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EDITORIAL

Dear Partners, dear readers,

More than one year has passed
since | took on the responsibility for
Central Europe, one of our organiza-
tional regions. We are finding our-
selves amid an extensive transfor-
mative process and you might be
wondering which direction Accor
will be taking.

Part of the answer is right at your
fingertips. With our new partner
magazine LIMITLESS the projects
my team and | are working on will
become more transparent and
more accessible to you. It is meant
to be an easy to read Service Guide
where we will present specific top-
ics regarding Accor’s strategy, ex-
pansion plans, and cultural change.
For your convenience, this print edi-
tion is also available online. If you

are looking for more information,
please visit our website. If you wish
to speak with us, please contact one
of our representatives. You will find
their names at the end of almost
each article.

One concept is particularly im-
portant to me — and it is not just a
pleasant slogan: Good working re-
lationships are built through dia-
logue. With this magazine we are
informing you about the activities
within the company. If you have any
requests or concerns, please don't
hesitate to get in touch. We will
consider your request and, with the
support of our experts, will get back
to you with suggestions.

The company structure we created
most recently is intended to make
your life easier. In our new European
organization Austria, Germany and
Switzerland are merged into one
region. The subsidiaries in the dif-
ferent countries are working closely
together. We have reorganized our
team for you.

We are generating new ideas for
you, creating new digital solutions
and offering additional services — all
this will make our expertise avail-
able to your enterprise. Read LIMIT-
LESS, and you will learn much more
about the journey that Accor will
take you on. Let’s travel towards our
future together!

All the best, Duncan O'Rourke
Munich, December 2019



BETEE i e
st !
SBFITEL

- 0 ale aMe_ AN
= “l s III
LLLES L [ L Ll
e == —_—

=
-

<
O
2
@©

=

Be
o
o)
@]
q
d

© Accor bra

' © Christoph Weiss

8 16
Booster was the beginning Accor — World Class Brands
10 20
Interview with Duncan O‘Rourke - Augmented Hospitality —
Transformation Live, Work, Play

24

Business Accelerators

26

Interview with Yannick Wagner -
Broad Portfolio, strong brands: Accor
ensures success for partners



32
A matter of the heart -
The HEARTIST® program

35
Behind the scenes with Heike Schulz

36
Three questions for Daniel Enders

37
Three questions for Anja Hermann

©)
L]

HMUIN ©

QKathrig

38
Camp for F&B&E Lovers

40
Sustainability is not just a word

42

Interview with Volkmar Pfaff —
“Cultural change is necessary -
without it we will go extinct.”

46
MANIFESTO

=
o
>
=
Q
)
xe)
(@]
>
9}
=
o
=
w
©



© Adobe Stock




\ Business Model \

WHAT TIME IS BEST FOR SHAPING THE FUTURE OF THE HOTEL INDUSTRY? THE TIME IS NOW!
WE ARE CREATING THE MOST EXTENSIVE PORTFOLIO IN THE INDUSTRY.

WE ARE MAKING OUR CUSTOMERS’' LIFESTYLE DREAMS COME TRUE. WE ARE UNFOLDING
COUNTLESS BUSINESS OPPORTUNITIES FOR OUR PARTNERS. THERE IS NO LIMIT. LIMITLESS.



BUSINESS MODEL

,Booster was the beginning

'“

“For over 50 years, we have been reinventing the
hospitality business by breaking rules and making
daring moves, challenging the status quo and
revamping the guest experience. Today, we are
continuing this exciting journey with a new identity
and philosophy. Welcome to Accor, the augmented-

hospitality group.”

SEBASTIEN BAZIN, CHAIRMAN & CEO ACCOR

The Booster Project is the most
ambitious project in Accor’s histo-
ry: Booster clears the path for the
group’s long-term growth and en-
sures its strong position as market
leader.

The investment program was
brought to life over five years ago.
Under
it has since boosted the restruc-
turing of the French corporation’s
real estate branch, transforming
it into an independent company,
and has created substantial finan-
cial resources. For this program,
we opened our majority shares for
institutional depositors and private
investors. Consequently, 57.8% of
Accorlnvest’s capital was sold. To-
gether with Accor, Accorlnvest is
Nnow running its hotels (owned and
leased) exclusively by management
contracts. In addition, by signing

the name of Accorlnvest

long-term contracts all owners have
made sure that their longstanding
partnerships with Accor will remain
in place.

