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encouraging dialogue across disciplinary boundaries and areas of study. 

This Handbook is essential reading for student, researchers and academics of Hospitality 
as well as those of Tourism, Marketing, Business and Events Management.

Maya Ivanova is an Assistant Professor in Tourism in Varna University of Management, 
Bulgaria, and a certified IATA instructor. Her publications have appeared in journals like 
Tourism Management Perspectives, Anatolia, International Journal of Hospitality and Tourism 
Administration, Journal of Hospitality Marketing and Management, and Tourismos. She serves as 
Editorial Assistant for the European Journal of Tourism Research. Dr. Ivanova’s research interests 
include tour operators, airlines and hotel chains.



Stanislav Ivanov is a Professor in Tourism Economics and Vice Rector for Academic Affairs 
and Research in Varna University of Management, Bulgaria. He is the Editor-in-chief of the 
European Journal of Tourism Research and serves on the editorial boards of 25 other journals. 
His research interests include hotel chains, destination marketing, tourism and economic 
growth, political issues in tourism, special interest tourism. His publications have appeared  
in different academic journals – Annals of Tourism Research, Tourism Management, Tourism 
Management Perspectives, Tourism Economics, Journal of Heritage Tourism, Tourism and Hospitality 
Research, Tourism Today, Tourism, Tourism Planning and Development, Anatolia, International Journal 
of Hospitality and Tourism Administration, Journal of Hospitality Marketing and Management, 
Tourismos, Journal of Economic Studies, Journal of Southern Europe and the Balkans and South-
Eastern Europe Journal of Economics.

Vincent P. Magnini is a tenured faculty member in Virginia Tech’s Pamplin College of 
Business and he is currently ranked as one of the top 12 most prolific hospitality researchers 
worldwide. Vince holds Editorial Board appointments on ten of the leading research journals 
in his field and is a US Fulbright Scholar. Vince’s most recent book titled Performance Enhancers: 
Twenty Essential Habits for Service Businesses appeared on the top 1% of Amazon.com’s Best 
Seller Ranking throughout 2014. He has been featured three times on National Public 
Radio’s (NPR’s) With Good Reason, once on NPR’s All Things Considered and cited in The 
New York Times. 

http://Amazon.com


The Routledge Handbook 
of Hotel Chain 
Management

Edited by Maya Ivanova, Stanislav Ivanov  
and Vincent P. Magnini



First published 2016
by Routledge
2 Park Square, Milton Park, Abingdon, Oxon OX14 4RN

and by Routledge
711 Third Avenue, New York, NY 10017

Routledge is an imprint of the Taylor & Francis Group, an informa business

© 2016 Editorial matter and selection: Maya Ivanova, Stanislav Ivanov and Vincent  
P. Magnini; individual chapters: the contributors.

The right of Maya Ivanova, Stanislav Ivanov and Vincent P. Magnini to be identified 
as the authors of this work has been asserted by them in accordance with sections 77 
and 78 of the Copyright, Designs and Patents Act 1988.

All rights reserved. No part of this book may be reprinted or reproduced or utilised 
in any form or by any electronic, mechanical, or other means, now known or 
hereafter invented, including photocopying and recording, or in any information 
storage or retrieval system, without permission in writing from the publishers.

Trademark notice: Product or corporate names may be trademarks or registered 
trademarks, and are used only for identification and explanation without intent to 
infringe.

British Library Cataloguing in Publication Data
A catalogue record for this book is available from the British Library

Library of Congress Cataloguing in Publication Data
Names: Ivanova, Maya, editor. | Ivanov, Stanislav, editor. | Magnini, Vincent P.  
P., editor. | Routledge (Firm), editor.  Title:  The Routledge handbook of hotel chain 
management / edited by Maya Ivanova, Stanislav Ivanov and Vincent P. Magnini. 
Other titles: Handbook of hotel chain management | Description: Abingdon, Oxon ; 
New York, NY : Routledge, 2016. | Includes bibliographical references and index. 
Identifiers: LCCN 2015042492| ISBN 9781138805057 (hbk) | ISBN 
9781315752532 (ebk) |  
Subjects: LCSH: Hotel management—Handbooks, manuals, etc. 
Classification: LCC TX911.3.M27 R783 2016 | DDC 647.94068—dc23 
LC record available at http://lccn.loc.gov/2015042492

ISBN: 978-1-138-80505-7 (hbk) 
ISBN: 978-1-315-75253-2 (ebk)

Typeset in Bembo
by Keystroke, Station Road, Codsall, Wolverhampton

http://lccn.loc.gov/2015042492


v

Contents

List of figures ix
List of tables xi
Notes on contributors xiii

  Introduction 1
Maya Ivanova, Stanislav Ivanov and Vincent P. Magnini

SeCTIon I
Theoretical issues of hotel chains 5

 1 Nature and definition of hotel chain 9
Maya Ivanova and Roya Rahimi

 2 Economic and marketing fundamentals of hotel chains 19
Stanislav Ivanov

 3 Historical evolution of hotel chains 27
Prakash K. Chathoth

 4 Geographical distribution of hotel chains 41
Ákos Kátay and Tamara Rátz

 5 The strategic environment of hotel chains 57
Valentina Della Corte

 6 Hotel chains’ conceptual models 69
Maya Ivanova and Stanislav Ivanov

 7 Economic impacts of hotel chains on host destination 83
Ige Pirnar

 8 Socio-cultural impacts of hotel chains 94
B. Bynum Boley and Emily P.  Ayscue



Contents

vi

SeCTIon II
expansion of hotel chains 105

 9 The decision to internationalise 109
Michael J. Gross

10 The choice of a destination to enter 119
Cristina Barroco, Eduardo Anselmo de Castro and Carlos Costa

11 Entry modes: ownership (equity modes) 132
Yinyoung Rhou and Manisha Singal

12 Entry modes: franchise 142
Mahmood A. Khan

13 Entry modes: management contract 157
Michael J. Turner, Demian Hodari and Inès Blal

14 Entry modes: marketing consortium 171
Gökhan Ayazlar

15 Entry modes: lease contract 185
Anderson Gomes de Souza, Viviane Santos Salazar,  
Walter Fernando Araújo de Moraes,  Yákara Pereira Leite and Maya Ivanova

16 The choice of an entry mode by hotel chains 193
Elena García de Soto-Camacho and Alfonso Vargas-Sánchez

17 Selecting a partner hotel by the chain 205
Inès Blal, Demian Hodari and Michael J. Turner

SeCTIon III
Strategic and operational management of hotel chains 217

18 Brand management of hotel chains 221
Yumi Lim

19 An international hotel company’s employment brand 230
Sjoerd Gehrels

20 Managing customer experiences in hotel chains 240
Melissa A. Baker

21 Distribution channel management in hotel chains 251
Peter O’Connor



Contents

vii

22 Pricing and revenue management in hotel chains 262
Aurelio G. Mauri

23 Integrated marketing communications of hotel chains 274
Vladimir Zhechev

24 Managing customer relationships in hotel chains: a comparison  
between guest and manager perceptions 295
Haywantee Ramkissoon and Felix T. Mavondo

25 Fostering service quality in hotel chains through a focus on employee 
development and performance 305
Vincent P. Magnini and Carol J. Simon

26 Intercultural human resource management in hotel chains 315
Cherylynn Becker and Wei Wang

27 Information systems management in hotel chains 324
Fernando José Garrigós Simón, Yeamduan Narangajavana and  
Roberto Llorente

28 Financial management, control and reporting in hotel chains 336
Liliya Terzieva 

29 Legal aspects of hotel chain management and operations 346
Vivien Ulu and Dirisa Mulindwa

30 A productivity analysis of a chain of hotels 359
Carlos Pestana Barros and Luiz Pinto Machado

31 Competitiveness and performance of chain hotels 373
Manuel Becerra, Rosario Silva and Oksana Gerwe

SeCTIon IV
The individual hotel’s perspective� 383

32 Independent or flagged? The decision to affiliate to a chain 385
Mats Carlbäck

33 The choice of type of affiliation to a chain by the individual hotel 395
Stanislav Ivanov and Maya Ivanova

34 Selecting a partner chain by the hotel 406
Dimitris Koutoulas



Contents

viii

35 Managing the affiliation process 415
Florian Aubke and Christian Walter

36 Hotel affiliation evaluation: remaining, leaving, or rebranding? 427
Dirisa Mulindwa and Vivien Ulu

SeCTIon V
Contemporary and future issues in hotel chain management� 435

37 Environmental awareness and practices among hotel chains 439
Seoki Lee and Sujin Song

38 Hotel chains and higher education institutions 449
Irena Erbakanova

39 Hotel chains, globalisation, and politics 459
Craig Webster

40 Generations BB, X, Y, Z, a – the changing consumer in the  
hospitality industry 471
Claudia Sima

41 The changing employee across hotel chains – a generational approach 480
Emmanouil Papavasileiou

42 The new technologies tsunami in the hotel industry 490
Ulrike Gretzel

43 Big Data analytics for the lodging industry: a case study of  
perceptual mapping of hotel brands using online customer reviews 498
Matthew Krawczyk and Zheng Xiang

44 Brand extension: from a restaurant chain to a hotel chain 507
Anderson Gomes de Souza, Maria de Lourdes Barbosa and  
Mariana Bueno de Andrade Matos

45 Bleisure: business and leisure equilibrium in contemporary  
hotel chains 516
Magdalena Kachniewska

46 Building an integrated marketing communications mindset  
for hotel managers 529
Michael S. LaTour and Kathryn A. LaTour

Index 000



ix

Figures

 2.1  Impact of economic and marketing fundamentals on individual  
hotels’ and chains’ revenues, costs and financial performance 20

 3.1  Evolution of hotel chain characteristics 29
 4.1  Hotel chains’ share in the total room capacity of Africa and the  

Middle East (2013) (per cent) 45
 4.2  Hotel chains’ share in the total room capacity of the Americas  

(2013) (per cent) 49
 4.3  Hotel chains’ share in the total room capacity of Asia and the  

Pacific (2013) (per cent) 52
 4.4  Hotel chains’ share in the total room capacity of Europe (2013)  

(per cent) 55
 5.1  The hotel chain environment 58
 5.2  Firm–customer process according to an experience-based approach 64
 6.1  Steps in developing the Integrated model of a hotel chain 70
 6.2  Resource-based perspective of a hotel chain 72
 6.3  Value chain perspective of a hotel chain 74
 6.4  Stakeholder network perspective of a hotel chain 76
 6.5  Integrated model of a hotel chain 79
10.1  Conceptual model  123
13.1 Main relationships arising in a hotel management contract 166
17.1  Hotel chain selection of a hotel partner  209
23.1  IMC conceptual model for hotel chains 277
25.1  Potential associate reactions to service training 310
32.1  Theoretical approaches for identifying the independent hotel owner’s  

decision-making process regarding affiliating 387
35.1  Steps in the affiliation process (management contract) 417
35.2  Due diligence checklist 421
38.1   Forms of relationships between higher education institutions and  

hotel chains and corporations in an education process time frame 452
39.1  Globalisation and cultural proximity 1970–2011 461
43.1  Correspondence map of midscale and upscale segments combined 504



