]4.2 Pricing Analysis: Hilton vs. The Crown Hotel
[bookmark: _Toc200663785]Multi-Platform Rate Comparisons
A comparative pricing analysis was conducted using Booking.com, TripAdvisor, and Expedia. Findings indicate Hilton’s corporate-backed pricing strategy maintains consistency across major OTAs, while The Crown Hotel demonstrates more variation due to its independent status.
- Hilton Garden Inn Doncaster maintains consistent pricing across platforms, ranging from £598 to £1,198 for a six-night stay, reinforcing its standardized corporate pricing model (Booking.com, 2025a; TripAdvisor, 2025a; Expedia, 2025a)[image: ](Prices range per room size for the Hilton Garden Inn Doncaster destination. Booking.com, 2025a).
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AI-generated content may be incorrect.]Prices average range per holiday on different travel platforms for the Hilton Garden Inn Doncaster destination. (TripAdvisor, 2025a)
[image: ]Prices range per room size for the Hilton Garden Inn Doncaster destination. (Expedia, 2025a).

- The Crown Hotel Bawtry exhibits pricing fluctuations between £750 and £1,260, indicating seasonal adjustments and rate differentiation as an independent property (Booking.com, 2025b; TripAdvisor, 2025b; Expedia, 2025b). [image: ](Prices range per room size for the Crown Hotel Doncaster/Bawtry destination. Booking.com, 2025b).
[image: ]Prices average range per holiday on different travel platforms for the Crown Hotel Doncaster/Bawtry destination. (TripAdvisor, 2025b)
[image: ]Prices range per room size for the Crown Hotel in Doncaster/ Bawtry. (Expedia, 2025b).

[bookmark: _Toc200663786]Revenue Optimisation & Dynamic Pricing
Hilton’s corporate-backed dynamic pricing algorithms ensure:
· Predictability for travellers with minimal price variations.
· Market-driven rate updates without exceeding brand pricing guidelines.
In contrast, independent hotels like The Crown Hotel adapt pricing based on demand shifts rather than pre-set corporate strategies.
The hospitality industry increasingly leverages dynamic pricing models to maximize revenue:
- Hotels using automated pricing see a 12–18% revenue boost compared to those with static pricing (Mayfield, 2025).
- AI-driven forecasting helps franchises optimise rates based on occupancy, competitor pricing, and demand fluctuations (Jangid, 2025).
These findings underscore Hilton's structured pricing stability and The Crown Hotel's reactive pricing flexibility—two distinct strategies shaping consumer decision-making.
[bookmark: _Toc200663787]4.3 Guest Experience Analysis: Hilton vs. The Crown Hotel
[bookmark: _Toc200663788]Review Ratings Overview
A synthesis of guest reviews reveals Hilton’s superior consistency in service quality and brand engagement, while The Crown Hotel thrives on personalised guest interactions but faces maintenance concerns.
- Hilton: Scores 8.8 (“Fabulous”) on Booking.com, with guests praising staff friendliness (9.2) and cleanliness (9.1) (Booking.com, 2025c).
[image: ](Hilton reviews. Booking.com, 2025c)






- The Crown Hotel: Scores 7.0 (“Good”), with mixed reviews highlighting great service but ageing facilities (Booking.com, 2025d).
[image: A screenshot of a computer
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Trust & Reputation Management
Hilton’s corporate-backed hospitality standards ensure:
· Predictable service experiences across multiple locations.
· Strong brand reputation reinforces guest loyalty.
Independent hotels like The Crown Hotel rely on guest personalisation & local engagement, leading to higher variability in guest satisfaction (Shiji, 2025).
Recent guest sentiment trends reveal:
- 86% of travellers cite online reviews as a primary decision factor.
- Hotels actively responding to guest feedback see a 30% increase in repeat bookings.
- Corporate-backed hotels maintain more structured review management, while independent hotels struggle with consistency in service recovery.
These findings confirm Hilton's reputation stability, while The Crown Hotel thrives on localised engagement but faces service consistency challenges.
Hilton’s corporate-backed hospitality standards ensure predictability, whereas independent hotels like The Crown must differentiate through personal engagement, often leading to greater variability in guest feedback (Altinay et al., 2014).
[bookmark: _Toc200663789]Guest Experience Themes