ACCOR IS TURNING INTO A
SELF-SUFFICIENT ECOSYS-
TEM FOR LIFESTYLE BRANDS
“By divesting nearly 58% of Accor-
Invest's capital we have successfully
finalized the corporation’s transfor-
mation. This closure will enable us
to further accelerate Accor's devel-
opment by directing our resources
and energies towards strengthen-
ing our brand portfolio and towards
our leading position in the most
critical markets. Moreover, we will
be able to focus on following up on
our strategy to deliver innovation
and competence for our guests
and hospitality partners”, says
Sébastien Bazin, and

CEO of Accor.

Chairman

However, “Booster” is just the be-
ginning. Its enhanced financial
resources enable Accor Europe to
break free from its former role as a
traditional player with its owned or
leased hotel real estate and a port-
folio solely focused on the hotel
business. The underlying concept
strives to significantly augment our
business beyond offering accom-
modation only.

OUR MOTTO: LET'S NOT JUST
SERVE OUR GUESTS, LET'S
GIVE THEM THE GIFT OF
BEAUTIFUL MOMENTS AND
MEMORIES
Accor offers an integral ecosystem
of services and brands to win and
retain customers in the future. Our
corporation strives to become the
preferred lifestyle provider for its
guests. Accor wants to open up var-
ious development opportunities for



A STRATEGY ENSURING
PROFITS AND STRENGTH
FOR ACCOR PARTNERS
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This is how you benefit as a partner
\ International orientation
\ Strong and individual opportunities for development

\ Various programs and tools
\ Strong brand recognition
\ Supreme market penetration in each star segment
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BUSINESS MODEL

Transformation

Duncan O’Rourke is steering Central Europe
towards the corporation’s new destination. In this
interview he is talking about his visions of the future.

You have been responsible for
Austria, Germany and Switzerland
for more than a year now. How
much at home do you feel in this
region?

| feel very much at home here! | lived
in Switzerland for some time, my
kids were born there. Now | live in
Munich - its local culture, the tra-
ditional flair — I am enjoying all this
tremendously.

At my first townhall meeting at
Accor Central Europe many were
wearing their traditional dress. This
reminded me once again of how
important it is to really settle into a
new region and to understand how
things work there.

What do you count among the
first successes of Accor's new
direction?

This question is very easy for me to
answer: It is the focus on our part-
ners. With our new business mod-
el within Central Europe we have
placed our structure on a new foot-
ing — with an obvious result: More
of our resources than ever are now
aimed towards our partners, and
with our new business model this is
all to the best.

Our new direction helps us focus
more on our core competences and
on further advancing this develop-
ment — so that in the end everyone
will be able to benefit from a larger

network and from more awareness
for our brands.

What would you like to see the re-
gion to evolve towards?

Central Europe is a very important
market for Accor. After all, we are
the ones who will be implement-
ing the strategy in Austria, Ger-
many and Switzerland devised by
our global headquarters in accor-
dance with the respective market
conditions in those countries.
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EXPANSION DOESN'T SIMPLY IMPLY GROWTH BY ACQUISITION. EXPANSION INVOLVES
DELIVERING ADDED VALUE TO PARTNERS WITH INNOVATIVE IDEAS AND INTELLIGENT
TOOLS. EXPANSION INVOLVES OFFERING ATTRACTIVE PROPOSITIONS TO OUR GUESTS
FOR ALL WALKS OF LIFE AS OUR GROUP TRANSFORMS INTO A LIFESTYLE PROVIDER.




Accor — World Class Brands
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an innovative leap by including
each hotel's neighbourhood
the concept. The magic word is
At the hotel
door, anyone will be able to or-
der their favorite bottle of wine
for dinner at home, drop off and
pick up their laundry, use meeting
rooms as coworking space or rent
e-bikes and e-scooters. There are
plenty of offers which will gradual-
ly be expanded. As soon as people
are leaving their home, they need
to get the chance to get in touch
with Accor. This won't need to in-
clude traveling. But it might involve
car-sharing, tickets for a visit at the
museum or catering services for

into

“Accor Local”. next

a meal at home. All these services
help Accor open up their universe
to all who are interested, not just to
their hotel guests.

