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Accor Case Analysis: Strengthening the Brand with Digital Marketing
Question 1
Accor strategy is to accelerate hotel development through organic growth and acquisition. The distribution that they adopted focused on franchising and managing contracts as opposed to owning hotel properties (Avery, Dev, O’Connor, 2017). The strategy is efficient in helping them reduce their costs and thus be able to focus more on the strengths that they had as a company. The company owns several brands that are distributed over different continents and this has helped them to reach more customers. The value of the OTA relationship to Accor is not that significant due to the fact that the company has to pay the agencies a certain percentage of commission. This prevents them from getting the full share of the online bookings made, and thus, the company should rethink this relationship in the future. Accor should manage the relationship by ensuring g that they try as much as possible to engage the customers and step up the effort to make the customers more aware of the company as a brand on its own rather than a subsidiary of the online travel agencies. Through this, they will be able to close some of the deals without involving the agencies and thus be able to make profits.
Question 2
Room Key adds the opportunity to have more bookings to the distribution strategy of Accor. This is due to the sense that they engage in redirecting customers who have abandoned their search, and therefore, they can be aware of the Room Key offers. This is important as it will enable Accor to get access to the customers who are looking for hotels to book and thus able to drive up their sales. Therefore Room Key is a good distribution partner for Accor. The process of becoming an equity partner is rather expensive for companies such as Accor, and as such, it will not be easy for them to join Room Key as an equity partner. The investment needed is too high and this is something that might affect the overall performance of the company. The company should instead join Room Key as a commercial partner in which they would cede a certain % of the booking made as commission to Room Key (Demirçiftçi & Kızılırmak, 2016). This strategy will be crucial for the company as they will be able to generate revenue due to the ability of Room Key to direct traffic to their website.
Question 3
Room Key needs to overcome several challenges for it to be successful. To be successful for a long time, they need to ensure that they establish themselves as a brand on their own which will make the consumers identify more with them. Therefore, they need to spend a huge amount on marketing tools such as SEM and mass advertising. This will enable most of the consumers to be aware of the company. This will result in most consumers going directly to the Room Key website as opposed to having to wait for the pop-up ads that are currently being used by the company (Avery, Dev, O’Connor, 2017). Accor can assist Room Key by helping them with the digital innovations that they have implemented which will, in turn, enable the Room Key to sustain its business rather than depend on the existing customers. This will also enable them to stop losing business to OTAs.
Question 4
[bookmark: _GoBack]Accor should focus on geographical regions such as Asia and Europe where there is a large number of independent hotels. This will enable them to capture as many customers as possible on their website and thus increase their sales (Demirçiftçi & Kızılırmak, 2016). They need to intermediate the link between the company and independent hotels while disintermediating partnerships that do not allow them to explore their full potential. The company should also be able to foster the relationship with OTAs and ensure more collaboration because they provide more market exposure and attract first-time clients.
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