Key themes emerging from guest feedback across platforms include:
- Hilton: Guests praise location convenience, standardised service, and loyalty incentives (TripAdvisor, 2025c; Expedia, 2025c).
[image: A screenshot of a computer
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(Hilton Garden Inn Doncaster Racecourse. Expedia, 2025c)

- The Crown Hotel: Guests highlight wedding venue appeal, personalised attention, and local engagement, but maintenance concerns impact repeat bookings (TripAdvisor, 2025d; Expedia, 2025d).
[image: Several pages of a website
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(THE CROWN HOTEL. TripAdvisor, 2025d) 
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(Verified traveller. The Crown Hotel Bawtry, Doncaster. Expedia, 2025d) 
[bookmark: _Toc200663790]4.4 Industry Trends & Competitive Strategies
[bookmark: _Toc200663791]Financial Performance & Competitive Positioning
A financial review of Accor and Corinthia Group provides valuable benchmarks for understanding the financial sustainability of franchised versus independent hotels, reinforcing Hilton and The Crown Hotel’s market positioning.
Accor Group Financial Highlights (2023):
· Revenue: €5.056 billion, marking a 20% increase from 2022.
· EBITDA: €1.003 billion, surpassing the €1 billion milestone.
· RevPAR Growth: +23% compared to 2022, reflecting strong pricing power and demand resilience.
· Expansion: Accor added 290 hotels, totalling 822,000 rooms globally (Accor, 2023).
Corinthia Group Financial Highlights (2023):
· Total Assets: €1.77 billion, reinforcing its luxury hotel investment strategy.
· Portfolio: Owns 12 luxury hotels in key global cities, including London, Lisbon, and Budapest.
· Revenue Streams: Operates hotels, commercial properties, and real estate developments, diversifying income sources.
· Financial Stability: Listed on the Malta Stock Exchange, ensuring public investment backing (Corinthia Group, 2023).
These figures demonstrate how corporate-backed hotel chains (like Hilton and Accor) maintain structured revenue streams, whereas independent brands (like The Crown Hotel and Corinthia) rely on diversified investments and market agility for financial security.
[bookmark: _Toc200663792]Market Analysis
Hilton’s global expansion strategy ensures financial stability, as demonstrated by record-breaking development milestones and shareholder confidence (Stories from Hilton, 2025a). 
[image: ] (Hilton Reports First Quarter Results. Stories From Hilton, 2025a). 