EXPANSION

“As opposed to Facebook or Amazon
who meet their customers virtually,
but daily, we meet our custom-
ers face to face, but most of them
only three to four times a year. This
frequency needs to increase. We
want to enhance our contact to
the people around us by offering
our many services to the public as
well, by walking up to people in
person and one by one, and by
supporting everyone with their
day-to-day life. Step by step, we
are becoming a Lifestyle and Aug-
mented Hospitality Player — this is
how Sébastien Bazin describes
his vision. Internal programs such
as "HEARTIST®" (see page 32) sup-
port this new customer approach:
Only happy open-minded
employees make for happy cus-
tomers who will keep returning
because they will have memories of
a positive experience.

and

“Live, Work, Play” is the company's
new motto. “Live” represents our
Hospitality brands which, in the
future, merely focus on
accommodationandfood butwill be

won't

relevant for the daily life of all peop-
le near them. “Work” is no longer
limited to meetings and confer-
ences but represents the added
possibility of using our facilities as
a coworking space with all conve-
niences a hotel has to offer. “Play”
reflects the complete bandwidth of
entertainment, from Potel & Chabot
to Paris Society, from Disruptive
Grouptorestaurantsand barsworld-
wide. Moreover, there are “Business
Accelerators” such as ResDiary,
VERYCHIC, and d-edge (see page
24) with various services and func-
tions for all partners and all custom-
ers.
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AUGMENTED HOSPITALITY GETTING REAL






Augmented Hospitality
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Business Accelerators
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Broad Portfolio, strong brands: Accor
ensures success for partners
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Expansion of brands and activities
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ONLY HAPPY EMPLOYEES ARE GOOD EMPLOYEES - THEY WILL PASS ON THIS POSITIVE
CHARISMA TO OUR GUESTS. HEARTIST® AND OTHER PROGRAMS TURN OUR HOTELS INTO
UNIQUE PLACES TO BE. WE ARE ALL ABOUT PEOPLE AND REDUCING THEIR
ECOLOGICAL FOOTPRINT ON EARTH.
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THE PROGRAM
MANAGEMENT + EMPLOYEE + HEART = TRANSFORMATION

EMPLOYEES WITH HEART AND SOUL

This is how you benefit as a partner
\ Increased guest satisfaction
\ Positive support through change management

\ Employer branding by industry specific personality coaching
\ Employee loyalty
\ Quality Assurance




34

CULTURAL CHANGE

In a people business like the hotel industry it seems to come as a surprise
that we want to strengthen our focus on the single person. You could also
ask “What else"? This is exactly what cultural change is all about: All team
members need to learn to change the way they treat each other and to
reshape their personalities.

The current Gallup study which looks at employee engagement in all cor-
porate hierarchies supports this statement. According to the study weak-
nesses are usually emphasized more than strengths. Therefore, employees
are frustrated and reduce their efforts because they do not feel appreci-
ated. Leadership culture often stays as hierarchical as ever and lacks self-
reflection. Consequently, talents migrate, and top performers leave. This is
exactly where the HEARTIST® program comes in. It addresses both admin-
istrative as well as partner employees.

The program was started three years ago and is now run in 60% of the en-
tire Accor network, altogether in 2,465 hotels. The program has also been
introduced in the group’s administrative department.

TRANSPARENT STRUCTURES AND SMART CONTENTS

Each step of the HEARTIST® program is outlined very clearly. In the first step,
the General Manager and one transformer are trained. We have global re-
commendation criteria for the selection of the transformer, but motivation
comes first, and we prefer volunteers. In a second step, both the General
Manager and the transformer will then train their own team members.

It is extremely important that employees and General Manager work
together on their campaigns. If the managers simply delegate their tasks
to third parties or if they just hold a presentation, the task has not been
understood and the effect fails to materialize. In short: Letting contents just
wash over you was the past, working together on a plan is the future. Each
module of the program aims at sensitizing each single person for a better
understanding of other people, for an improved appreciation of their fellow
humans. All workshops within the HEARTIST® journey are designed to be
interactive to foster creativity and inspiration in our participants as well as
their courage to become visible as a person.

