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Hotel Chainsand the Sharing Economy
In Global Tourism

Daniela M. Salvioni

Abstract

The global tourism industry has experienced stegiyvth in recent years. In
this context, the sharing economy has changed tHesrof global tourism,
developing multi-sided technology platforms for fmevision of hospitality with a
range comparable to that of major hotel groups.

The sharing economy is an emergent economic-tegpival phenomenon
fostered by developments in ICT, considered bothseuptive innovation and a
competitive threat to hotel companies.

Accommodation sharing modifies the traditional ¢kterm rigidity of the
location-based hospitality offer, with a positivegact on global tourism as well as
a significant change in the competitive conditiohshe hotel market.

This paper considers the role of hotel chains iobgl tourism and the effect on
their governance generated by recent developmendg€commodation sharing, of
which Airbnb is pioneer and leader.
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1. Hotel Chainsin Global Markets

Hotel chains have been subject to growing inteomadi development since the
Second World War, although the term has more ahogins.

Indeed, the term ‘hotel chain’ can be traced badké 1920s when the individual
ownership model gave way to a corporate ownershijglelnas a result of the
increasing costs of building, maintaining and opegahotels. The 1950s marked
the internationalization of the sector with the aoh achieving critical mass,
improving the balance between generating short-teash flows and expanding
accommodation capacity in the long term, attrachiegy customers and focusing
on service innovation.

International hotel chains started developing afteerld War 11, especially in the
US, growing substantially in the 1960s and expandireatly in the subsequent two
decades (Johnson & Vanetti, 2005; Chon & Cunil&0

Since the 1990s, the gradual lowering of spacetiamelbarriers in the circulation
of information, goods, capital and people furtheropelled the growth of
international hotel chains with the establishmdnaige hotel groups.
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Currently, the top ten hotel chains have a largalver of hotels across the globe
and control 75% of the biggest hotels.

From the beginning of this decade, the emergenc@esi markets and the
increasing demand for hospitality services has ptech hotel groups to focus on
business growth through expanding their marketeshmathe global hotel industry.
The global tourism industry is also experiencingadly growth, with international
tourist arrivals increasing by 4% or more everyry&agure 1) (UNWTO 2016).

Figure 1. International Tourist Arrivals (million)
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Source:World Tourism Organization UNWTO

The driving forces behind the growth and complexityglobal markets have led
hotel companies to adopt territorial expansiontsgi@s according to the following
models: ownership, leasing, management and franghishe ownership model, as
the term suggests, implies the hotels are ownedopedated by an owner who
bears all the costs and benefits. The leasing misdgmilar, except that the hotel
owner-operator does not have outright ownershifhefhotel but has signed lease
agreements. With the management model, hotel owrssrther organizations to
operate the hotel on their behalf and pay managefaea or brand-licensing fees
when the hotel operates under a third-party br@aehversely, franchised hotels are
owned and operated by third parties and the owetaives a brand-licensing fee.

More than any other business sector, the currenbadjl hotel market is
characterized by take-overs, consolidations aradegjic alliances (Bleeke & Ernst,
1991; Osborn & Hagedoorn, 199Cpontractor& Lorange, 2002; Caninat al,
2005; Robinson & Stuart, 2007). In particular, hotel e employ market-driven
management strategies (Brondoni, 2008, 2009) thegdent years have resulted in
a marked tendency to:

- increase their speed of adaptation to change thrmaggers and acquisitions;

- increase structural flexibility by reducing the noen of owned hotels and
focusing on hotel management and franchising;

- Increase their number of brands on the market.

o Thus, for example, the InterContinental Hotels GroHG) - a
British multinational, first in the world for numbef hotels (2015:
4840) and rooms (in 2015: 710,295) - owns the bsa@@ndlewood
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Suites, Crowne Plaza, Even, Holiday Inn, Holidag Express, Hotel
Indigo, Hualuxe, InterContinental and Staybridgeit&u In 2015, of
the 4840 IHG hotels, 3934 operate under franchge@ments and 658
are managed by the company but are separately awineds 2015