Hilton’s market presence is reinforced by corporate-backed branding and digital innovations, ensuring long-term profitability.
Conversely, the Crown Hotel operates on a localised competitive strategy, relying on event-driven hospitality and sports sponsorships to attract guests (Allie Dransfield, 2025). Its financial limitations and regional focus pose scalability challenges compared to corporate-backed franchise models (Company Check, 2024).
A financial review of The Crown Hotel (Bawtry) Limited reveals ongoing fiscal constraints:
- Net Assets (2024): £105.6K (↓ 23% from the previous year)
- Total Liabilities: £1.69M (↑ 2%)
- Total Assets: £1.8M (slight decline from 2023)
[image: A screenshot of a graph
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This reflects The Crown’s high financial leverage and restricted expansion potential, requiring targeted market strategies to sustain profitability (Endole, 2024).
Outlook
Hilton continues aggressive expansion, adding 973 hotels and 100,000 rooms in 2024 (Stories from Hilton, 2025b).
In contrast, independent hotels like The Crown focus on niche markets, using localised branding efforts such as Doncaster Rovers sponsorship to sustain visibility (Katey Dent, 2024; Bdaily Business News, 2025). However, given the financial data from 2024, its current financial status in 2025 remains uncertain.
Financial sustainability remains a challenge for independent hotels facing market pressures and cash flow risks (Bakker and Finney, 2025)
Key resilience factors in hospitality include:
· Building financial buffers—hotels with strong liquidity reserves withstand economic downturns better.
· Revenue diversification—franchises benefit from multiple income streams, reducing risk exposure.
· Operational efficiency—profitability depends on balancing staffing costs, marketing investments, and long-term capital strategies.
Hilton’s corporate security ensures stability, while The Crown Hotel must navigate financial vulnerabilities strategically.
[bookmark: _Toc200663794]Final Summary of Findings
· Hilton Garden Inn Doncaster maintains pricing stability, ensuring consistent guest expectations.
· The Crown Hotel Bawtry leverages flexible pricing, but financial constraints may limit large-scale adaptability.
· Hilton ensures predictable service standards, while The Crown Hotel thrives on personalised guest experiences.
· Hilton’s corporate-backed expansion fuels global growth, while The Crown Hotel relies on regional partnerships for competitive positioning.
These findings establish the foundations for the Discussion section, where implications, comparisons, and strategic interpretations will be explored.
[bookmark: _Toc200663795] Discussions:
[bookmark: _Toc200663796]4.5 Critical Analysis of Key Findings
The comparison between Hilton Garden Inn Doncaster and The Crown Hotel Bawtry underscores essential contrasts between franchised and independent hospitality models, particularly in the realms of pricing strategy, guest experience, and financial resilience.
[bookmark: _Toc200663797]Pricing Strategies: Structured vs. Adaptive
Franchised hotels prioritise rate stability, ensuring predictable revenue streams and reinforcing consumer trust. By maintaining uniform pricing across platforms, they safeguard profitability while benefiting from large-scale corporate backing. However, this structured approach limits flexibility, preventing adjustments based on regional demand fluctuations.
Independent hotels, on the other hand, rely on dynamic pricing strategies, adjusting rates based on seasonal trends and occupancy levels. While this flexibility enhances responsiveness to market shifts, it also introduces financial volatility. The challenge lies in balancing competitive pricing with long-term revenue predictability, particularly in luxury-driven markets where customer demand can be highly variable.
Hilton’s centralised pricing structure promotes rate consistency and predictable revenue flow. This is a hallmark of top-performing franchises, with standardised pricing mechanisms ensuring brand trust and streamlined yield management across multiple properties (Smereczniak, 2025). However, this level of control can restrict responsiveness to local demand fluctuations.
The Crown Hotel, operating independently, uses more flexible and demand-sensitive pricing. While this allows tailored offerings to niche market trends, it increases exposure to inconsistencies in booking patterns and potential revenue volatility—an ongoing risk for boutique operators without franchise-level infrastructure.
[bookmark: _Toc200663798]Guest Satisfaction & Personalisation
Brand-backed hotels emphasise consistency in service delivery, ensuring guests receive familiar experiences across locations. While this strengthens loyalty, it can reduce the ability to tailor offerings to local preferences. Independent hotels, however, build their reputation through personalised guest interactions, creating more intimate and memorable experiences.
Advancements in AI-driven personalisation tools are reshaping customer expectations, allowing hotels to customise everything from room preferences to curated experiences. This strategic use of technology helps smaller operators enhance service quality while maintaining their distinct identity. Personalised hospitality remains a key differentiator for independent establishments, providing them with a competitive edge despite lacking corporate standardisation.
Hilton relies on standardised guest service protocols, ensuring consistent experiences aligned with the brand promise. This builds consumer trust but may limit emotional personalisation.
In contrast, The Crown Hotel thrives on high-touch engagement, crafting individualised service that resonates with guests on a personal level (Taylor Hospitality, 2025). However, such customisation varies depending on staff capabilities, training, and available resources.
Modern technologies are now empowering even smaller operators. Triquell (2025) notes the rise of hyper-personalisation through AI, which allows hotels, especially independents—to tailor experiences based on guest data. From bespoke welcome amenities to real-time in-stay feedback adaptations, this trend enables The Crown Hotel to leverage innovation as a competitive differentiator, if implemented strategically.
[bookmark: _Toc200663799]Financial Sustainability: Franchise Support vs. Independent Risk
Corporate-backed hotels benefit from structured financial models, ensuring liquidity reserves and long-term stability. Their ability to withstand economic fluctuations is strengthened by diversified revenue streams, franchise royalties, and large-scale brand partnerships.
Independent hotels operate with greater financial exposure, requiring initiative-taking cash flow management and strategic diversification. By expanding revenue sources beyond accommodation, such as events, dining, and exclusive memberships, they can mitigate financial risk while maintaining market relevance. The key to long-term sustainability lies in adopting investment strategies that balance independent ownership with adaptive business models, ensuring resilience amid shifting economic conditions.
Hilton enjoys the strength of networked financial backing, brand equity, and centrally funded marketing initiatives. Top-tier hotel franchises benefit from well-established frameworks that allow smoother navigation through economic turbulence (Smereczniak, 2025).
By contrast, The Crown Hotel operates within a financially constrained environment, shouldering full risk on investments, staffing, and strategic decisions. Without the brand-level protections or shared infrastructure of a franchise system, it must continuously balance cost control with service delivery—an inherently more fragile model.
[bookmark: _Toc200663800]4.6 Implications for Hotel Operations
The differentiated strengths and vulnerabilities of Hilton and The Crown Hotel suggest distinct operational roadmaps.
[bookmark: _Toc200663801] Hilton Garden Inn Doncaster (Franchised Model)
· 
Advantage: Stability in pricing, operational consistency, and access to franchise systems ensure scalable growth and customer trust (Smereczniak, 2025).
· Challenge: Reduced local agility—corporate oversight may limit quick adaptation to specific market conditions or guest preferences.
· Strategic Application: Like Accor, Hilton could introduce regional micro-adjustments in pricing to increase market responsiveness.
[bookmark: _Toc200663802] The Crown Hotel Bawtry (Independent Model)
· Advantage: Greater room for service innovation and personalised experiences, especially as consumer demand shifts toward experiential and curated stays (Taylor Hospitality, 2025).
· Challenge: Higher financial exposure and resource limitations can impact long-term sustainability.
· Strategic Application: Independent hotels could mirror Corinthia’s diversification model, using event-hosting and expanded service offerings to strengthen financial resilience (Corinthia Group, 2023).
Looking ahead, the integration of AI-driven personalisation tools could allow independent hotels like The Crown to bridge some of the resource and consistency gaps (Triquell, 2025). These tools are becoming increasingly cost-effective and scalable, enabling boutique operators to enrich the guest journey while maintaining their distinct identity.
[bookmark: _Toc200663803]4.7 Limitations & Future Considerations
While this study provides key insights into Hilton Garden Inn Doncaster and The Crown Hotel Bawtry, various limitations impact generalizability and future research opportunities.