PROMISING RESULTS

The rollout of the HEARTIST® journey has proven to greatly improve guest
and employee satisfaction. We have first results from those hotels where
the program has been active for two years. More guests filled out feedback
forms, their answers reflect an improved satisfaction with our services. The
number of points for the question about the friendliness of our employees
has risen considerably: A plus of 5 points for RPS (Reputation Performance
Score) worldwide when comparing HEARTIST® hotels to non-HEARTIST®
hotels.

For more information and registration please see
AcademieAccor.CE@accor.com
We are all HEARTIST®.



Behind the scenes with Heike Schulz

Please complete this sentence: “HEARTIST® helps us ... “

.. recognize what kind of person we are facing. It helps us support
coworkers in the same way as guests and clients who check in at our
hotels. We are better able to recognize their needs and will therefore
be able to create an unforgettable experience for them. Guests will
return to places where they created positive memories.

Is HEARTIST® a “touchy-feely” course?

No. Definitely not. HEARTIST® is about more than friendliness.
We are learning to work with our hearts and souls. By the way,
Sébastien Bazin put it this way: “First, let your heart speak, the mind
well follow suit by itself.” | might add we learn how we can support
each other. Here is an example: When someone asks for a task that
was sent by email, | should not answer: “I have read that, too”, but
instead | will ask: “What information are you looking for exactly? If
you like, | can forward it to you including my own notes.” Another
example would be when a business guest checks in with the hotel,
I will have their data with their reservation ready in the system. If |
see that the guest is exhausted and is looking for some peace and
quiet, | won't ask any more questions but might offer to have a glass
of beer brought to their room. Today there are several applications
supporting us in simplifying the technical aspects of the booking and
check-in process. With these apps we are better able to run these
processes in the background and meet our guest as a HEARTIST®.

What are those Applications?

The “Soft Factors”, the human capacity to walk up to others and strike
up a conversation really are most important. Apart from that we can
use a wide variety of tools. As early as during the booking process we
can capture data for the pre-check-in. This way arrival is stress-free. In
addition, there is the “FOLS” mobile app. It enables our employees to
meet an arriving guest with just their smartphone in their hand. This
way, welcoming a guest is a much more personal experience and the
reception desk is not in the way. In England this concept is already a
huge success. For instance, | can show a guest who is looking for a
restaurant some suggestions directly on my smartphone and show
some pictures. We are service providers: each single employee for
each single guest and the corporation for each partner.




CULTURAL CHANGE

Marcus Weier
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Daniel Enders is General Manager at

the Hotel Mercure Nuremberg West in
Furth, Germany, and is responsible for
35 employees. He has been working for
Accor brand hotels since 2004.
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Three questions for Anja Hermann

You have completed the Accor HEARTIST® program in your house.
It puts the employee front and center — what is your experience?
Everyone from the apprentice up to the employee of 30 years can
benefit from this program. Even employees who were skeptical at
first are now convinced of the benefits of HEARTIST®. One example: a
technician with 30 years of professional experience took part in one
of our first HEARTIST® trainings. At the very beginning of the first ses-
sion he asked whether he really had to stay. During his professional
life he had already completed a dozen of such trainings, and in addi-
tion he had a lot of work to do and could make better use of his time.
We asked him to stay until the break. He would then be allowed to
decide for himself whether he would like to stay or rather leave. After
the break, the technician remained in class, you could literally watch
him thrive and open up. After he had completed the training, he pas-
sionately shared his experience with HEARTIST® with employees in
other hotels. We conduct the training sessions across departments
and are observing that this practice strengthens relationships be-
tween employees who are not working in the same team.

Engagement within the corporation creates loyalty for the corpo-
ration - the program engages employees and is the ideal employer
branding. What measures are you taking to minimize fluctuation?
What is HEARTIST® doing for you with respect to employee reten-
tion and leadership?

Worker shortage is a big concern. HEARTIST® trainings represent an
important USP through which we are able to set ourselves apart from
our competition. HEARTIST® stands for modern hospitality, our em-
ployees are at eye level with our guests. Each employee acts as a host
and we explicitly encourage them to actively interact with our guests.