This page intentionally left blank



xi

Tables

 1.1  Definitions of ‘hotel chain’ 11
 3.1  Ranking of hotel chains 31
 4.1  Rate of growth in the global hotel industry 42
 7.1  Global hotel industry revenue from 2008 to prediction for 2016 84
 7.2  The positive and negative economic impacts of hotel chains on  

destinations they operate within 85
10.1  Summary of pull and push factors influencing hotel chain  

internationalisation and main authors 121
10.2   Summary of specific factors of the contextual environment  126
10.3   Summary of specific factors of the tourism sector 128
11.1   Equity modes in major hotel chains in 2013 138
13.1  Top 20 hotel chains (ranked by number of hotels under  

management contract) 159
13.2 Major management contract negotiation points 163
14.1  Best Western Hotels’ standards 177
14.2   Hotel marketing consortia examples 178
15.1  Advantages and disadvantages of leases: owner versus chains 187
15.2  Use of lease contracts by the largest hotel corporations in 2014 190
16.1  Type of contract and degree of control 195
16.2  Uncertainty and real options 197
17.1  Hotel chain selection criteria of a hotel partner  209
18.1  Brand extensions of major hotel brands  224
23.1  Efficiency and effectiveness metrics for hotel chains’ online presence 281
23.2  Hotel chains’ approaches and format of message design 283
23.3   Positioning strategies of hotel chains and their strategic orientation 289
24.1  Differences in customer value across chains as seen by stakeholders 299
27.1  Different IT applications in hotels 326
28.1   Financial ratios  340
30.1  Characteristics of the analysed ENATUR hotels (average  

from 2000 to 2013)  362
30.2  Malmquist Index average for the ENATUR hotels: 2000–2013,  

ranked according to their geographic location, from north to south 367
30.3  Productivity change over some years 368
30.4  Input-biased technological change  368
30.5  Output-biased technological change  369
31.1  Regression analysis room prices and yearly profits per room 379



Tables

xii

31.2  Interaction analysis 380
32.1  Summary of advantages and disadvantages of being affiliated  

based on literature review 392
33.1  Types of affiliation of accommodation establishments in Bulgaria 399
33.2  Most suitable type of chain affiliation for hotels in Bulgaria 401
33.3  Factors influencing the choice of type of affiliation to a chain 402
37.1  Summary of US chain hotels’ environmental programmes and  

investments 441
38.1  Industry examples of connections between hotel chains and  

corporation and higher education institutions (current and 
future employees) 451

39.1  Top hotel corporations globally 2013 462
39.2  Ideological views on hotel chains and globalisation 464
40.1  An overview of generations and their key characteristics as  

hotel chain customers 472
41.1  Studies of inter-generational differences in the workplace 482
41.2  Studies of inter-generational differences in hotel chain employees 484
41.3  Inter-generational differences across hotel chain employees 485
46.1  Key performance indicators for social media 535



xiii

notes on contributors

eduardo Anselmo de Castro is Associate Professor of the Department of Social, Political and 
Territorial Sciences in the University of Aveiro, Portugal. He is the coordinator of the 
Research Center on Governance, Competitiveness and Public Policies and of the PhD course 
on Public Policies. He works in the fields of Regional Economics, Strategic Planning and 
decision Support Systems. He was responsible for Portuguese research teams involved in more 
than 20 European Union FP and ESPON projects and was responsible for more than 10 
projects sponsored by the Portuguese Foundation for Science and Technology. 

Walter Fernando Araújo de Moraes is Full Professor of Business Management at the Business 
Department of the Universidade Federal de Pernambuco (Brazil). He holds a Master’s degree 
in Production Engineering (UFSC), a PhD degree in Management Sciences at the University 
of Manchester Institute of Science and Technology and a Post-Doctoral degree at the 
University of Texas at Austin. Currently, he is a member of the Centre for the Study of 
Business Strategy (CEO/UFPE).

Florian Aubke is an Assistant Professor/Senior Lecturer for Hotel Management at the 
Department of Tourism and Service Management at MODUL University Vienna. He 
currently serves as the Dean of the undergraduate school. He has substantial operational 
experience in the hospitality industry as well as national and international event management 
experience. Florian received his Bachelor of Business in Marketing and Hospitality 
Management as well as a Master of Business by Research from Victoria University, Melbourne, 
Australia. Since his doctoral studies (completed in 2012 with distinction at the Vienna 
University of Economics and Business), his research focuses on the analysis of social networks, 
both within and between organizations – with a particular application to the hospitality and 
tourism industry. Florian is an active member of the International Network for Social 
Network Analysis (INSNA) as well as the European Chapter of the International Council on 
Hotel, Restaurant and Institutional Education (EuroCHRIE).

Gökhan Ayazlar received his PhD in tourism from Adnan Menderes University in  
2012. Since 2013, he has been an Assistant Professor in the Tourism Faculty at the University 
of Mugla Sitki Kocman, where he teaches courses on introduction to tourism, inter- 
national tourism, international hotel management and tourism sociology. He has published 
articles, book chapters and edited books in the field of his courses. His current research 
activity is focused on internationalization of tourism enterprises. Gökhan also has over  
10 years’ experience in hotel management roles which he built up prior to his academic 
career.



Contributors

xiv

emily P. Ayscue is a PhD student studying Natural Resources, Recreation and Tourism within 
the Warnell School of Forestry as well as the Integrative Conservation PhD programme at  
the University of Georgia. Her research interests include sustainable coastal development and 
tourism development policy and management.

Melissa A. Baker, PhD, is an Assistant Professor in the Department of Hospitality and  
Tourism Management at the University of Massachusetts, Amherst. Her teaching focuses on 
restaurant management, services marketing and human resources management. Her research 
focuses on service failure recovery, customer complaints and appearance and impression 
formation. 

Cristina Barroco is an Associate Professor at the Polytechnic Institute of Viseu, Portugal – 
Higher School of Technology and Management, where she coordinates the Bachelor’s degree 
in Tourism. She holds a PhD in Tourism, an MSc in Management and a BSc in Tourism. She 
is affiliated with the Portuguese Foundation for Science and Technology and is a Member of 
the research unit of Governance, Competitiveness and Public Policies (GOVCOPP) at the 
University of Aveiro. Her research focuses on tourism economics, foreign direct investment 
and new tourism products.

Carlos Pestana Barros is an Associate Professor of Economics at ISEG University of Lisbon. 
He is a member of the board of many tourism journals, including: Tourism Management,  
Journal of Travel Research, Tourism Economics and European Journal of Tourism Research, for which 
he is also a reviewer. He has been guest editor of several special issues published in Tourism 
Economics and Scandinavian Journal of Tourism Research. 

Manuel Becerra (PhD, University of Maryland, USA) is Professor of Strategic Management 
at the University of Queensland Business School (Brisbane, Australia). He has been published 
widely in management journals in the areas of corporate strategy and trust.

Cherylynn Becker, PhD, is an associate professor in the Department of Management  
and International Business at the University of Southern Mississippi, Gulf Coast. She  
teaches management, human resources management, organisational staffing and cross- 
cultural management. Her research which focuses primarily on management issues within 
the field of hospitality and tourism has appeared in journals including the International Journal 
of Hospitality Management, Journal of Hospitality and Tourism Research, Tourism Geographies, 
Tourism Analysis, Journal of Hospitality Human Resource and Psychology and Marketing. She serves 
on the Editorial Review Board for the Journal of Hospitality and Tourism Research.

Inès Blal (PhD, Virginia Polytechnic Institute and State University) is an Assistant Professor 
of Strategic Management at the Ecole hôtelière de Lausanne, HES-SO; University of Applied 
Sciences, Western Switzerland. Dr. Blal specialises in performance measures of lodging 
corporations and execution of expansion strategies. Her research has been published in, 
among other journals, the International Journal of Hospitality Management and the Cornell 
Hospitality Quarterly. Her work includes studies of the development department within 
lodging corporations, the effect of online rating on performance, the impact of the asset light 
strategy in the industry, methods for scanning the environment, and the financing possibilities 
for small and medium hotels in Switzerland. 



Contributors

xv

Dr. B. Bynum Boley is an assistant professor of Natural Resources, Recreation and Tourism 
(NRRT) within the Warnell School of Forestry and Natural Resources at the University of 
Georgia. His research interest focuses on sustainable tourism with special attention to the 
congruence of a destination’s emphasis on sustainability and its overall competitiveness. This 
translates into a need for both supply-side and demand-side research to create management and 
marketing plans that match resident values and destination resources with appropriate tourist 
segments that will maximize the positive impacts of tourism across the triple-bottom line. 

Mariana Bueno de Andrade Matos is a Professor of Tourism and Hospitality Management 
at the Hotel and Tourism Department of the Universidade Federal de Pernambuco (Brazil). 
Holds a Masters degree and is a PhD candidate in Business Management at the Universidade 
Federal de Pernambuco (UFPE), Brazil. Currently, is a member of the Centre for the Study 
of Hospitality, Tourism and Gastronomy (CHT/UFPE).

Mats Carlbäck has a long practical experience of the hospitality industry, in Sweden and  
on the international arena, both as entrepreneur and in various management positions. This 
has led to an extensive network in the industry, on a local, national and international level. His 
research is mainly focused on performance enhancing methods within the hospitality industry 
which has led to several articles in renowned publications. Mats’s research is based on relevant 
questions from the practitioners and the aim is primarily to find new applicable solutions/
models/methods for an industry in great need of new thinking and increased professionalism. 
In order to further facilitate the spreading of research, Mats is a contributor to various blogs 
in Sweden and has columns and editorial work in leading magazines and papers.

Mats is currently dividing his time between developing his own company Fivepointfive 
AB, and lecturing at the School of Hospitality, Culinary Arts and Meal Science, Örebro 
University, Sweden.

Prakash K. Chathoth is Professor, Department of Marketing and Information Systems, School 
of Business Administration, American University of Sharjah, United Arab Emirates. His research 
interests include topics related to strategic and service management/marketing with a particular 
emphasis on the service sector, notably the tourism and hospitality industry. Several of his 
papers have appeared in top-tier journals within the field including Annals of Tourism Research, 
Tourism Management, Journal of Sustainable Tourism, Journal of Travel and Tourism Marketing, Journal 
of Hospitality and Tourism Research, International Journal of Hospitality Management and International 
Journal of Contemporary Hospitality Management. He serves on the editorial board of nine 
international research journals and is currently the Regional Editor – Middle East and Africa 
for the International Journal of Contemporary Hospitality Management.

Valentina Della Corte is Associate Professor of Business Management at Federico II University 
of Naples. She teaches Tourism Business Management, Strategic Management and Marketing 
Policies, Revenue Management and Management of Cultural Heritage.

She is the author of numerous publications in national and international academic journals 
such as Tourism Management, European Journal of Innovation Management, Corporate Ownership 
and Control, International Journal of Quality and Service Sciences, International Journal of Leisure 
and Tourism Marketing, International Journal of Marketing Studies, Journal of Management and 
Sustainability, Mercati e competitività and Sinergie.

Valentina is the author of books published by Elgar, IGI Global, Routledge and McGraw 
Hill as well as of chapters in books edited by the Italian Egea, CEDAM and Giappichelli.  



Contributors

xvi

She has participated in national and international conferences such as Strategic Management 
Society Annual Meeting, Academy of Management Annual Meeting, Italian Academy of 
Management Annual Meeting, International Forum of Knowledge Asset Dynamic, 
International Conference on Tourism (ICOT), International Marketing Trends Conference, 
Forum on Marketing and Markets, AIDEA Annual Meeting and Sinergie Annual Meeting.

Her research is focused on strategic management and marketing and in particular resource-
based theory, business networks and coopetition, dynamic capabilities, value creation and 
appropriation both intra-firm and inter-firm, innovative marketing in tourism and heritages. 

Carlos Costa is Full Professor, Head of the Department of Economics, Management and 
Industrial Engineering of the University of Aveiro and Editor of the Journal of Tourism and 
Development. He holds a PhD and MSc in Tourism Management (University of Surrey, UK), 
and a BSc in Urban and Regional Planning (University of Aveiro, Portugal). Carlos is the 
leader of the Tourism Research Unit and of the PhD Tourism Programme of the University 
of Aveiro. He is also Scientific Coordinator of the ‘idtour-unique solutions’ (tourism spin-off 
company of the University of Aveiro). Carlos is involved in a number of national and 
international tourism projects.