Strategic Report approved by the Board on 22 Fetyu2016, IHG

highlights: “We predominantly franchise our brantts and manage
hotels on behalf of, third-party hotel owners; dacus is therefore on
building preferred brands and strong revenue dejivey/stems.”

o Hilton Worldwide - the American hospitality compasgcond in the
world for number of hotels (2015: 4278) and roor816: 708,268) -
has 13 brands across different market segmentsirffuxipper upscale,
upscale, upper midscale, timeshare) including Cdnhdotels &
Resorts, Canopy by Hilton, Curio - a collectionumiique hotels, each
with their own history and character in cities assothe globe - Hilton
Hotels & Resorts, DoubleTree by Hilton, EmbassyeSutotels, Hilton
Garden Inn, Hampton Inn, Homewood Suites by Hiltdome2 Suites
by Hilton, Hilton Grand Vacations and Waldorf AstorHotels &
Resorts. Many of Hilton's properties are franchisied independent
operators and companies, and all franchised hotale regularly
inspected by a “Quality Assurance Team” to enforitee brand
standards and consistency.

o Accor Hotels, a French hotel group part of the CAC index that
operates in 94 countries, in December 2014 annadiacealliance with
Huazhu (China Lodging) to accelerate expansion imn@, and in
December 2015 announced the acquisition of FRHEld0& Resorts,
owner of the Fairmont, Raffles and Swisso6tel chaliss transaction
will include landmark properties such as the Satmtel in London,
the Raffles Hotel in Singapore and the Plaza Hotéllew York. In the
2015 Registration Document and Annual Financial &tepAccor
highlights: “In 2015, the Group opened 229 hotels 36,172 new
rooms across the world, enabling it to offer a taamore than half a
million rooms to its customers. Franchise agreememd management
contracts accounted for 92% of this developmenragenting more
than two hotel openings every three days and 1@®nsoevery day,
while leased hotels represented 6% and owned h@g4s Of these
openings, 70% were outside Europe, with 39% in Alséa-Pacific
region, 16% in the Americas and 15% in the Medaegan, Middle
East, Africa region”.

o The American diversified hospitality company Maitrimternational
Inc. has 4117 hotels (as of March 2015) in overcBOntries around
the world with 701,899 rooms (as of March 2015).January 2015,
Marriott acquired the Canadian hotel chain Deltatdls with 40 hotels
in Canada and in November 2015 announced the aitiguisof
Starwood Hotels and Resorts Worldwide. As of 2&tdswood Hotels
and Resorts is the world's seventh largest hotelgrwith 1161 hotels
and 339,243 rooms. If the negotiation is succesdfldrriott may
become the first worldwide group for capacity.
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As Table 1 shows, from 2009 to 2014 the main woidénhotel groups have
expanded their number of hotels and rooms, indigatie increasing importance of
globalisation in this industry.

In the 80s, the principal hotel chains were Amaeariead until 2011, the top ten
hotel groups had headquarters only in advancedoaties (8 in the USA, 1 in the
UK and 1 in France).

Table 1: Top Ten Hotel Groups in the World 2009-2015

Ranking Group Hotels Rooms Changein room
number

2010 | 2009 2010 2009 2010 2009

1 1 IHG GB 4432 4186 643787 619851 23936 3.9

2 2 Wyndham Hotel Group USA 7112 7043 597674 59288@794 0.8%

3 4 Hilton Hotels USA 3526 3259 587811 544361 43452 8.0%

4 3 Marriot International USA 3329 3088 580876 57| 35171 6.4%

5 5 Accor FRA 4111 3984 492675 479069 13606 2.8%

6 6 Choice USA 6021 5827 48741 472526 14884 3.1%

7 7 Best Western USA 4048 4032 308477 305387 3090 0% 1.