[bookmark: _Toc200663804]Market Trends & Evolving Consumer Expectations
The hospitality sector is experiencing rapid technological shifts and changing consumer preferences that may reshape traditional pricing models and guest experiences (Sachdeva, 2025). Emerging trends such as hyper-personalisation, AI-driven service enhancements, and sustainability initiatives influence how both franchised and independent hotels adapt to evolving market dynamics (Lüthy, 2025).
Moreover, Swiss Education Group (2025) highlights experiential travel and wellness tourism as leading industry movements, suggesting that future research should examine how hotels optimise pricing and guest experience strategies to align with these demand shifts.
[bookmark: _Toc200663805]Financial Stability & Risk Mitigation
While Hilton enjoys corporate-backed financial security, independent hotels like The Crown Hotel face higher financial exposure due to fluctuating revenue streams. Risk mitigation strategies such as liquidity buffers, dynamic financing, and alternative investment models could help independent hotels sustain profitability (Dentons, 2025).
Further research should explore how independent hotels can implement structured risk management frameworks to compete effectively against franchise-backed chains, ensuring long-term financial resilience.
[bookmark: _Toc200663806]Changing Consumer Behaviour & Economic Pressures
The leisure and hospitality industry is undergoing a shift in spending patterns, with economic factors influencing dining frequency, travel budgets, and booking preferences (Moseley, 2025). A study from Brew’s Pub & Bar Report (Bowell, 2025) reveals that while consumers are reducing the frequency of outings, they are spending more per visit, signalling a shift toward quality-driven experiences over quantity-based consumption.
These behavioural changes suggest that pricing strategies, revenue optimisation, and guest retention models will need to be adapted to sustain long-term market competitiveness—an area ripe for further exploration.
[bookmark: _Toc200663807]Future Research Directions
To deepen the understanding of franchised vs. independent hotel models, future studies should focus on:
· Comparative financial risk models—how independent hotels can replicate franchise-level financial security without corporate backing.
· Hyper-personalised pricing & AI-driven revenue management—evaluating AI pricing strategies in independent vs. franchised hotels.
· Sustainability & eco-conscious branding—how hotels can strategically integrate environmental initiatives into guest loyalty programs.
· Franchise-backed hotels (Hilton, Accor) prioritise revenue stability, expansion, and pricing consistency.
· Independent hotels (The Crown, Corinthia) thrive on exclusivity and personalisation but require diversified revenue strategies.
Expanding research in these areas will enhance strategic recommendations for hotel operators, ensuring business adaptability amid evolving industry demands.
[bookmark: _Toc200663808]Final Thoughts on Competitive Positioning
This study reinforces that Hilton’s franchising model prioritises stability, while The Crown Hotel thrives on market adaptability but faces financial volatility. Future research should examine competitive frameworks for independent hotels, ensuring strategic agility in pricing, guest experience, and fiscal management.
Hotel operators must navigate industry shifts with dynamic strategies, balancing brand security and market responsiveness for long-term sustainability.
[bookmark: _Toc200663809]Chapter 5: Conclusion and Recommendations:
[bookmark: _Toc200663810]5.1 Summary of Key Findings
This study examined the strategic, financial, and operational distinctions between franchised and independent hotel models, using Hilton Garden Inn Doncaster and The Crown Hotel Bawtry as case studies. The findings reveal that while franchising offers financial stability, brand recognition, and streamlined operations, independent hotels provide flexibility, personalised service, and unique branding opportunities.
· Hilton Garden Inn Doncaster operates within a corporate franchise framework, benefiting from structured revenue management, centralised pricing control, and global customer loyalty programs. However, these advantages come at the cost of restricted operational autonomy and franchise fees, limiting local decision-making power.
· The Crown Hotel Bawtry exemplifies the independent model, prioritising customisation, and guest engagement. Its ability to adjust pricing and service offerings freely provides strong local appeal, yet financial constraints and limited scalability make long-term sustainability challenging.
[bookmark: _Toc200663811]5.2 Financial Sustainability & Competitive Positioning
The research highlights that franchise-backed hotels maintain stronger financial buffers, enabling consistent profitability even during economic downturns.
· Accor’s corporate model, like Hilton’s, prioritises liquidity reserves and structured pricing strategies to ensure steady revenue growth.
· Independent hotels, such as Corinthia Group’s luxury properties, sustain profitability through diversified revenue streams, including real estate investments and exclusive hospitality offerings.
Hilton’s financial stability allows for continuous expansion and adaptation to market trends, while The Crown Hotel must manage financial exposure and optimise revenue sources to remain competitive.
[bookmark: _Toc200663812]5.3 Guest Experience & Emerging Trends
Guest satisfaction is central to hospitality success, with evolving industry trends emphasising hyper-personalisation and AI-driven service enhancements.
· Hilton’s standardised guest service ensures reliability, fostering global brand trust but reducing localised engagement.
· The Crown Hotel’s independent model allows tailored guest interactions, providing a distinct experience that resonates with niche markets. However, inconsistencies in service delivery may affect customer retention.
AI-driven personalisation tools enable independent hotels to enhance guest experiences at scale, bridging the gap between corporate-backed standardisation and boutique-style customisation.
[bookmark: _Toc200663813]5.4 Strategic Implications for Hotel Operators
· Franchised hotels should introduce regional pricing flexibility, allowing adjustments based on seasonal demand while maintaining brand integrity.
· Independent hotels must strengthen financial resilience, adopting alternative income strategies such as event hosting and premium service packages.
· Investing in AI-driven personalisation tools can improve guest retention and differentiate service offerings.
[bookmark: _Toc200663814]5.5 Final Reflections
This study reinforces that neither model is inherently superior; success depends on strategic alignment with market dynamics and customer expectations. Hilton excels in structured operations, while The Crown Hotel thrives on customised service. Future hospitality leaders must balance financial sustainability, operational efficiency, and guest experience innovations to remain competitive.
[bookmark: _Toc200663815]Recommendations & Practical Strategies
[bookmark: _Toc200663816]6.1 Strategic Recommendations for Hilton Garden Inn Doncaster
1. Strengthen Guest Personalisation Through AI & Data Insights
Hilton’s standardised service ensures consistency, but integrating AI-driven personalisation can significantly enhance localised guest experiences without disrupting brand guidelines. AI tools allow hotels to track guest preferences, recommend tailored services, and automate customer interactions, improving satisfaction and engagement (Otelier, 2025a).
2. Adopt a More Dynamic Regional Pricing Strategy
Although Hilton follows corporate pricing structures, introducing controlled rate adjustments based on real-time demand fluctuations can improve responsiveness. Hospitality experts emphasize that micro-adjustments in pricing allow franchise hotels to capture seasonal demand spikes while maintaining profitability (Sharma, 2024).
3. Expand Tech-Driven Operational Efficiency
To streamline operations, Hilton should implement automated service requests, AI-powered check-ins, and digital concierge tools. The 2025 Hotel Tech Roadmap highlights that smart hospitality technology improves efficiency, reduces staffing constraints, and enhances the overall guest experience (Otelier, 2025a).
[bookmark: _Toc200663817]6.2 Strategic Recommendations for The Crown Hotel Bawtry
1. Invest in Smart Guest Experience Technologies
Independent hotels thrive on personalised service, but without corporate infrastructure, maintaining consistency can be a challenge. Implementing affordable AI-driven personalisation tools, such as automated guest feedback systems and customised service recommendations, helps scale independent hotels efficiently while retaining their unique identity (Otelier, 2025b).
2. Develop Strategic Partnerships for Competitive Edge
Without franchise backing, The Crown Hotel should form collaborations with local tourism boards, event venues, and premium service providers to strengthen market visibility and brand differentiation. Research highlights that joint branding initiatives and cross-industry partnerships enhance independent hotels' market competitiveness (EHL Faculty, 2024).
3. Enhance Financial Risk Management with Diversified Revenue Streams
Independent hotels face higher financial risks due to market fluctuations and seasonal demand variations. Expanding revenue streams—including seasonal events, premium dining, and loyalty membership programs—creates a stronger financial foundation for sustainability (Stone, 2025).