Irena erbakanova is a lecturer at Varna University of Management. She is teaching various 
tourism and hospitality related subjects like Hotel Operations Management, Current Issues 
in Hospitality and Tourism, Special Interest Tourism, etc. Although her experience in the 
research field is quite new, from 2004 to 2011, mostly during her studies, Irena Erbakanova 
focused on working in the hospitality industry. The practical experience she gained was in 
properties ranging from 3 to 5 stars in departments including front office, housekeeping, food 
and beverage, marketing and quality.

Dr. elena García de Soto-Camacho’s main research interests are in the Strategic Management 
field, especially in internationalisation process and in the tourism industry. At present, she is 
a lecturer at the University of Huelva, where she has served in several positions. In addition 
she is a member of the Spanish-Portuguese Network of Researchers on Tourism (REINTUR) 
and the Iberian Circle of Business Economics (CIBECEM). In 2004 she formed the Research 
Group ‘Innovation and Development Strategies in Tourist Firms’ (GEIDETUR), included in 
the Andalusian Government’s Plan of R&D&I.

Fernando José Garrigós Simón has a PhD in Management and is Associate Professor in 
the Department of Business Organization, Universitat Politecnica de Valencia (Spain). He 
also has an MSc in Tourism Management and Planning from Bournemouth University,  
and a degree in Economics from the University of Valencia. He has taught or researched 
in universities in France, Germany, USA, UK, Australia, Singapore and Thailand. His 
primary areas of research include Tourism Management and Knowledge Management. He 
has been published in international books and journals such as Annals of  Tourism Research, 
International Journal of Contemporary Hospitality Management, International Journal of Technology 
Management, Journal of Knowledge Management, Small Business Economics, Management Decision, 
The Service Industries Journal, Tourism Economics and Tourism Management.

Dr. Sjoerd Gehrels is UAS Professor of Innovation in Hospitality, Stenden Hotel Management 
School, Netherlands. Sjoerd commenced higher education in 1989 after 10 years in the hospi-
tality industry and is currently course leader for the Masters in International Service Management, 



Contributors

xvii

and UAS Professor of Innovation in Hospitality at Stenden HMS. Sjoerd holds an MSc from 
Surrey, an MBA from Oxford Brookes and an EdD from Stirling, and is now Postdoc at UALg, 
Portugal. His recent, Centre of Expertise in LTH, funded research project examines Employer 
Branding applications. Sjoerd is co-editor of the Research in Hospitality Management journal 
and member of the European Journal of Tourism Research editorial board.

oksana Gerwe is a doctoral candidate at IE Business School, Madrid (Spain), where she is 
doing her doctoral degree in the field of Strategy. Her research interests are in the areas of 
value creation and value capture, demand-driven strategy and collaborative consumption. 

Anderson Gomes de Souza is Professor of Tourism and Hospitality Management at the 
Hotel and Tourism Department of the Universidade Federal de Pernambuco (Brazil). He 
holds a Master’s and PhD degree in Business Management from the same institution, having 
developed part of his dissertation at the NHTV Internationaal Hoger Onderwijs Breda (The 
Netherlands). Currently, he is a member of the International Academy for the Development 
of Tourism Research in Brazil (ABRATUR), of the Centre for the Study of Marketing and 
Personnel (MKP/UFPE), the Centre for the Study of Hospitality, Tourism and Gastronomy 
(CHT/UFPE) and the Eductur – Education in Tourism: Teaching and Research (UFPE). 

Ulrike Gretzel is Professor of Tourism in the UQ Business School, University of Queensland, 
Australia, and a member of the Smart Tourism Research Centre at Kyung Hee University, 
South Korea. She received her PhD in Communications from the University of Illinois at 
Urbana-Champaign. Her research focuses on technology use in tourism, with an emphasis 
on social media, both from organizational as well as consumer perspectives, and the design 
of intelligent systems, in particular recommender systems. Her research has been published 
in major tourism and eCommerce journals. She has also co-authored and co-edited several 
books related to technology in tourism.

Dr. Michael J. Gross is a Lecturer with the School of Management at the University of South 
Australia in Adelaide. Michael holds a Bachelor of Science in Business Administration (BSBA) 
degree with a major in Hotel and Restaurant Management from the University of Denver, 
USA, Master’s degrees in Education (MPET) and Business (MBA) from Deakin University, 
Australia, and a PhD from the University of South Australia. He has an extensive professional 
background in international hospitality management with some of the world’s leading hotel 
firms. He currently teaches in hospitality and tourism programmes at the undergraduate and 
postgraduate levels. His research and publishing focus on hospitality management and tourism 
management areas, with particular interests in development and internationalisation of 
hospitality firms, China hospitality industry, international education, destination marketing, 
destination image, lifestyle tourism, consumer involvement and place attachment.

Demian Hodari (PhD, University of Surrey) is an Associate Professor of Strategic Management 
at the Ecole hôtelière de Lausanne, HES-SO – University of Applied Sciences Western 
Switzerland. Dr. Hodari specialises in the strategic partnerships between hotel owners, 
management companies and general managers, and the ensuing performance implications. 
His research has been published in, among other journals, the Cornell Hospitality Quarterly, 
the International Journal of Hospitality Management and the Journal of Hospitality Financial 
Management. He is a frequent speaker at international hotel investment conferences and his 
practitioner-oriented research is regularly published in industry trade publications.



Contributors

xviii

Dr. Stanislav Ivanov is a Professor in Tourism Economics and Vice Rector for Academic 
Affairs and Research in Varna University of Management, Bulgaria. He is the Editor-in-
chief of the European Journal of Tourism Research (http://ejtr.vumk.eu) and serves on the 
editorial boards of 25 other journals. His research interests include hotel chains, destination 
marketing, tourism and economic growth, political issues in tourism, and special interest 
tourism. His publications have appeared in different academic journals – Annals of Tourism 
Research, Tourism Management, Tourism Management Perspectives, Tourism Economics, Journal of 
Heritage Tourism, Tourism and Hospitality Research, Tourism Today, Tourism, Tourism Planning and 
Development, Anatolia, International Journal of Hospitality and Tourism Administration, Journal  
of Hospitality Marketing and Management, Tourismos, Journal of Economic Studies, Journal of 
Southern Europe and the Balkans and South-Eastern Europe Journal of Economics.

Dr. Maya Ivanova is an Assistant Professor in Tourism in Varna University of Management, 
Bulgaria, and a certified IATA instructor. Her publications have appeared in journals like 
Tourism Management Perspectives, Anatolia, International Journal of Hospitality and Tourism 
Administration, Journal of Hospitality Marketing and Management and Tourismos. She serves  
as Editorial Assistant for the European Journal of Tourism Research (http://ejtr.vumk.eu).  
Dr. Ivanova’s research interests include tour operators, airlines and hotel chains.

Magdalena Kachniewska is Associate Professor in Tourism Department, Warsaw School of 
Economics (WSE). She is a member of the Tourism Research Working Group at the Polish 
Ministry of Sport and Tourism, an expert of the Hotel Market Institute, and senior consultant 
of the Polish Tourism Organisation.

She is a member of the Scientific Council of e-TravelForum and ‘New technologies in 
travel sector – Tech.Travel Award’ contest. She has been the leading consultant at the opening 
stage of 26 hotels in Poland and Slovakia. She has been the president of Efekt Hotele Co, 
General Manager of Best Western Krakow Premier Hotel, and General Manager of Express 
by Holiday Inn Hotel. Until 2012 she was a member of the Supervisory Board at the 
European Mortgage Fund (managing four hotels in Poland).

Ákos Kátay is Assistant Professor at the Institute of Tourism and Business Studies at Kodolányi 
János University of Applied Sciences, Székesfehérvár – Budapest, Hungary, and PhD candidate 
at the Doctoral School of Earth Sciences of the University of Pécs. He has extensive practical 
experience in the hotel sector, and represents KJU in the Hungarian Hotel & Restaurant 
Association. His PhD research focuses on the interrelationship of the Hungarian hotel 
industry’s spatial expansion and market activity and its environment.

Dr. Mahmood A. Khan is Professor in the department of Hospitality and Tourism Management, 
Pamplin College of Business at Virginia Tech’s National Capital Region campus. His area of 
expertise is hospitality franchising and he is the author of seven books, including the latest 
edition of Restaurant Franchising: Concepts, Regulations, and Practices. He serves on several journal 
editorial boards, and is an Associate Editor of the Cornell Hospitality Quarterly. He is also 
Senior Acquisition Editor for Apple Academic Publications. He has been invited by national 
and international institutions to serve as a speaker, keynote speaker, and seminar presenter on 
different topics related to franchising and services management. He is a Fellow of the Academy 
of Nutrition and Dietetics. 

Dr. Khan has received the Steven Fletcher Award for his outstanding contribution  
to hospitality education and research. He is also a recipient of the John Wiley & Sons Award 

http://ejtr.vumk.eu
http://ejtr.vumk.eu


Contributors

xix

for lifetime contribution to outstanding research and scholarship; Donald K. Tressler  
Award for scholarship; and Cesar Ritz Award for scholarly contribution. He also received the 
Outstanding Doctoral faculty award from Pamplin College of Business. 

He has served on the Board of Governors of the Educational Foundation of the 
International Franchise Association, on the Board of Directors of the Virginia Hospitality and 
Tourism Association, as a Trustee of the International College of Hospitality Management 
and as a Trustee on the Foundation of the Hospitality Sales and Marketing Association’s 
International Association. He is also a member of several professional associations. 

Dr. Dimitris Koutoulas has been pursuing a career both as a business consultant and an 
academic over a period of more than two decades. He serves as Assistant Professor at the 
University of Patras teaching Tourism and Hospitality Management and Marketing. Koutoulas 
also works as a marketing consultant and project manager mainly in the tourism, hospitality, 
publishing and events industries. His work has covered nearly every aspect of applied 
marketing and management ranging from market research and hotel concept development 
to mystery guest inspections and online marketing. Koutoulas has also conducted professional 
training programmes for hotels and tourism boards. He has implemented projects in  
28 countries.

Matthew Krawczyk is a PhD student in the Department of Hospitality and Tourism 
Management in Pamplin College of Business at Virginia Tech. His research interests include 
consumer perceptions of market structure in the lodging and restaurant industries, hospitality 
analytics and exploring methods by which hospitality managers can gain insights from online 
consumer reviews. His background is centered on over a decade of managerial experience in 
restaurants, theme parks and hotels.

Kathryn A. LaTour is Associate Professor of Services Marketing, School of Hotel Administration, 
at Cornell University. Her research focuses on consumer memory processes and hedonic 
consumer experiences. Her research has appeared in multiple outlets including the Journal of 
Marketing, Journal of Consumer Research, Journal of Advertising and Journal of Advertising Research. 

Michael S. LaTour was Professor of Marketing, School of Business at Ithaca College. Professor 
LaTour’s research focused on consumer memory processes as well as psycho-physiological 
response to promotional stimuli. His research appeared in a variety of scholarly outlets 
including Journal of Marketing, Journal of Consumer Research, Journal of Advertising and Journal of 
Advertising Research. Professor LaTour was also former Editor of Cornell Hospitality Quarterly.

Dr. Seoki Lee is an associate professor at the School of Hospitality Management of the 
Pennsylvania State University in the US. His primary research interests focus on corporate 
social responsibility, mainly in the hospitality context from strategic and financial management 
perspectives. His research work has been published in various journals such as International 
Journal of Hospitality Management, Journal of Hospitality and Tourism Research, Cornell Quarterly 
and Tourism Management.

Yumi Lim completed her PhD at Virginia Tech and was an adjunct instructor at Virginia  
Tech and Radford University. Her research interests are branding, brand extension, consumer 
behaviour and the influence of technology/IT on tourism. Currently, she works as an 
independent researcher.