Catchwords such as “digitalization” and “friendliness” - do you con-
sider these two factors to be valid tools? What is your experience?
Digital tools are key factors in our mission to turn our guests into
fans. In our database, we have stored a comprehensive collection of
our guests’ preferences. It is up to us to maintain and complement
its contents with insights from thoughtful conversations and keen
observations with the help of our digital tools.




Camp for F&B&E Lovers

This is how you benefit as a partner

\ Continuing education for your employees
\ Best-Practise-Pool

\ Idea Labs

\ Knowhow from futurology

\ Exchange about trends and trend setters
\ Networking with experts

\ Meet Accor’s experts




R STINESY
o o
* £

K. = - VIS
\ E 55"‘.‘""‘*"4 e 1
Bl i - ._."
i .L' Y . - ot
il it , 1




Sustainability is not just a word —
we live and breathe sustainability!

ACCOR PARTNERS CAN RELY ON CERTIFIED ENVIRONMENTAL MANAGEMENT.
ACCOR HAS BEEN STRONGLY COMMITTED TO THIS TOPIC FOR MANY YEARS. IN ITS
INTRA-CORPORATE PROGRAM “PLANET 21" THE ENTERPRISE IS SETTING AMBITIOUS
GOALS. STRICT GUIDELINES SUPPORT THE COMPANY IN ACHIEVING THOSE GOALS

BY 2020. THE MOST PROMINENT TOPICS TO BE PROMOTED ARE NUTRITION AND
ENERGY SUPPLY IN BUILDINGS.

FIGHT FOOD WASTE \

DROP THE PLASTIC!
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CULTURAL CHANGE

“Cultural change is necessary —
without it we will go extinct.”

... says Volkmar Pfaff

and adds: “FEBEE is the one big

opportunity for the hotel industry.” He is responsible for
F&BEE, Innovation, and Talent & Culture. In our conver-
sation he casts a spotlight on the biggest challenges he is
facing within his areas of responsibility.

In this transformative process the
enterprise is relying strongly on
the smarts and soft skills of its em-
ployees and on its offerings. Why?
We are still an economic enterprise,
but we are working in the hospitality
industry. We are a people business
where people are front and center.
We are not merely a hospitality busi-
ness with a focus on cost reduction,
we need to turn back into hosts. We
are therefore betting on awareness,
on empathy, on emotional intelli-
gence. We must remember how we
can shape a people business that
revolves around individuals. During
the past two decades, this area has
not been treated with the respect
that it deserves. This is most obvious
in the area of F&B.

Could you give an example?

In the hotel industry it used to be
mandatory to offer breakfast, then
something was prepared for lunch,
and some kind of dinner had to be
served as well. How could we be
wondering why, say on any random
Tuesday, each of our restaurants
was populated by only a couple of
self-forgotten lovers, one burning
candle between them?

This doesn't sound appealing.
Is this going to change with the
HEARTIST® program?

Let me give you an example of what
is coming to life now.

We will enable our employees to be
passionate and proud of what they
are doing. We will achieve this by

taking better care of our employees,
by giving them the opportunity to
get engaged. We need to tell them:
“Guests decide on an emotional lev-
el which hotel and which location
they would like to stay at and where
they would rather not stay. You will
contribute considerably to this deci-
sion!”

Our business depends largely on
how good our guests feel on our
premises: illumination, atmosphere,
staff performance. In short: do they
want to spend time in this “place to
be" or don't they?

43
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CULTURAL CHANGE

Are you going to emphasize the
implementation of personal loyal-
ty as a value in the corporation?
This is exactly the point: This is what
this immense transformation that
Accor is going through is all about.
Our corporation comprises more
than 30 different brands with dif-
ferent clients and segments that all
have different needs. Despite all this
we all have more or less the same
task: be real hosts, because it is a
people business.

What lifestyle differences do you
see between the brands?

Without question, we need to clar-
ify one misunderstanding: each
hotel, no matter what area or seg-
ment it operates in, needs to act in
a way that can make it as successful
as possible in its own location with
its own clients. This will be its way
of life, its lifestyle. The misunder-
standing here is — and we need to
resolve it: “Lifestyle” does not mean
“Louis Vuitton Lifestyle” or “Hermes
Lifestyle”, it does not mean a luxury
or high-end label. In each segment
each hotel will have its own lifestyle.
Be it a luxury, midscale or economy
brand: Each segment has its own
personality, its own way of life.