8 8 Starwood Hotel and USA 979 942 291638 284800 6838 2.4%
Resorts

9 9 Carlson Hospitality USA 1059 1013 159756 151487 8269 5.5%
Worldwide

10 10 Hyatt Hotel Corp. USA 399 373 120031 114343 8856 5.0%

2012 | 2011 2012 2011 2012 2011

1 1 IHG GB 4480 4437 658348| 647161 11187 1.7

2 3 Hilton Worldwide USA 3843 3689 633234 605938 37 4.5%

3 4 Marriot International USA 3537 3446 61783 @R0| 15781 2.6%

4 2 Wyndham Hotel Group USA 7205 7207 613126 61273391 0.1%

5 5 Accor FRA 4426 4229 531714 506606 25108 5.0%

6 6 Choice Hotels USA 6203 6142 502460 495145 7315 1.5%
International

7 7 Starwood Hotel and USA 1077 1041 315346 30870 6646 2.2%
Resorts

8 8 Best Western USA 4078 4015 311598 307165 4443 4%1.

9 12 Home Inns (+ Motel 168 CHI 1426 818 176562 9138 | 82664 88%

10 9 Carlson Rezidor Hotel USA 1077 1078 165802 165061 741 0.4%
Group

2014 | 2013 2014 2013 2014 2013

1 1 IHG GB 4697 4602 686873 675982 10891 1.6P0

2 2 Hilton Worldwide USA 4115 3992 67863( 659917 718 2.8%

3 3 Marriot International USA 3783 3672 653719 aBB7| 14926 2.3%

4 4 Wyndham Hotel Group USA 7485 7342 645423 6274317986 2.9%

5 5 Choice Hotels Int. USA 6303 6199 502663 4970236405 1.1%

6 6 Accor FRA 3576 3515 461719 450199 11520 2.6%

7 7 Starwood Hotel and USA 1161 1121 339243 328055 11188, 3.4%
Resorts

8 8 Best Western USA 4046 4013 314318 3073D5 7013 3% 2.

9 9 Home Inns CHI 2180 1772 256555 214070  4248b 249.8

10 10 Carlson Rezidor Hotel USA 1079 1077 168927 166245 2682 1.6%
Group

2015 | 2014 2015 2014 2015 2014

1 1 IHG GB 4840 4697 710295 686873 23427 3.4

2 2 Hilton Worldwide USA 4278 4073 708264 672083 13% 5.4%

3 3 Marriot International USA 4117 3854 70189P 6BP8| 39078 5.9%

4 4 Wyndham Hotel Group USA 7645 7484 660826 6454235403 2.4%
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5 5 Choice Hotels Int. USA 6376 6340 504808 5060581250 -0.2%

6 6 Accor FRA 3717 3576 482296 46171P 20577 4.5

7 7 Starwood Hotel and USA 1207 1161 346599 339243 7353 3.39
Resorts

8 8 Best Western USA 3900 4044 302144 3143(18 -121743.9%

9 9 Home Inns CHI 2609 2180 296075 2565535 39520 45|

10 13 Jin Jiang (inc. Louvre CHI 2208 918 241910 128952 112958 87.6
Hotels)

Source: Database MKG Hospitality — May 2010 — Mag2 - June 2014 — March 2015

In 2012, the Chinese group Home Inns doubled pac#y thanks to the takeover
of its national competitor Motel 168 and 9th in therld rankings of major hotel
groups. Home Inns includes brands such as HomeViitel, and Fairyland Hotel
and is the largest hotel chain in China.

In 2015, the acquisition of the French operator ureuHotels Group by the
Chinese group Jin Jiang elevated the Asian groui®tb place in the global hotel
operator ranking and confirms the increased cortpertiess of Asian hotel groups.

China'’s interest in the hotel sector is furtheraoorated by the pursuit of new
acquisitions of existing chains. For example, inrdha2016, China’s Anbang
Insurance Group Co. inked a deal to buy Starwoogld& Resorts Worldwide for
$ 78 per share. The agreement was a direct challeniylarriott International, the
American hotel giant that had offered $ 67.22 peare (at current values) in
November. Marriott in five days increased its offereaning that if Marriott does
lose Starwood to Anbang, it will obtain an extr&&million on top of the initial $
400 million termination fee. The deal, however, hasyet been finalised.