Contributors

xx

Roberto Llorente received an MSc degree in Telecommunication Engineering from  
the Universidad Politécnica de Valencia (UPV), Spain, in 1998. In 2002 he joined the 
Nanophotonics Technology Center (NTC) and in 2006 he received his PhD. Currently, he 
is Associate Professor, lecturing telecommunications subjects in the UPV, and Head of  
the Optical Systems and Networks Unit in the NTC. He has been leading NTC activities 
in European research projects FP5-TOPRATE and FP6-UROOF and has coordinated  
FP7-UCELLS and FP7-FIVER projects. He has authored more than 120 papers in leading 
international journals and conferences and has authored three patents. His current research 
focuses on telecommunications infrastructures for social benefit. 

Maria de Lourdes Barbosa is a Professor of Tourism and Hospitality Management at the  
Hotel and Tourism Department, and of Business at the Graduate Program in Business 
Administration of the Universidade Federal de Pernambuco (Brazil). She holds a Master’s 
degree and PhD in Business Management from the same institution. Currently, she is  
the research leader of the Centre for the Study of Hospitality, Tourism and Gastronomy 
(CHT/UFPE), and also a member of the Centre for the Study of Marketing and Personnel 
(MKP/UFPE).

Vincent P. Magnini, PhD, is a tenured faculty member in Virginia Tech’s Pamplin College 
of Business. He is currently ranked as one of the top 12 most prolific hospitality researchers 
worldwide. Vince holds Editorial Board appointments on ten of the leading research journals 
in his field and is a US Fulbright Scholar.

Vince’s most recent book, Performance Enhancers: Twenty Essential Habits for Service 
Businesses, appeared on the top 1% of Amazon.com’s Best Seller Ranking throughout 2014. 
He has been featured three times on National Public Radio’s (NPR’s) With Good Reason, 
once on NPR’s All Things Considered and cited in the New York Times.

Aurelio G. Mauri graduated in Business Administration at Bocconi University (Milan, Italy), 
and is at present Associate Professor of Tourism and Services Marketing at IULM University, 
Milan, Italy. He has extensive and varied teaching experiences in various European Universities. 
His research interests include services marketing, service quality, customer satisfaction, revenue 
management, word-of-mouth and brand management. He is the author of several articles  
and books.

Felix T. Mavondo is Professor of Marketing in the Department of Marketing at Monash 
University, Australia. Felix has published in Marketing and Tourism and his teaching interests 
are in Quantitative Methods, Research Methods and Strategic Marketing. Felix has served 
on editorial boards of marketing and communication journals and is an ad hoc reviewer for 
many top journals. Felix’s research interests are in dynamic capabilities, business-to-business 
marketing, Strategic Marketing and tourism. His passion is supervising doctoral students and 
helping to realise their potential.

Dirisa Mulindwa’s educational background is in tourism development, and his PhD awarded 
in 2009 by Anglia Ruskin University focused on the relationship between Community-based 
Ecotourism and Poverty Alleviation in Bigodi Parish near Kibale National Park, Western 
Uganda. Over the years Dirisa’s research interests have expanded into web 2.0 technologies 
in hospitality, hotel growth strategies and issues of authenticity, ethnicity and the representation 
of food in ethnic restaurants.

http://Amazon.com


Contributors

xxi

Yeamduan narangajavana is Researcher and Lecturer at Universitat Jaume I (Spain). She 
has a PhD in Marketing from Universitat Jaume I, and an MSc in Tourism Management and 
Marketing from Bournemouth University (UK). She received her Bachelor’s degree in 
Business Administration from Chiang Mai University (Thailand). She has been the coordinator 
of the tourism department for the faculty of business in Walailak University, and has also been 
lecturer at Dusit Thani College. Her interests include tourism and marketing, revenue 
management and price analysis. She has published in international books and journals such 
as Annals of Tourism Research, International Journal of Contemporary Hospitality Management, 
Encontros Bibli, Journal of Air Transport Management and Tourism Management.

Peter o’Connor, PhD, is Professor of Information Systems at Essec Business School, France, 
where he also serves as Director of the Global MBA and the MBA in Hospitality Management. 
His research, teaching and consulting interests focus on technology, distribution, e-commerce 
and electronic marketing particularly applied to the hospitality sector. He has previously held 
a visiting position at the Cornell Hotel School and worked in a variety of positions within 
hospitality, in sectors as diverse as luxury hotels and contract food services.

emmanouil F. Papavasileiou is a Research Fellow in International Labour Mobility, at the 
University of Portsmouth (UK). Previously he gained commercial experience working 
overseas (Greece) within the Hospitality and Health Care sectors, developing human resource 
management practices for both public and private organisations. His main area of research 
concerns inter-generational differences and their impacts on workplace dynamics and 
managing people. Emmanouil’s research has been published in journals and conference 
proceedings such as the International Journal of Human Resource Management.

Yákara Pereira Leite is Professor of Business Management at the Business Department of the 
Universidade Federal Rural do Semi-Árido (Brazil). Yákara holds a Master’s degree and PhD 
in Business Management from the Universidade Federal de Pernambuco, and is currently a 
member of the Centre for the Study of Business Strategy (CEO/UFPE).

Luiz Pinto Machado, born in Lisbon in July 1962, began his labour activity at the age of 16, 
working in various roles in different fields of commerce and industry. Soon he became interested 
in tourist activities, beginning in the hospitality sector in 1978. Luiz worked for several 
international hotels, and was invited in the early 1990s to teach. His long experience in the 
industry gives him a huge facility in imparting knowledge. Invitations to teach at a higher level 
arose. At this point, as a professional in the industry, Luiz saw a great need for studies in tourism 
and investigation of topics of keen interest to the sector. Luiz joined the best researchers in the 
field, publishing several papers in relevant scientific journals, books and manuals for students 
and professionals. He developed parallel interests in professional associations and assumed 
leadership positions in various institutions involved in the tourist industry. He helped to found 
the Tourism Observatory at the University of Madeira, where he intends to develop a deep 
research project in the tourism sector, with the goal of improving the performance of tourism 
on Madeira and in Portugal. Luiz holds degrees in Hotel and Tourism Management, an MSc 
in Strategic Management and Tourism Development and a PhD in Economics. 

Ige Pirnar currently works as a full-time professor at the Department of BA and is an elected 
member of the University Executive Board of Yasar University. She has produced eight 
books in Turkish (three edited and two with co-authors) on topics of International Business: 



Contributors

xxii

Key Concepts, International Tourism Management, Convention and Meetings Management, 
TQM in Tourism, Direct Marketing, PR in Tourism, F&B Management and Quality 
Management in Services. Her areas of expertise are tourism management, international 
tourism, global marketing, international management, hospitality marketing, quality 
management and EU tourism policy.

Dr. Roya Rahimi is a lecturer at the University of Wolverhampton Business School where 
she teaches across tourism, hospitality, leisure and events subject areas. While undertaking 
her PhD studies, she was a Research Assistant in the Management Department of Izmir 
University and, in broadening her knowledge and academic experience, she became a PhD 
visiting Scholar at the University of Wolverhampton (2010–11).

Her research interests are Customer Relationship Management (CRM) in Chain Hotels, 
Organisational Culture in Hospitality Businesses, Human Resource Management, Gender 
issues and Equality and Diversity. She has expertise in Quantitative Research Methods and 
her work has been presented at various international conferences and has been published in 
a variety of journals and book chapters. Her industry experience includes 7 years working 
in the hotel industry in a number of international hotels in various countries. Roya is fluent 
in three languages (English, Turkish and Persian) and has familiarity with European and Asian 
cultures. Roya is a fan of using technology in her classes and uses simulating hospitality 
management software for bringing practice into theory and making students familiar with 
real work experiences. She is acting as the director of the Visiting Scholar Scheme at the 
University of Wolverhampton Business School.

Haywantee Rumi Ramkissoon is Associate Professor and Director of the Tourism Research 
Cluster at Curtin Business School, and research fellow at BehaviourWorks Australia, Monash 
University. She holds two doctoral degrees in Tourism and Applied Environmental Psychology. 
Her postdoctoral experience relates to place attachment, and societal innovation and behaviour 
change. Rumi publishes in leading tourism journals such as Annals of Tourism Research, Tourism 
Management, Journal of Travel Research, Journal of Sustainable Tourism, Tourism Analysis, Journal  
of Hospitality and Tourism Research. She is the book review editor for Current Issues in Tourism 
and Research Note Editor for Journal of Hospitality Marketing and Management. Rumi serves 
on 11 editorial boards of high quality journals in her field.

Tamara Rátz is Professor of Tourism, and Director of the Institute of  Tourism and Business 
Studies at Kodolányi János University of Applied Sciences, Székesfehérvár – Budapest, 
Hungary. She is the author or co-author of more than 180 publications on tourism, including 
a number of books on the impacts of tourism, attraction and visitor management, and health 
tourism and quality of life. Her current research interests include cultural and heritage 
tourism development, and creativity and innovation in niche tourism development. 

Yinyoung Rhou is a PhD student in the Department of Hospitality and Tourism Management 
at Virginia Tech. Her research interests are in the area of strategic management. She seeks 
to understand how firms’ strategic decisions influence their financial performance in the 
context of hospitality and the tourism industry. 

Viviane Santos Salazar is Professor of Tourism and Hospitality Management at the Hotel 
and Tourism Department and of Business at the Graduate Programme in Business 



Contributors

xxiii

Administration of the Universidade Federal de Pernambuco (Brazil). She holds a Master’s 
degree and PhD in Business Management from the same institution. Currently, she is a 
member of the Centre for the Study of Hospitality, Tourism and Gastronomy (CHT/UFPE), 
and also a member of the Centre for the Study of Business Strategy (CEO/UFPE).

Rosario Silva (PhD Universidad Carlos III, Spain) is Professor of Strategic Management at 
IE Business School (Madrid, Spain). Her fields of interest include differentiation strategies 
and geographic agglomeration in the hotel industry.

Claudia Sima finished her PhD in urban tourism studies at the University of Westminster 
London in 2013 and now works as Associate Lecturer in Tourism Management with the 
University of Central Lancashire in the UK. Her research interests include: Generations BB, 
X, Y, Z, a and their impacts on the tourism, hospitality and events industries, event marketing 
and social-media commerce.

Carol J. Simon, MBA, is a veteran hotel manager with 37 years of experience, the last  
28 years with Crestline Hotels and Resorts. Carol has experience in room management, food 
and beverage, sales and conference planning, as well as revenue management. Carol has been 
a General Manager at various hotels and resorts. Carol was an instructor of hospitality 
management at James Madison University School of Hospitality and Sports Management. 
Carol is currently an independent consultant specializing in hotel operations. 

Manisha Singal is an associate professor at the Pamplin College of Business at Virginia Tech. 
She teaches graduate and undergraduate courses in hospitality strategic management and 
finance. Her research explores how the ownership and governance of firms influence their 
strategic decision-making and financial performance. Dr. Singal serves on the editorial boards 
of several journals and her research articles appear in both management and hospitality-
specific journals, including Journal of International Management, Strategic Entrepreneurship Journal, 
Family Business Review, Cornell Hospitality Quarterly, Journal of Hospitality and Tourism Research 
and International Journal of Hospitality Management.

Sujin Song is a graduate student at the School of Hospitality Management of the Pennsylvania 
State University, US. Her primary research interests focus on diversification strategies and 
corporate social responsibility in the hospitality industry from strategic and financial 
management perspectives.

Liliya Terzieva holds a PhD in the field of Economic and Organizational sciences of Leisure, 
Hospitality and Tourism. She is a lecturer and a researcher as well as the Coordinator of the 
Master’s in Imagineering Programme at the NHTV University of Applied Sciences, Breda, 
Netherlands. Liliya has a lot of experience in international environment, being a member of 
diverse EU networks for project development and implementation as well as of the Global 
network of e-coaches and e-auditors certified by the British Chamber of Commerce and 
Industry. Apart from a leisure and tourism background, Liliya holds a second Master’s degree 
in Management of Adult Education.