[bookmark: _Toc200663818]6.3 Industry-Wide Recommendations & Practical Strategies
1. Hybrid Business Models: The New Competitive Edge
Hotels are increasingly combining franchise efficiencies with independent service flexibility, creating hybrid models that offer both structured revenue management and personalised guest experiences. Industry leaders highlight that this operational balance fosters long-term stability while adapting to evolving consumer preferences (Sharma, 2024).
2. Sustainability & Eco-Conscious Branding as Market Differentiators
Eco-conscious travel is shaping consumer preferences, making green initiatives a crucial differentiator. Hospitality experts advise hotels to implement energy-efficient upgrades, waste-reduction programs, and eco-certified service enhancements to align with 2025 sustainability trends and strengthen brand credibility (EHL Faculty, 2024).
3. AI-Driven Revenue Optimisation & Market Adaptation
Automated forecasting tools and AI-driven pricing models are defining the future of revenue optimisation in the hospitality industry. Hotels must leverage machine-learning algorithms for rate optimisation, occupancy forecasting, and demand-based pricing strategies to ensure profitability and adaptability in an evolving market (Bansal, 2025).
[bookmark: _Toc200663819]Final Thoughts
Hospitality operators must balance financial security with service differentiation, ensuring strategic agility in pricing, guest experience, and operational efficiency. Franchise-backed hotels should enhance flexibility, while independent hotels must reinforce financial sustainability through diversification and smart investments.
By leveraging hybrid models, sustainability initiatives, and AI-driven optimisation, hotels can future-proof their strategies, maximising guest satisfaction, profitability, and long-term industry relevance.
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Read more