In global markets, the growing interest of emergamgnomies in the hospitality
industry implies challenges for hotel chain govew®a Furthermore, hotel groups
now face the new competitive threat posed by theormamodation sharing

economy.

The sharing economy is a&merging economic-technologiqgahenomenon fostered
by developmentsin ICT (Botsman & Rogers, 2010; Kaplan & HaenleR10;
Wang & Zhang, 2012) and increasingly concerns thepitality industry by
challenging traditional services.

Accommodation sharing is an alternative way of mimg hospitality services
with an explosive growth trend. Hotel chains idiyigoaid little attention to the
spread of the sharing economy and only after thiel growth of platforms such as
Airbnb did they recognize the importance of sucterahtive hospitality service

provisions.

2. Hotel Chains and the Accommodation Sharing Economy

As noted, a new and significant competitive thremtmajor hotel chains is
accommodation sharing. The development of the neteland the subsequent
creation of online platforms have made sharingezaban ever (Belk, 2010, 2014;
Botsman & Rogers, 2010; Eckhard & Bardhi, 2015).

Many platforms in the sharing economy began thetiviies in the United States
and tourism is one of the sectors that has beert aftected. These are new
business models that employ the internet and shmamgs to match excess capacity
in private durables to demand (OECD Secretariat520
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Sharing economy sites generally have lower cosia the market alternatives
and greater operational flexibility. The sharingp@amy also enables eliminating
intermediary inefficiencies, reconfiguring markeisidentifying avoidable costs in
the incumbents’ business model (i.e., certain fixedts) and quickly adapting
supply to demand at no additional cost.

Sharing is now a global phenomenon due to bothetpansion of platforms in
other countries and the fact that the concept afish has caught on around the
world. The elimination of barriers to the circutatiof information and people has
facilitated the globalization of accommodation sfguplatforms.

Accommodation sharing or home-sharing is a disveptinovation even if short-
term rentals are not a new phenomenon. Unlikertdditional model of connecting
individuals with hotels, accommodation sharing camps connect individuals
with each other (Figure 2), consequently modifyithg traditional short-term
rigidity of the location-based hospitality offerhi§ has resulted in a positive effect
on global tourism as well as a significant changéhie competitive conditions of
the global tourism market.

Figure 2: The Sharing Accommodation Model

people
waiting an
income using
their home

consumers
looking for
good

accommodation

Demand —* <«— Supply

|
v

Home Sharing Companies

The peer-to-peer business model and the developohéngh-speed internet have
turned short-term home rentals into a common pmrac{European Parliament
Briefing, 2015). Home-sharing companies, led bybAb, have thus given rise to
pressing concerns for hotel chains that now facalt@nnative system of hospitality
service provision that has enjoyed explosive groaial offers choices without
geographical barriers.

In particular, Airbnb has seen rapid growth frosiriception in 2008 and is now
the largest peer-to-peer hospitality service wortldw

In 2015, Airbnb had more than a million rooms aafalié all over the world and
more beds than hotel giants such InterContineMalyiott and Hilton. In June of
the same year, investors valued Airbnb at US $2#llton (Figure 3) above
Marriott International, Starwood Hotels & Reso®yndham Hotel Group and
AccorHotels. In other words, the largest hotel nkahave fewer rooms, much
slower growth rates and often much lower valuatiomspared to Airbnb.
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The impact of the emergence of the room sharingfqgota Airbnb on the
hospitality sector is controversial, but there ¢ doubt that it constitutes a new
competitor for hotels, especially global hotel cisai

The recent development in accommodation sharingrevAirbnb is pioneer and
leader, has changed the existing competitive streacbf the tourism market,
causing a shift in the service user and providestdDespite this, hotel chains, at
least explicitly, seem reluctant to take substarg@ion to counter the potential
threat from the upstart lodging service.

Accommodation sharing operators, and primarily Abrpb are now relevant
competitive stakeholders, implying that global hothains must also take
accommodation sharing operators into account im gwernance approach and in
developing their strategies.