Michael J. Turner (PhD, Griffith University) is a Senior Lecturer in Accounting at The 
University of Queensland, Brisbane, Australia. Dr. Turner specialises in focusing his 
management accounting research on the hospitality industry and has developed a particular 
interest in the management and governance challenges arising in hotels mediated by a 



Contributors

xxiv

management contract. He has refereed publications in hospitality journals such as International 
Journal of Hospitality Management, Journal of Hospitality and Tourism Research and Journal of 
Hospitality and Tourism Management, and accounting journals such as Accounting & Business 
Research and Accounting & Finance. 

Vivien Ulu is a senior lecturer in Law, Business and Hospitality, and a principal advocate and 
consultant, at DeUlu Legal and Educational Services Consultants. She is a Lawyer by 
profession with degrees in Law (LLB and LLM) from Nottingham University and a 
Postgraduate Research Degree from the University of Oxford, Pembroke College. She has 
several years of experience in commercial legal practice as well as teaching Law and Business. 
Vivien’s research interests include legal issues in Hospitality, particularly the application  
of the Law of Agency in Hotel Management Contracts, Regulation and deregulation of 
Hospitality businesses in Developing Countries and Investor Protection.

Alfonso Vargas-Sánchez is the promoter and Editor-in-Chief of Enlightening Tourism:  
A Pathmaking Journal (Et). Dr. Vargas-Sánchez’s main research interests are in Strategic 
Management discipline and in the tourism industry, both in companies and in destinations. 
At present, he is a full professor at the University of Huelva, where he has been distinguished 
with the 2002/2003 Teaching Excellence Diploma, and the 2006/2007 Teaching Excellence 
& Quality Award as a member of an online teaching group. Since 2004 he has headed the 
Research Group named Innovation and Development Strategies in Tourist Firms 
(GEIDETUR), included in the Andalusian Government’s Plan of R&D&I. Prof. Vargas-
Sánchez has carried out academic activities, both in research and teaching, in different 
Universities and higher education institutions around the world, across five continents. 
Nowadays, he serves as Visiting Professor in the UK at the York St John Business School and 
the School of Business and Entrepreneurship of the RAU (where in addition he is a member 
of its Advisory Board), and in the University of the Algarve (Portugal), where he is an invited 
researcher and has been a member of its General Council. Additionally, he collaborates with 
the Agency for Assessment and Accreditation of Higher Education in Portugal, as external 
expert. He has served in several positions in the University of Huelva, where he is Full 
Professor; in addition he leads the Spanish-Portuguese Network of Researchers on Tourism 
(REINTUR) and EATSA (Europe-Asia Tourism Studies Association), as Vice-President for 
Europe. More details are available at: http://www.uhu.es/alfonso_vargas/

Christian Walter lives and works in Vienna. Being a graduate of the Munich University of 
Applied Sciences, Christian complemented his education in the hospitality business at the 
University of Westminster in London. In pursuit of lifelong learning, Christian has also 
completed an executive education curriculum at Cornell University’s School of Hotel 
Administration in Ithaca, USA. He gathered, amongst others, practical experience at the 
Brenners Park-Hotel & Spa in Baden-Baden and at the Hotel Vier Jahreszeiten Kempinski 
in Munich. Since 2005, Christian Walter has been with the PKF hotelexperts team in Vienna, 
one of the leading international hospitality consulting firms with over 500 partner offices in 
the PKF International network around the world (www.pkfhotels.com). He is a Managing 
Director and in charge of operator search and selection. In this capacity, Christian is negotiating 
hotel lease, management and franchise agreements on an ongoing basis. Besides his distinctive 
preference for travelling, both for business and leisure, he devotes himself to his activity as a 
lecturer at the IMC in Krems (Austria) and at the ADI (Akademie der Immobilienwirtschaft) 
in Hamburg. He is also present as a guest lecturer at the MODUL University in Vienna and 

http://www.uhu.es/alfonso_vargas/
http://www.pkfhotels.com


Contributors

xxv

at the International University Bad Honnef/Bonn. Currently, Christian serves as Regional 
Vice President (EMEA Region) of the Cornell Hotel Society.

Wei Wang is an assistant professor in the Department of Tourism and Economic Development 
at the University of Southern Mississippi. She received her PhD in Leisure Behavior with a 
focus on Tourism Management at Indiana University. A native of Beijing, she worked as a host 
country national (HCN) for Air Canada where she was responsible for marketing development 
and establishing relationships with partner businesses, including the Canada–China Business 
Council and American Chamber of China. In addition she served as an international flight 
attendant for KLM Royal Dutch Airlines. Her research focuses on consumer marketing in 
hospitality. Dr. Wei Wang earned her PhD and MS in Tourism, Hospitality, and Event 
Management from Indiana University. She has completed 12 years of research, education, and 
industry experience in travel, tourism, and hospitality. Dr. Wang’s areas of research include 
tourist experience; customer service management; and hospitality marketing and management. 
She has been involved in airline and hotel research projects throughout the United States, 
China, Canada, the Netherlands and Norway. Prior to her academic career, she worked 
professionally for international airlines as a Home-Country National (HCN) in Beijing for 
several different positions, including a reservation and customer service agent, sales and 
marketing, and as a cabin attendant. With these job experiences, she was able to travel 
internationally and became equipped with the knowledge to work in multicultural environments 
with customers and co-workers from all over the world. These unique experiences thus add 
more multicultural attributes and dimensions on this topic.

Craig Webster earned his MA and PhD degrees in Political Science from Binghamton 
University (USA). He has taught at Binghamton University, Ithaca College, the College of 
Tourism and Hotel Management and the University of Nicosia. He is the Editor-in-Chief 
of Tourism Today and is a Co-Editor of the Cyprus Review. He is a co-editor of Future 
Tourism: Political, Social and Economic Challenges, an edited volume published by Routledge 
and has published in the Annals of Tourism Research, Tourism Geographies, Tourism Management 
and many other journals. He now teaches at Ball State University in Indiana.

Zheng Xiang, PhD, is an Assistant Professor in the Department of Hospitality and Tourism 
Management in Pamplin College of Business at Virginia Tech. His research interests include 
travel information search on the Internet, social media marketing, and the impact of infor- 
mation technology on the tourism and hospitality industries. He uses text analytics as a main 
research tool. He currently serves as board member of the International Federation for  
IT and Travel & Tourism (IFITT) as well as editorial board member for several international 
journals including Journal of Travel Research and Journal of Travel and Tourism Marketing.

Vladimir Zhechev holds a PhD in marketing and currently works as an Assistant Professor at 
the University of Economics-Varna (UEV), Bulgaria. He has worked as a consultant at GMSE 
and has successfully completed over seven European projects in the fields of: higher education, 
hospitality management, branding, marketing and others. The author is currently managing 
the Rankings Department at UEV and is responsible for collaborative Joint Degree projects. 
Vladimir Zhechev has completed specialisations in the UK, Germany, Spain, France, Greece 
and Cyprus. He has authored academic papers, monographs and book chapters in hotel 
marketing, general marketing, branding, CRM, etc. and is an editorial board member of the 
International Journal of Professional Management, UK. 



This page intentionally left blank



Introduction 

Maya Ivanova, Stanislav Ivanov and Vincent P. Magnini 

The global hotel landscape continually evolves. Ever changing political, economic, cultural 
and technological forces interplay to influence how hotels should best compete in their 
respective markets. Understanding the global hotel business is not possible without paying 
specific attention to hotel chain management and dynamics. Hotel chains are big business: 
only approximately 19 per cent of new hotels currently being constructed around the world 
are independent/unaffiliated, which means that more than 80 per cent are chain affiliated 
(Hood, 2015). In 2014, the five largest brands (Holiday Inn Express, Holiday Inn, Hilton, Best 
Western, and Marriott) had a combined 1,019,000 rooms; furthermore, there were 14 other 
brands that each had more than 75,000 rooms (ibid.). The high economic importance of the 
hotel chains and their global presence determines their economic and social importance and 
justifies the academic research in the field. 

Despite their importance, surprisingly, there is no uniform coverage of hotel chains in our 
current body of literature. Existing research is largely fragmented and focuses on separate 
aspects of their activities – e.g. choice of entry mode, partner selection, branding, mergers 
and acquisitions, factors of internationalisation. Therefore, this Handbook aids in filling the 
gap in the research literature by providing a comprehensive critical analysis of all aspects of 
hotel chains – their nature, fundamentals of existence and operation, expansion, strategic and 
operational aspects of their activities, geographical presence. This Handbook provides a 
balanced and interdisciplinary approach to hotel chain analysis. It considers simultaneously 
the view point of the chain and the view point of the individual affiliated hotel. The 
Handbook’s theoretical framework is rooted in the fields of international business, global 
marketing and branding, and theory of the firm, which makes the Handbook appealing to a 
wide audience. In summary, this book is an attempt to house key writings in a single book. 
It is intended to be a major bibliographic resource for all academic researchers, students and 
practitioners interested in issues dealing with hotel chain management. The research 
orientation of the Handbook makes it suitable for courses for upper undergraduate, master’s 
and PhD students. Due to the interdisciplinary nature of tourism/hospitality, the Handbook 
may also be of interest to researchers in non-tourism/hospitality fields like strategic 
management, international/global marketing and international business. Considering the 
comprehensiveness of the Handbook it may be very useful to practitioners too – development 

Ivanova, Ivanov and Magnini



Ivanova,�Ivanov�and�Magnini

2

managers, chief marketing officers and regional area managers of hotel chains. The Handbook 
uses case studies and examples from various chains and destinations, contributing to its  
global appeal. 

While more detail will be provided in the introductions to each of the sections, a brief 
synopsis is provided here. The aim of Section I is to lay the foundations of the other sections 
of the Handbook. It deals with the theoretical issues of hotel chains – their nature, the 
economic and marketing fundamentals for their existence and development, their strategic 
environment, economic and socio-cultural impacts on the host communities. 

Sections II and III adopt the view point of the hotel chain. Section II focuses on the 
expansion of the hotel chains and all the decisions that have to be made in relation to  
their expansion – whether to expand (the decision of expand), where to expand (the choice 
of a destination), how to expand (the choice of an entry mode) and with whom to  
affiliate (the choice of a partner hotel). Due to their importance, each type of entry mode is 
discussed in a separate chapter. Section III deals comprehensively with all strategic and 
operational issues faced by hotel chains. Their marketing activities receive special interest as 
marketing is one of the major driving forces behind hotel chain development – branding, 
pricing, distribution channel management, etc. The section furthermore critically evaluates 
current debates in all functional areas of chains’ operations – human resource management, 
finances, legal issues, quality management, measuring productivity, etc. 

Section IV takes the view point of the individual affiliated hotel. It follows a structure 
similar to Section II and analyses the affiliation process from the perspective of the hotel. 
More specifically Section IV discusses issues related with a hotel’s affiliation to a chain – 
whether to affiliate (the decision to be part of a chain or stay independent), how to affiliate 
(the choice of a type of affiliation), with whom to affiliate (the choice of a chain), the process 
of affiliation and affiliation evaluation. 

The final Section V concentrates on current and future debates in the theory and practice 
of hotel chain management arising from globalisation, demographic trends, sustainability  
and new technology development. It also investigates the links between hotel chains and 
hospitality education. 

Sixty-eight prominent researchers from 18 countries on 5 continents have contributed 
their time and talent to this project. The editors of the Handbook invited to be contributors 
those researchers and practitioners who have the knowledge and expertise to energise further 
examination and attention to topics surrounding hotel chain management. The passion of the 
contributors regarding this subject area shines through in the coming chapters. They infuse 
their passion into their writings when communicating their expertise regarding their 
respective topics. 