What are the trends? What will
Accor focus on?

We will shape the future with Aug-
mented Hospitality. This will change
the industry, and we will be the mo-
tor. Augmented Hospitality equals
“enhanced hospitality”. It will be
rolled out this year. We expect eco-
nomic improvements as early as
mid-2020. The classical profit & loss
model for hotels does not work any
longer. We are being eaten alive by
our expenses, meaning by inflation
and industry-wide collective agree-
ments. We need additional busi-
ness, and this is exactly where we
see immense opportunities.

One of the most important factors
is the introduction of HEARTIST® to
raise awareness with all of us. We

need to move away from being
process oriented, we need to move
towards empathy for our fellow hu-
man beings. In F&B&E we actually
see a huge opportunity for the hotel
industry, a possibility for the hotel as
a whole to receive positive feedback
from its guests. We need to pull out
all the stops of creativity!

An example, please ...

There are beautiful examples:
the Mercure hotels in Berlin — the
“Checkpoint Charlie” and the “City”,
they both provide a wide range of
additional services. For instance,
you can drop off your shirts at the
hotel, have them washed and pick
them up any time. Simply because
we are open 24/7 on 365 days of the
year. It is easy to offer additional ser-

strengthen our local networks. The
Mercure City in Berlin hosts a peri-
odic quiz night which is already ex-
tremely popular among the people
from the neighbourhood. The quiz
is even a favorite for the employees
of our competition. The “Checkpoint
Charlie” offers live music events:
young musicians get a platform
there to play in front of an audience.
This way, they can gain some ex-
perience, become more confident
playing in front of an audience, and
our guests love listening, they en-
joy the atmosphere. In Munich, our
Mercure Munich City Center offers
a gin and beer tasting that the lo-
cal market is responding to very
well. In Vienna we have introduced
the “Mercure Weinlese". Local wine
growers find their own marketplace

This transformation is not
industry-specific, this transfor-
mation is necessary.

vices of this kind within the hotel
business.

We can offer parking space, confer-
ence rooms, we have a fast Internet
connection. Guests from the same
city can park their cars in the hotel
parking garage or set up a cowork-
ing space in our conference rooms.
They can use our fast Internet con-
nection in the lobby because their
Internet connection at home is too
slow.

How will people know that these
services are not only available to
your house guests?

Communication, communication,
communication! We need to

there. The combination of F&B&E
supports us with everything we do.
However, at the end of the day only
the local entrepreneurs will be able
to manage their offers and to imple-
ment creative hospitality ideas. We
need the creative power of each sin-
gle one of them.

This sounds exciting, but also
evokes pictures of colorful ven-
dor’s trays. What is the point of so
many additional events?

In the future, the hotel industry will
be defined as a domain of F&B&E.
People will be drawn to our hotels
by the “E" in “Entertainment”, by
the events. Those people will be



Volkmar Pfaff at the FRB&E Camp in Berlin
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ACCOR

Partner Manifesto

Where art meets performance
and tomorrow meets now,
we bring trusted expertise to deliver
your vision, your success.
Chart new worlds. Master the future.
With us, the opportunities are as limitless
as your dreams.

RAFFLES \ ORIENT EXPRESS \ BANYAN TREE \ DELANO \ SOFITEL LEGEND \ FAIRMONT \ SLS \ SO \ SOFITEL \ THE HOUSE OF ORIGINALS
RIXOS \ ONEFINESTAY \ MANTIS \ MGALLERY \ 21C \ ART SERIES \ MONDRIAN \ PULLMAN \ SWISSOTEL \ ANGSANA
25HOURS \ HYDE \ MOVENPICK \ GRAND MERCURE \ PEPPERS \ THE SEBEL \ MANTRA \ NOVOTEL \ MERCURE \ ADAGIO
MAMA SHELTER \ TRIBE \ BREAKFREE \ IBIS \ IBIS STYLES \ IBIS BUDGET \ GREET \ JO&JOE \ HOTELFI1