Figure 3: Global Hotel Groups Market Capitalisation versusbhib (in billion US

dollars)
AccorHotels 1#,9

Wyndham Hotel Group 15,3

Starwood Resort &Hotels | 16,3

Marriott International 25,4

Airbnb |25,5

Hilton Worldwide 39,5

Source: Hospitality On, 2015

A recent Boston University study estimates thabAlr reduced hotel revenue in
the market studied (Austin, United States) by 8-1bétween 2008 and 2014
(Zervas et al., 2015). Although their analysis amftned to a specific geographic
area, it also highlights the importance of evah@g#irbnb’s phenomenal ascent in
defining the business development lines of majaelgroups.

3. TheRiseof Airbnb

Founded by Brian Chesky, Joe Gebbia and NatharhBtezyk in August 2008
in San Francisco (California), Airbnb Inc. was aidhe first peer-to-peer services
to specialize in home accommodation.

By 2009, Airbnb was already managing a variety miperties including houses
and apartments, private rooms, castles, boats,htvases, Tepees, igloos, private
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islands and other properties. In 2010, 15 peopleke at the company's
headquarters.

In May 2011, Airbnb acquired the German competifacoleo. This acquisition
launched the first international Airbnb office irmimburg.

In 2012, Airbnb acquired London-based rival Crasitea, subsequently adding
six thousand international listings to its existingentory and becoming the largest
peer-to-peer accommodation website in the Unitedydom.

The growth of Airbnb continued in subsequent yeianproving its organizational
and IT structure and incentivizing the large-scad@version of residential units
into tourist accommodation.

By August 2015, the Airbnb community spanned 19dntwes and 34,000 cities
around the world (Airbnb Summer Travel Report, 20¥rbnb now has nineteen
offices in Amsterdam (Netherlands), Barcelona (8pderlin (Germany), Beijing
(China), Copenhagen (Denmark), Dublin (Ireland)ndon (UK), Miami (Florida,
USA), Milan (Italy), Moscow (Russia), New Delhi (lra), Paris (France), Portland
(Oregon, USA), San Francisco (California, USA), aalo (Brazil), Seoul (South
Korea), Singapore (Republic of Singapore), Sydaysfralia), Tokyo (Japan), and
Toronto (Canada).

Airbnb’s development has been extremely rapid cersig that from 2010 to
2015 summer travel on Airbnb grew 353 times ovagyfe 4). Indeed, in the
summer of 2010, around 47,000 people took advaraagerbnb hosts, while in
the summer of 2015 Airbnb guests numbered almostillion.

Figure 4: Airbonb Summer Travel Growth

Source: Airbnb Summer Travel Report 2015
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Airbnb’s business model is relatively simple anchgsists of three elements:
accommodation providers (hosts), annotated listel dhose looking for
accommodation (guests).

Both hosts and guests must register with Airbnbiclvimitially only required a
valid email address and phone number to build guenuser profile on the website.
Since April 2013, a scan of government-issued IBIS® required.

Those using their properties (single rooms, apartser entire buildings) to earn
income list these on the Airbnb platform describthg property’s characteristics
and the price per night, week, month or the whaasen. Site membership is
completely free as is the listing. A potential cuser who wishes to rent a room, an
apartment or a building on Airbnb enters informatan the destination and travel
dates, and then views a variety of options inclgdime property owner and type,
position in the locality, price, availability andher key features.

Guests are required to interact with the ownersctly through Airbnb for any
questions regarding the property. The owners h@@84lcontrol over reservations
of their properties. When a potential guest puts ireservation request, owners
have at least 24 hours to accept or decline it.

Airbnb facilitates online payments from guest tsthsecurity deposits (held until
the property is vacated) and cleaning fees. Aiordwvenue varies from 9% to 15%
broken down as follows: a commission of 6% to 12%tle fee for guests
depending on the price of the booking and a comamissf 3% on the amount
received by the host. Consequently, the growth @b revenue is highly
conditioned by increasing the number of peer-ta-p&ehanges on the platform.