To reiterate, a variety of readers can benefit from this book. The editors hope that you 
will find this book useful and consider it an initial effort to house key hotel chain manage-
ment topics in a single resource. Each of the chapters herein perhaps provides more questions 
than answers which will lead to further development of the literature covering this rich and 
managerially relevant area of inquiry. Consequently, desired outcomes of this project include 
increasing our current knowledge-base as well as spawning further inquiry. Consistent with 
the current trend towards methodological pluralism, the writings in this book can trigger 
both qualitative and quantitative studies with the impetus of advancing the effective and 
efficient management of hotel chains. 

The contribution of this book to our existing knowledge-base was made possible by the 
contributors who generously offered their time, talent and knowledge. The editors established 
only one overarching request for the contributors: the chapter had to provide useful insights 
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related to hotel chain management. Being that English is not the native tongue of many of 
the contributors, their writings mandated significant effort and polishing. To restate from 
above, however, their passion and levels of expertise are apparent in their contributions.  
As a final note, we are grateful for the encouragement and collaboration of Routledge and 
their professional staff for helping to shape this book into this delivered product. Enjoy! 

References 

Hood, S. (2015) Hospitality and tourism future trends. Presentation at the Paris and Copenhagen 
Educator Workshops, 9–12 March, 2015 [Note: Steve Hood is the Senior Vice President of Research 
for STR]. 



This page intentionally left blank



Section I 

Theoretical�issues�of�hotel�chains�

The first section of the Handbook deals with theoretical issues of hotel chains. Chapter 1 by 
Maya Ivanova and Roya Rahimi discusses the nature and provides a definition of hotel chains 
as multi-unit enterprises, and outlines their distinctive characteristics. The chapter elaborates 
on the background, role and importance of hotel chains in the hospitality industry by 
analysing the existing definitions of hotel chains and their specific features. It further identifies 
gaps in the related literature, discusses the interchangeable terms used by different authors 
and develops a definition of hotel chains. 

Chapter 2 by Stanislav Ivanov discusses the economic and marketing fundamentals that 
determine the existence and development of hotel chains, namely: brand recognition and the 
significant role of the brand in choice of hotel by hotel guests, high sunk costs, service stand-
ardisation, economies of scale, economies of scope and financial benefits of chain affiliation for 
the individual hotel surpassing the affiliation related costs. The author points out that brand 
recognition, economies of scope and financial benefits surpassing the costs of the affiliation are 
the most important forces that will continue to support the establishment of new and the 
expansion of existing hotel chains. Technology advancement erodes the importance of econo-
mies of scale, sunk costs and service standardisation. Furthermore, the author proves that online 
travel agencies may be considered as substitutes of hotel chains in delivering one of the core 
benefits sought by hoteliers when they affiliate their properties to chains – the greater market 
visibility of the hotel. The OTAs may be considered as substitutes of the hotel chains by the 
customers, because the OTAs’ brands, secure reservation systems, convenient payment and hotel 
ratings decrease the perceived risk of the customers when they book hotel accommodation. 

Chapter 3 by Prakash Chathoth delves into the evolution of such chain organisations with 
the objective of identifying the historical factors that led to their growth. Specifically, it 
delineates between macro and micro environmental factors that impacted the growth of  
hotel chains while emphasising inter- and intra-organisational factors such as competition 
and organisational learning. The chapter also sets out key founders of hotel chains who 
influenced the growth of such organisational forms. It further highlights their role in 
expanding the scale and scope of the business, leading to the evolution of the hotel chain 
organisation. Today, hotel chains have evolved to focus on branding while addressing the 
consumer’s idiosyncratic needs with specific emphasis on experiential attributes. 
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Chapter 4 by Ákos Kátay and Tamara Rátz presents the main characteristics of the global 
geographical distribution of hotel chains in 2013, based on analysis of the number of pro- 
perties and the number of rooms in different quality categories (luxury-upscale, midscale, 
economy). The geographical framework of the study is defined using the regional classi- 
fication of UNWTO, with a slight modification in order to provide an adequately detailed 
spatial analysis. The analysis includes a detailed investigation of the market presence and the 
fair share of the top 10 global hotel corporations at regional (Africa, Middle East, Americas, 
Asia and the Pacific, Europe) and subregional levels. Although the chapter is predominantly 
descriptive in nature, the trends observed in the geographical analysis of hotel chains’ market 
presence and fair share values seem to suggest an ongoing consolidation process in the  
industry mainly influenced by direct market factors. 

Chapter 5 by Valentina Della Corte deals with the strategic environment of hotel chains. 
The market environment is characterised by particular dynamics in which the strong 
competition forces hotel chains to find innovative ways and tools to keep their market shares. 
Their strategic strength and marketing position, however, are higher than that of many single-
unit hotels, often becoming pivotal actors in the tourist destinations where they invest. The 
chapter describes the hotel chain environment, analysing the characteristics of global and local 
strategies and the challenge of responding to both of them. Literature provides some useful 
models that help when studying the external and internal environment of hotel chains, both 
of which are described in the next paragraph. Finally, the chapter outlines the current scenario 
in which hotel chains operate, introducing some of the main factors to consider in order to 
achieve competitive advantage. 

In Chapter 6, Maya Ivanova and Stanislav Ivanov analyse the heterogeneous and multifaceted 
nature of hotel chains by developing three partial models, where the chain is presented as a 
bundle of resources, activities and relationships, which are combined into one integrated 
model of a hotel chain. Each of the three partial models deals with a specific side of the hotel 
chain. The Resource-based view model reveals the internal foundations for creating and 
sustaining a competitive advantage by acquiring, using, managing and sharing resources, 
organisational capabilities, knowledge and learning. Porter’s value chain perspective is focused 
on implementing the proper activities in a proper way, thus achieving superior performance. 
By interacting with its various stakeholders, the hotel chain establishes certain relationships 
with them, which, if suitably managed, can also become a ground for obtaining a competitive 
advantage. In order to gain a holistic impression of a hotel chain, all three perspectives were 
combined in one integrated model. The Integrated model could be used as an analytical tool 
to identify the specific sources of competitive advantage of a particular hotel chain and 
investigate the potential threats to the chain’s competitiveness. 

Chapter 7 by Ige Pirnar elaborates on the economic impacts of hotel chains on the host 
destination. Due to the rapid global growth of the hotel chains, they become economically 
vital to the destinations they operate within. In order to maximise the economic gains associ-
ated with the hotel chains’ operations, it is important for related bodies to clearly identify the 
associated positive and negative possible impacts. Therefore, this chapter analyses these positive 
and negative possible economic impacts of the global hotel chains on the host destination. 
Some of the positive economic impacts include source of foreign exchange earnings, provi-
sion of employment opportunities, economic diversification, multiplier effect for the economy, 
etc. As negative economic impacts the author identifies leakages of national income, price 
rises and hiring expatriate workers. The chapter concludes with an in-depth discussion and 
analysis of trends affecting the economic impacts of hotel chains on host destinations, since 
for successful results the related trends should be taken into account and followed up closely. 
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The last chapter in the section, Chapter 8 by Bynum Boley and Emily P. Ayscue, deals 
with the socio-cultural impacts of hotel chains. Hotel chains, by their very nature and size, 
have a predisposition towards large positive and negative environmental, economic and socio-
cultural impacts. While minimising the hospitality industry’s environmental impacts has been 
a core aspect of the rhetoric behind the recent CSR/Sustainability movement, the discussion 
of socio-cultural impacts has often been left to the tourism literature. This chapter takes a 
critical perspective of the many positive and negative socio-cultural impacts hotel chains have 
within communities. Positive impacts covered include the potential for hotel chains’ 
architectural design features to bring pride and civic confidence to the local community, as 
well as hotel chains possessing the potential to increase the quality of life of employees 
through enhanced educational opportunities. Negative impacts covered include hotel chains’ 
history of providing marginal employment opportunities, economic leakage of tourism 
dollars, and homogenisation of culture for the sake of hotel chains’ allegiance to brand 
standards. It is suggested that emphasising the management of these socio-cultural impacts 
on already present CSR initiatives can serve as a way for individual hotel chains to become 
more competitive in a saturated market and to enhance financial performance. 
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1�

nature and definition  
of hotel chain 

Maya Ivanova (varna university of management, bulgaria) and  
Roya Rahimi (university of wolverhampton business school, uk)

Introduction 

Hotels, both local and international, are considered to be the backbone of the hospitality 
industry providing accommodation and other services to guests. A significant share in the 
contemporary hotel industry has been occupied by numerous group entities, mostly also 
known as ‘hotel chains’. According to the latest statistics, several hotel corporations from  
the top 10 are expected to reach the race for 1m rooms each (Big Brand Report, 2015). The 
chain-affiliated number of rooms reached 7.85m, which is over 40 per cent of the world 
supply as of 1 January 2014, according to MKG Hospitality Group (Panayotis, 2014). As 
prominent players in the hospitality industry, hotel chains have noteworthy influence over 
the rest. They are mostly major companies, with substantial financial backing, and have a huge 
impact on the whole sector, introducing innovative practices and technological advances. 

Hotel chains have received considerable attention from academic researchers, but a com-
prehensive review would contribute to our current understanding. Usually hotel chains are 
used as exemplary case studies but only in a few publications are they the focal point of the 
research (Gee, 1994). Such studies deal mainly with single cases, or explore a limited number 
of hotel chains that could not serve for general conclusions, or provide a broad overview of 
the chains. Additionally, in most papers, the term ‘hotel chain’ is commonly used, but without 
a precise explanation or definition. Considering the different studies, surprisingly, a clear and 
widely accepted definition of the hotel chains as organisations appears to be absent. 

Therefore, the current chapter will focus on the role and importance of hotel chains in 
the hospitality industry by analysing the specific features of the hotel chains and giving  
a unique definition for this type of accommodation provider. The exploration of the  
nature of hotel chains will begin by addressing a number of issues, followed by review and 
analysis of the existing definitions. Finally, a full definition will be offered, taking into account 
all previously discussed conceptualisations. 

Considerations regarding the definition of the hotel chains 

Considerations connected with the elaboration of a comprehensive definition of the hotel 
chains begin with the used term/name. The emergence and initial growth of the hotel chains 
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have taken miscellaneous paths, resulting in companies with very diverse organisational 
structures, divergent strategies and goals. They are even named differently, e.g. ‘[international] 
hotel groups’ (Alexander and Lockwood, 1996; Burges et al., 1995; Chen and Dimou, 2005), 
‘branded hotels’ (O’Neill and Carlbäck, 2010), ‘international/multinational hotel companies’ 
(Altinay and Altinay, 2003), ‘multinational hotel firms/groups’ (Zhang et al., 2012), ‘hotel 
brands’ (Bernstein, 1999; O’Neill and Mattila, 2010), ‘branded hotel operators’ (Beals and 
Denton, 2005), ‘hotel franchise systems’ (Brown et al., 2003), ‘[international] hotel operators’ 
(Cervino and Bonache, 2005) and ‘hotel chain operators’ (DeRoos, 2010), most of them used 
interchangeably. Although there are different terms, researchers have failed to identify that 
these terms represent the same phenomenon (Holverson and Revaz, 2006), hence the 
difficulty for them to be defined properly. In our endeavour to provide a valid definition, the 
above stated characteristics will be considered and included as diverse attributes of one and 
the same phenomenon. 

Another necessary clarification before analysing the nature of a hotel chain concerns the 
scope of hotel chains. Many of the major hotel chains began their development by launching 
their own brand, mostly deriving from the owners’ surnames (Hilton, Marriott, etc.). Later, 
additional brands were often added to enrich the brand portfolio of hotel companies and 
attract clients from other segments. The companies, however, continued to be addressed as 
‘hotel chains’, and the creation of new brands was perceived as a strategic marketing approach 
called ‘brand portfolio’ (Keller, 2013). In order to avoid any misunderstanding and biased 
analysis, for the purpose of current study, hotel chains will be considered as the companies or 
sub-divisions of companies that encompass hotel properties under a single brand. This means that, for 
instance, Novotel, Sofitel, Mercure, Ibis, Jurys Inn, Premier Inn, etc. will be considered as hotel 
chains, not as Accor Corporation who own all of these brands. In a similar vein, InterContinental, 
Crown Plaza, Holiday Inn and Holiday Inn Express should be considered as hotel chains 
although they all belong to InterContinental Hotel Group. All major companies holding more 
than one brand in their portfolio will be referred to as ‘hotel corporations’. Within the limits of 
a hotel corporation, each hotel chain with its own brand sets its own goals and follows its own 
customer strategy, aligning it with the general strategic direction of the parent corporation. 