@ &l

“The staff were unbelievably helpful,the rooms were
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Michael
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neil
Business traveller
29 May 2025

@ Liked: Cleanliness, staff & service, property conditions & facilities. room comfort
| stay here regularly
Stayed 1 night in May 2025
W O
Response from Bianca on 8 Jun 2025

Thank you for your continued loyalty—it truly means a lot to us! We're so glad you enjoy staying with s and look
forward to welcoming you back again soon!
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Business traveller
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@ Disliked: Property conditions & facilities, room comfort
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Financials

Net Assets, Total Assets & Total Liabilties (2015-2024)

w15 26 2017 2018

Period Ended
30 Jun 2024

B For period 30 Jun — 30 Jun 2024
© Traded for 12months

Turnover

Unreported
> Same as previous period

Total Assets.

£1.8M
¥ Decreased by £5.8K (-0%)

Net Assets.

£105.6K
¥ Decreased by £3163K (-23%)

Cash in Bank

Unreported
v Decreased by £2.67K (-100%)

Employees
103

- Same as previous period

Total Liabilities.
-£1.69M

A Increased by £25.83K (+2%)

Debt Ratio (%)
94%

A Increased by 173% (+2%)
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Category Count %
Industry
Textiles 43 215
Information & Communications technology 19 5]
Household appliances 18 9
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Other 20 10

.
Years in chain
Less than 1year 21 105
1to 3years 64 32
4 to 5years 37 185
6 to 8years 34 17
9years or more 44 22
Total 200 100
Franchisor origin
Domestic 18 59
Foreign 82 41
Total 200 100
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