In addition to the Airbnb website and for bettendtionality of the service, the
company offers mobile applications for iOS and Andy and since September
2014, a version for Apple Watch.

Beyond the novelty and pull of new technologiesrbAb users tend to be
motivated by financial and socio-environmental éast The peer-to-peer platform
generally has lower costs than market alternativesninating intermediary
inefficiencies and lower overheads compared to eéhfisced to support hotel
chains. In particular, Airbnb hosts do not havetitgh fixed costs typical of hotel
operators and can therefore provide their senat@scomparatively lower price.

In addition, the rapid increase in accommodatioarisly means it is currently
relatively unregulated and enjoys certain tax athges.

4. Governance of Hotel Chainsand New Global Competition

In global markets, hotel chain governance entailsreasing complexity
determined by the development of international issar (UNWTO, 2016),
continually evolving consumer needs and the ememehnew competitors.

Particularly since the beginning of this decadeggamarkets have expanded, the
weight of emerging countries at the level of lahggel groups has increased and
the sharing economy has rapidly developed as &-s#ron rental provider. These
closely related phenomena demonstrate the incgpaswenue potential for all
operators in the sector while requiring greateerdibn to business strategies in
view of the critical factors that now determine gumetitive and social success and
the importance of effectively activating stakeholéeagagement (Salvioni, 2003;
Salvioni & Astori, 2013).
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The demographic profile of guests continues to\evand in conjunction with
the developments in digital technology these tradrdse different accommodation
needs and expectations. This is evident acrosagallgroups, particularly among
millennials (the generation born in the early 1980k&te 1990s) who are becoming
an increasingly important guest cohort (Hjalage®l3. This cohort is also
challenging some of the well-established normsrafdl due to having more
flexible work arrangements, seeking more persoedland unique experiences and
being more open to using the sharing economy td theg accommodation needs.

Other trends include the blurring of business aislure travel, with a growing
number of professionals adding leisure days onsinless trips, and the increasing
use of peer-to-peer global platforms (such as Aiyloy independent (non-branded)
hotels to improve the degree of saturation of the@commodation capacity.

The developments in digital technology (Rieple &d&io, 2015), the elimination
of barriers to the movement of people and inforora{Brondoni, 2015 b), and the
change in consumer needs are modifying the comyeetiandscape of the
accommodation industry. Thus, in global marketd¢ehohains compete with each
other, with independent hotels, with travel intedmages and companies offering
alternative lodging solutions, such as Airbnb.

In particular, the explosive rise of Airbnb sinc@0®, has forced hotel groups to
take a proactive approach, strongly oriented towasthkeholder engagement,
building preferred brands and improving the wayt@omr expectations are
satisfied. These phenomena are flanked by an isedeocus on new information
technologies and the emergence of multi-sided @olgy platforms.

The proactive approach is significantly influendsdthe adoption of policies that
emphasise the principles of global responsibilggsitive and equal interaction
with stakeholders and respect of the environment.

Active participation in a more efficient, environmally oriented and competitive
economy has determined vast changes in the compleixielations between hotel
groups and their key stakeholders. Furthermoreglitifigsion of knowledge enables
the latter to be better informed and to evaluateanpare the offers (Salvioni &
Bosetti, 2014).

Indeed, corporate social responsibility (CSR) erspdes the role of stakeholder
engagement as an essential condition of compettindesocial success. Companies
recognize the value of interaction with key stakdbrs, adopting a broad concept
of responsibility that underlines the close intgeledence between economic,
social and environmental objectives. Such behavioublves changes in the
governance approach according to a business mioaiefdcuses greater attention
on the shift in customer expectations and the ehl&t composition of these
expectations with those of other stakeholders.heumore, increased focus on the
environment leads to the juxtaposition of expandingommodation capacity with
direct investments to reduce operating costs armtawe the corporate image (for
example, investments in renewable energy or for thduction of water
consumption).