Very often hotel chains are associated with the hotel management companies, which offer 
expertise in the management and operation of hotels. They might provide assistance with 
pre-opening marketing and sales, selection and training of staff and preparation of the day-
to-day operations. In addition, they often establish a portfolio of key performance measures 
to assess the health and success of their managed properties. In some circumstances hotel 
chains also offer management contracts through which they can manage properties for 
owners. But apart from managing the hotel assets, the chains provide additional value from 
their brand (and for this reason are called ‘brand operators’, (Beals and Denton, 2005)), and 
the connected product standards and rules. In this way the integrated hotels are united not 
only by the common management team, but mainly by the brand and its requisites, and the 
latter is actively used for the positioning and promotion of the property. The ordinary 
management companies though, work with branded hotels (i.e. already members of any chain, 
usually on a franchise contract), but do not assign their brand to the hotel. Therefore, for the 
aims of this handbook, these management companies are not considered hotel chains. 

Analogically, if a group of hotels belongs to the same owner and possibly the same 
management, this does not make them automatically a hotel chain. Provided the hotels share 
a common brand, concept and comparable product, then we can name this group a hotel 
chain. The difficulties in providing an accurate definition prove that hotel chains can be 
complex and compound as organisations. From a successful business model they have evolved 
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to multilevel entities, which not only operate on a multinational basis (and therefore share 
multinational enterprise traits), but also perform an internal transfer and sharing of resources, 
common administration, management and creation of value. Therefore, it is essential to 
compile the variety of their characteristics into a comprehensive definition that would be 
endorsed by the scientific community. 

Review of hotel chains’ existing definitions and specific features 

The elaboration of a comprehensive definition begins with an analysis of the existing 
definitions. In the process of seeking exemplary definitions, it turned out that very few of the 
researchers dare to create such a definition. ‘Hotel chain’ is extensively used as a concept, but 
still needs certain clarification. The term itself consists of two parts – ‘hotel’, indicating, that 
the company belongs to the hotel industry, and ‘chain’, associated with a string of similar rings, 
unified into one system (Dabeva, 1998). Following this logic, the hotel chain literally means 
a network of multiple units that share a common feature and operate in the hotel industry. Most 
of the provided definitions seem to derive from this simple interpretation (see Table 1.1). 

All of the extant definitions emphasise the multiunit nature of hotel chains. Even some of 
the authors pinpoint an exact number of properties, set as a minimum, in order to consider 
a group of hotels as a chain. Jafari (2000) begins with ‘more than one unit’, whereas Peng 
(2004) sets the boundary at ‘two or more hotel units’. Bhatia (2006) raises the qualification 

Table 1.1� Definitions�of�‘hotel�chain’�

Author Definition Essentials 

Contractor��
and�Kundu�
(1998a:�327)

A�global�hotel�firm�is�defined�as�one�that�either�has�
an�equity�stake�in�a�foreign�property,�or�operates�
the�hotel�under�a�management�service�agreement,�
or�is�a�franchiser�to�the�foreign�hotel�property.�Thus,�
a�company�could�be�a�global�firm�without�any�
ownership�of�a�foreign�property.

•� �different�ways�of�affiliation;�
•� �global�coverage;�
•� �chain�or�brand�is�not�

mentioned;�
•� �focus�on�geographical�

coverage;�
•� �different�ways�to�expand�

Jafari��
(2000:�76)

Chain�hotels�are�made�up�of�affiliated�properties�by�
virtue�of�the�fact�that�the�chain�is�contracted�on�a�
continuing�basis�to�be�responsible�for�putting�in�
place�at�least�one�management�function�in�the�
whole�system.�A�hotel�chain�is�thus�an�organisation�
that�competes�in�the�tourism�industry,�either��
locally,�nationally,�regionally�or�internationally,��
with�more�than�one�unit�of�similar�concept�or�
theme.

•� �multiple�properties;�
•� �at�least�one�centralized�

management�function;�
•� �geographical�distribution;�
•� �similar�concept�

Peng��
(2004:�242,�xi)

Organisations�which�comprise�two�or�more�hotel�
units�operating�under�a�system�of�decision-making�
permitting�coherent�policies�and�a�common�
strategy�through�one�or�more�decision-making�
centres�and�in�which�the�hotel�units�and�corporate�
functions�are�linked�to�add�value�to�each�other�by�
ownership�or�contractual�relationships.

•� �minimum�number�of�hotels;�
•� �centralised�management;�
•� �coherent�policy;�
•� �added�value�for�both�sides;�
•� �different�ways�of�affiliation�–�

ownership�and�contractual�

(Continued)
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Author Definition Essentials 

Bhatia�(2006:�
193)

A�chain�consists�of�three�or�more�properties�owned�
or�managed�by�the�same�company�and�operated�
under�the�same�brand.�

•� �minimum�number�of�
properties�mentioned;

•� �common�brand�for�all�the�
properties;

•� �way�of�comprising�the�
portfolio�of�hotels�–�only�
ownership�and�
management�contract�
pointed�out�

Brookes�(2007:�
114–15)

The�international�hotel�firm�is�defined�as�a�discrete�
organisational�entity�with�responsibility�for�
developing,�operating�and�supporting�single�or�
multiple�branded�portfolios.�

•� �discrete�entity;�
•� �managing�multiple�brand�

portfolio�

Andrews�
(2009:�19)

A�hotel�chain�is�a�series�of�hotels�under�a�common�
brand�name�spread�both�nationally�and�
internationally.

•� �multiple�hotel�units;�
•� �common�brand;�
•� �national�or�international�

coverage/geographical�
distribution�

Ivanova��
(2013)

A�group�of�hotels,�sharing�a�common�brand�aiming�
for�a�better�market�position�through�a�combination�
of�resources,�activities�and�relationships,�operating�
on�a�national�and/or�international�level.

•� �multiple�hotels;�
•� �common�brand;�
•� �marketing�aim;�
•� �resources,�activities�and�

relationships�as�building�
blocks�of�the�organisation;�

•� �geographic�level�of�
coverage�

Smith�Travel�
Research

A�nationally�recognised�brand�or�chain�or�a�closed�
hotel.�Generally�STR�will�create�or�designate�an�
affiliation�once�the�company�has�a�minimum�of�
eight�properties�in�its�portfolio.

•� �multiple�hotels,�with�a�
specified�minimum��
number;

•� �common�and�nationally�
recognised�brand�

Table 1.1� (Continued) 

to ‘three or more properties’ to reach the highest limit of a minimum of eight hotels needed 
to form a chain (STR, n.d.). The absolute number of properties is usually employed in 
classifications and statistical studies, as well as laws and any other legal documentary. 
Consequently, the different boundaries could be explained with the particular methodology 
applied by institutions and agencies on local and national levels. Also, they imply the lack of 
a unified statistical methodology in the hospitality industry in a worldwide context, despite 
the numerous efforts to establish such. 

The multiunit nature of hotel chains comes as a prerequisite for some special management 
considerations, concerning both the internal organisation, and the operation on multiple markets 
( Jones, 1999). The internal organisation of the chains is affected in terms of coordination, 
communication and administration of multiunit organisations (typical for big companies and 
multinational corporations), as well as resources, information and knowledge sharing (connected 
with the experience of difficulties because of the heterogeneous and intangible nature of 
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services) and maintaining the same level of quality among the properties (leading to establishment 
of standards and rules). 

Processes, concerning coordination, communication and administration of such a multiunit 
entity like the hotel chain, have provoked numerous scientists to discuss and match different 
concepts to explain them. Resource-Based View (RBV) (Brown et al., 2003; Dev et al., 2002), 
Transaction Costs Approach (TCA) (Contractor and Kundu, 1998b; Chen and Dimou, 2005), 
Agency Theory (Alon et al., 2012; Contractor and Kundu, 1998a), Stakeholders and Network 
concepts (Altinay and Miles, 2006), are among the frequently cited frameworks utilised to 
develop a detailed picture of the versatile nature of the hotel chains. Each of the theories 
employs a separate perspective of the firm, using specific terminology and assumptions  
to illustrate the crossing relationships, information and communication flows, contractual 
links and evolving problems that enable success, competitiveness, and failures of large multi- 
unit and multinational companies like hotel chains. In the light of the above theories,  
hotel chains are presented as complex and compound organisations that need deeper 
exploration and precise conceptualisation. 

The fluent transfer and exchange of these resources within the chain is considered a significant 
part of the internal organisation, as well as a key to protect and maintain the competitive 
advantage of the chains (Brown et al., 2003; Dev et al., 2007). However, this transfer and 
exchange is impossible for most of the chain hotels because of the geographical distribution 
of their properties (Cooper, 2006). Additionally, the intangible product, (i.e. providing accom-
modation service), restrains the distribution and sharing of tacit knowledge and industry 
know-how (Erramilli et al., 2002). These problems have been addressed by hotel chains 
through the establishment of sound internal systems both to facilitate communication and 
information flows, and to apply efficient quality management. The quality control concerns 
management of tangible and intangible assets, and the service process. In the hotel industry, 
where services prevail, the main focus is on intangible elements, i.e. service and communica-
tion, which are considered crucial for quality perceptions (Crick and Spencer, 2011). The 
problem with quality control becomes essential for organisations like hotel chains that rely 
on contractual agreements with hotel members to adhere to the common standards imple-
mented by the chain (Carter and Ragsdale, 2009). Maintaining consistent quality is a balance 
between the management of human resources (Maxwell et al., 2004; Antony et al., 2004) and 
setting the proper extent of standardisation (Pullman et al., 2001). 

All of the above issues have resulted in building specific attributes that are perceived as 
the intrinsic features of the hotel chains. 

Operating in different markets, hotel chains need to address and adapt to different market 
characteristics, cultures, legal and other regulations. In addition to their internal complexity, 
hotel chains have to manage their properties, employees and customers in a multicultural 
environment. Finding the right balance between preserving their own product features and 
customisation to the local conditions, implies a shift in the strategic operations management 
of hotel chains ( Jones, 1999). Hence, handling versatile issues within a hotel chain requires 
multi-competent senior managers ( Jones, 1999; Jayawardena, 2000) and a holistic approach 
towards each of the destinations and properties in the chain. 

The common feature, as an element, is presented either by the common brand (Andrews, 2009; 
Bhatia, 2006; Brookes, 2007; Ivanova, 2013; STR, n.d.), or as a concept, theme, or feature, that 
is valid for all properties in the chain ( Jafari, 2000; Peng, 2004). The brand is the constituent/
ingredient that makes one group of hotels a chain, i.e. the unique feature, differentiating the 
hotel chain from its competitors and providing a distinctive flavour, typical only for this group 
of hotels. The strong brand by itself is considered the best competitive advantage for hotel 
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chains (Bailey and Ball, 2006). Specifically for the hotel industry as service sector, branding 
is important for reducing the risk to clients and making them loyal (Cai and Hobson, 2004), 
and at the same time taking a certain position in their minds, becoming easily recognis- 
able and associated with certain characteristics of the product (O’Neill and Xiao, 2006). 
Nowadays hotel branding is directed more at ensuring experience for the customers, rather 
than focusing on commoditisation of the product (Fung So and King, 2010). The newly 
introduced ‘lifestyle hotel brands’ (Canopy by Hilton, Moxy by Marriott, Ritz Reserve, etc.) 
emphasise contemporary design, innovative technologies and the personal touch ( Jones et al., 
2013). Still, they remain clear franchise players (Skinner et al., 2015), although one of their 
main appeals claims to differentiate from the ‘old-fashioned’ brands, moving towards a new 
generation of customers. The brand and its essential role for the hotel chains are examined 
in detail in a separate chapter of this handbook (see Chapter 18). 

