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The Accor Hotel Group


The Accor Hotel Group has just made a tremendous move in the hotel industry, and they have decided to acquire both mantra Group and Orient Express. This venture fits into the activities carried out by the hotel in the recent and would certainly believe this was an earlier panned game to help the hotel capture the most extensive market possible. From the perspective of the events, in this case, it is quite clear that these events had been planned early enough to make this acquisition a success (Leung, Bai & Erdem, 2017). To tie up the whole issue to the problems in the two hotels that have just been acquired, it is important to note that Accor was engaged in the UBS deal using their CEO as the chief corporate advisor in the financial sector. The deal involved the Drunsfield Hotels and Resorts as a meant to help crunch the numbers and the details on the operating platform. Based on this factor, it is significant to keep in mind a few issues that could have elicited this transaction.


The same issues could still spark debate in the coming weeks. First, the trading on the stock by Accor has been very strong with the value paced at $ 3.96. This value in the stock of the hotel gave them an upper hand in aligning their machinery to help in the acquisition process. The large scale Chinese capital that recently withdrew from the from the M&A for the last six months has placed Chinese buyers in the stock trade gave Accor a very competitive way to make the acquisitions in one way or the other. However, other suitors could have made a move to come into the agreement with Mantra. Salvage the timetable that was applied in the scheme of the plans that were never quick enough to help the hotel from the process of acquisition.


The only hope that could have been used in the signing off the deal with mantra is not even expected anywhere close to the process until February 2018 (Leung, Bai & Erdem, 2017). This then implies that the deal can only be sealed off later next year and all the speculations that have been going around should then be kept a back for quite some time (Roper, 2017). It is only the strong who could have the courage to take Accor head on the case of acquisition.


The hotel that would come into the picture of the acquisition process must have some sound experience in the hotel market because Accor have been the main player and dominant actor in the hotel market. Accor has been very active in the international hotel issues and to some extent; the firm has been in the forefront to trying all manner of ways in reshaping the future of its operations especially in the global market (Leung, Bai & Erdem, 2017). Accor has made great strides in trying to convince Mantra into the merger system to help improve its operations in the hotel industry. The entire process seems to be an up word gear with the operating stakeholders accepting other new entrants into the program. Singapore CDL has just shown their entry into the London list and even the private sector.


The brands that Accor offer would be in abject problem and Accor must look onto the manner in which these names would fit into their portfolio. This notion is because these labels either would be repositioned or retained (Roper, 2017). Mantra feels that they had set a pace in the local market with their names and then challenged these hotel owners to have the obligation to tag the distribution of these brands in the market.
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