Managing stakeholder relationships is an intrimgimponent and strategic driver
for hospitality companies. This approach is based onodern interpretation of the
link between the long-term success of enterprises appropriately balancing all
stakeholder interests (including those of sharedrsld employees, customers,
creditors, suppliers and local communities) (Lami#614; Salvioni & Gennari,
2014; Salvioni & Gennari, 2016).
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With brands, employees, guests, owners and coropetll around the globe,
hotel groups enjoy a rich tapestry of diversitytheir business. Wide geographic
dispersion and territorial expansion strategiesiéng closer relations with third-
parties requires maintaining high and consisterdlityjustandards, training and
disseminating a common ethical culture throughbetgroup.

By acting with integrity, hotel chains positivelyfien their and their brand’s
image and reputation. Doing business responsikdples building consensus, trust
and preferences for hotel brands, operating mdeetafely and creating long-term
value for shareholders and stakeholders.

Brand equity has a primary governance role for Ihcheins (Brondoni, 2015 a)
and constitutes a key success factor. However,nhitias essentially bypassed the
brand loyalty and trust that hotel brands have todouild over decades. Similarly,
to all other accommodation sharing businesses,nhirbas focused on flexible
market integration typical of e-commerce sites. Thmparison of hotel groups and
competitors of the sharing economy thus entailseatgr focus on investments in
information technology.

o For example, the 2015 IHG Annual Report 2015 states
“Technology is playing an increasingly importantlean shaping the
travel industry and underpins everything that wefaloguests, owners
and colleagues around the world. We believe thapkey abreast of
trends as they evolve and investing in technolggiess will assist us
in building brand preference, strengthening ourdlbty programme and
delivering compelling and engaging digital conteatross the ‘Guest
Journey’, enabling us to build lifetime relationghiwith our guests”.

o The 2015 Accor Registration Document and Annualafcial
Report states:Iih October 2014, AccorHotels announced the rollofut
an ambitious five-year €225 million investment ptaat will engage
the Group in a wide-ranging digital transformatiomimed at
consolidating its leadership across the guest aepee value chain. In
June 2015, the value of the plan was increased®¥ following the
launch of the accorhotels.com marketplace. In 2@ million was
spent (€5 million in 2014), with an impact as aipiated on the
performances of the HotelServices business.

o The “Leading Digital Hospitality” plan is based oa holistic
response to the challenges of an increasingly aigiworld, in a market
environment shaped by the accelerating pace ofmntdolyical change,
the arrival of new disruptors and rapid changegrest behavidr

o Hilton Worldwide in its 2015 Annual Report assefis/e depend
heavily upon our information technology system#a conduct of our
business. We own and license or otherwise confaacsophisticated
technology and systems for property managementcupement,
reservations and the operation of the Hilton HHanoustomer loyalty
program”

Furthermore, after initially underestimating theetit posed by Airbnb, some
hotel groups are implementing new investment sjrasein rival home-sharing.
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o Thus, for example, on 29 June 2015, the Finandiae¥$ reported:
“... Hyatt Hotels was revealed to be among a groumeéstors to join
a $40m fundraising round for Onefinestay, a sixry&d UK company
and upmarket competitor to Airbnb that allows peoja sleep in high-
end locations.

Wyndham Hotels, whose brands include Ramada aneelodge, has
taken a stake in another London-based start upedalloveHomeSwap,
a subscription service that allows homeowners tapsitheir homes,
according to two people familiar with the matter....

In April, InterContinental Hotels Group, the wordlargest hotels
company by number of rooms, announced digitalatntges including a
partnership with Stay.com, an Oslo-based group thi&trs tailored
tourist guidé.

Technology has indeed changed the competitive tap#sin which hotel chains
operate with the arrival of new competitors in gmcommodation industry and
determining new critical success factors. Thisuis timplies that the governance
choices of hotel chains require increasing attantminformation technology both
as a means of stakeholder engagement and buildid@lgplatforms to manage
guest interactions as a business development aiiteen in peer-to-peer
accommodation.
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