Apart from the brand, similar product, service technology and theme also contribute to building 
the image of the hotel chain and to creating certain associations in the customer’s mind.  
As service industry firms, hotel chains cannot provide a fully identical product in all of their 
hotels – the nature of services does not allow for perfect duplication and reproduction 
(Erramilli et al., 2002). The hotel industry is a service industry with a high human compo-
nent, influencing the final perception of the product. In order to ensure uniform quality  
in a multi-unit hotel company like the hotel chain, a system of common rules and regulations 
should be adopted to predict and control output activities (Sandoff, 2005), i.e. standard- 
isation of services. Hotel chains have introduced the concept of standardisation and have 
become symbols of its application. Elaboration of uniform standards helps to enable the  
hotel chains to maintain a consistent level of service (Whitla et al., 2007), thus facilitating 
both the employees and customers. On the one hand, employees are more easily trained  
and know how to react in certain situations, whereas on the other, the customers are prepared 
in their expectations. Although standardisation has its negatives – it is perceived as an  
emanation of mass tourism used for low-budget products, disregarding the personal charac-
teristics of the customer (Thayer, 1994). The utilised standards and operation manuals serve  
both as know-how and as a tool for differentiation from the rest of the accommo- 
dation establishments. Still, the newest trends show the efforts of the chains to provide a  
more customised and personalised product – lifestyle, boutique and soft branded hotels, as 
discussed above. 

Another constant element in most of the definitions is the geographical distribution.  
Although hotel chains are addressed as a phenomenon with international/global character, 
only Brookes (2007) and Contractor and Kundu (1998a) sustain this perception. Many 
researchers ( Jafari, 2000; Andrews, 2009; Ivanova, 2013) recognise that hotel chains are organi-
sations with either domestic/national or international presence. Actually, most of the hotel 
chains have begun their growth within some national boundaries, and only a few of them 
could be considered ‘born global’. The domestic chains, though, deserve the same attention 
because they are organisations of the same type, only the scales of operation are within one 
country. Consequently, the processes, problems and issues, concerning the international hotel 
chains might be comparable with the ones of the national/domestic chains. 

A less frequently discussed feature of the hotel chains appears to be the centralised manage-
ment or certain activities, performed by the headquarters of the chain on a central level. The 
implementation of such collectively valid actions contributes to the stronger relation- 
ships among the properties of the network and their arrangements with the headquarters. 
Otherwise, only the common brand/feature seems insufficient to unite any group of proper-
ties and allows them to be perceived as one entity. The centralised function reflects the 
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common goals shared by all involved hotels. In her definition, Brookes (2007) even specifies 
on the tasks of the central management: ‘developing, operating and supporting’ the portfolio 
of properties. Peng (2004), on the other hand, describes the leading role of the headquarters, 
naming it ‘a system of decision-making’, but he also emphasises the ‘coherent policies and 
common strategy’ as the crucial link among hotel units. An interesting addition of Peng 
(2004) appears to be the possibility of more than one decision-making centre within one 
hotel chain, which could be interpreted in the light of the regional governance, adopted by 
many of the large hotel chains. The regionalism in a hospitality context facilitates both the 
operational management of multiple properties and also the product adaptation to local 
conditions. 

Hotel chain expansion and the means by which they increase their hotel portfolio have 
been a focal point in several studies (Cunill, 2006; Dev et al., 2007; Holverson and Revaz, 
2006), dealing with the different types of affiliation employed.1 The array of relationships and 
engagements between companies spreads over numerous types of affiliations (Anderson  
and Gatignon, 1986). However, hotel chains usually use only a limited number of them, 
broadly discussed in the literature (Contractor and Kundu, 1998a; Cunnill, 2006; Chen and 
Dimou, 2005, etc.). According to the capital involvement of the hotel chain, the entry modes 
are classified as equity, including full and partial ownership (discussed in Chapter 11 of this 
Handbook), and non-equity or contractual modes, covering management contract, franchise, 
leasing and consortium agreement (each of them explored in detail in Chapters 12, 13,  
14 and 15). Each of the affiliation types produces different relations and links between the 
hotel chain headquarters and the members, leading to the identification of different chain 
types, e.g. ‘soft’ and ‘hard’ (Holverson and Revaz, 2006), or corporate and voluntary chains 
(Dahlstrom et al., 2009). Finding the most appropriate governance mechanism has resulted 
in delving into the debates on the evaluation of the hotel chain expansion strategies and entry 
modes used, that predetermine the complex nexus of relationships and contracts existing 
within each hotel chain. 

In the context of existing definitions, Contractor and Kundu (1998a) point out a range 
of entry modes (franchise, management contract, equity stake/ownership), concluding that 
all of them may be used by a single chain. Bhatia (2006) mentions only ownership and 
management contract, while Peng (2004) summarises the possible connection to ‘ownership 
or contractual relationships’. In our search for a definition, we will take a slightly different 
viewpoint and will place the hotel chain as the main subject, deciding itself what kind of 
expansion to undertake, depending on its resources, activities and relationships (Ivanova, 
2013). 

To summarise the above discussion, the typical features, inherent in the hotel chains that 
make them unique entities, include: 

•	 providing	 intangible	products	 –	 service,	 influencing	 the	whole	process	of	 production,	
marketing and expansion; 

•	 multiunit	operation,	from	which	derive	a	number	of	issues	to	be	addressed	–	management	
of internal information and communication flows, resources and knowledge transfer, 
operation in multicultural markets; 

•	 common	feature	–	brand,	product,	concept	–	serving	as	a	prerequisite	for	standardisation	
and differentiation; 

•	 geographical	distribution	on	different	levels;	
•	 centralised	management,	implying	elaboration	of	a	common	strategy	and	goals;	
•	 different	kinds	of	expansion,	with	the	non-equity	modes	dominating.	
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Finally, we could try to create a working definition of a hotel chain that comprises all of the 
above discussed ingredients and specific features: 

A hotel chain is a group of hotels, or any accommodation establishments, sharing a 
common brand and similar concept, implementing at least one centralised function, in 
order to reach a better market position and improve the performance of all properties. 
The hotel chains utilise equity and/or non-equity modes for their growth and operate 
on local, regional, national and/or international level. 

If we consider most of the hotel groups as potential chains, then more simplified criteria can 
be used to identify whether a group of hotels is a chain or not. 

A hotel chain is a group of hotels that has: 

•	 a	 recognizable	 brand,	 with	 a	 specific	 message	 to	 create	 a	 certain	 association	 in	 the	
customer’s mind, in combination with at least one centralised function in the company; 

•	 an	 analogical	 product	 or	 other	 common	 feature	 (location,	 event,	 category	 –	 valid	
especially for the marketing consortia) as a reason for uniting under one brand. 

In the light of the above definition a group of hotels is NOT a chain, if: 

•	 hotels	are	managed	by	the	same	company,	but	are	not	promoted	with	its	brand;	
•	 hotels	belong	to	the	same	owner,	but	are	different	in	terms	of	product,	positioning	and	

target clients and are not operated or marketed under the same brand. 

Concluding remarks 

The current chapter focused on the role and importance of hotel chains in the hospitality 
industry. The chapter reviewed previous terms used for these types of accommodations and 
their scope in internal and multiple markets. Considering the gap in the related literature  
and interchangeable terms used by different authors and researchers, the chapter proposed a 
unique definition for this type of accommodation. In this definition, the authors reverse many 
of the previous viewpoints and place the hotel chain as the focal entity, comprising different 
elements and controlling resources, activities and relationships within its boundary. The 
elaborated definition can serve as a basis for future research in this area. 

note 

1  For the purpose of this book the term ‘way of affiliation’ and ‘entry mode’ will be used as synonyms, 
interchangeably. The only distinction will be the viewpoint – ‘entry mode’ implies the position of 
the hotel chain, whereas ‘way of affiliation’ is connected with the viewpoint of the individual hotel, 
incorporated within the hotel chain. 
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economic and marketing 
fundamentals of hotel chains 
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Introduction 

Hotel chains are major players in the global hotel market. From both business practice and 
theoretical perspectives, hotel chains exist as enterprises only if they are more competitive 
than independent hotels and contribute to increased financial performance of the individual 
properties that constitute them. If hotels chains are less competitive than individual hotels  
in attracting guests and generating revenues, and membership in a chain does not lead to 
improved financial performance of its members, then it does not make economic sense for 
any independent hotel to be affiliated to a hotel chain. In this regard, this chapter builds on 
the discussion from Chapter 1 and elaborates the economic and marketing fundamentals  
that determine the existence and development of hotel chains (Ivanov and Zhechev,  
2011), namely: 

•	 brand	recognition	and	significant	role	of	the	brand	in	choice	of	hotel	by	guests;	
•	 high	sunk	costs;	
•	 service	standardisation;	
•	 economies	of	scale;	
•	 economies	of	scope;	
•	 financial	 benefits	 of	 chain	 affiliation	 for	 the	 individual	 hotel	 surpass	 the	 affiliation- 

related costs 

Figure 2.1 depicts the six economic and marketing fundamentals (in italic) and their impact 
on chains’ and individual hotels’ revenues, costs and financial performance. The financial 
performance of the chain and the member hotels depends on the difference between their 
revenue and costs. The brand recognition of the chain leads to decreased perceived risk for the 
affiliated hotel’s customers and its greater market visibility which increase the number of 
guests, overnights and prices, ultimately resulting in higher revenues for the hotel. The chain 
incurs expenses to develop and promote its brand, which take the form of sunk costs and are 
one of the barriers to entry into the industry. The individual hotel incurs expenses to be part 
of the chain, some of which are considered revenues for the chain – franchise/management/
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membership fees. When financial benefits from the chain affiliation are greater than the costs associated 
with it, the hotel becomes/remains affiliated. When the number of hotels in the chain’s 
network increases, the chain experiences economies of scale and economies of scope that contribute 
to cost savings for the chain. Ultimately, the service standardisation influences the expenses of 
the individual member hotel and brand recognition of the chain. Each of these economic 
and marketing fundamentals is elaborated in detail in the next section of this chapter. 

economic and marketing fundamentals of hotel chains 

Brand recognition and significant role of the brand  
in choice of hotel by guests 

The common brand is one of the determining characteristics of hotel chains – hotels in the 
chain share a common brand which is recognisable by the potential guests (see Chapter 1). 
Business practice and prior research (Yesawich, 1996) reveal that the brand of the hotel and 
its popularity play a significant role in customers’ choice of a hotel. The chain brand effect 
on a hotel’s financial performance may be evaluated in several directions: 

1. Decreased perceived risk of the choice of a hotel. Brand familiarity decreases their perceived 
risk in the decision-making process (Keller, 2013: 436; Lin, 2013), thus when travelling to a 
new destination many tourists show preferences for the secure choice of chain hotels. 

Figure 2.1� �Impact�of�economic�and�marketing�fundamentals�on�individual�hotels’�and�chains’�
revenues,�costs�and�financial�performance.��
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2. Greater market visibility of the hotel. The hotel is included in the reservation system of 
the chain and, through the chain’s centralised contracts, in global distribution systems (GDSs) 
(Amadeus, Sabre, Travelport), online travel agencies (OTAs) (e.g. Booking.com, Travelocity, 
Expedia), tour operators and travel agents. The hotel is also included in regular marketing 
communication campaigns of the chain directed towards distributors (push strategy) and 
direct customers (pull strategy), and in the loyalty programme of the chain. In all cases, these 
actions lead to greater chances that the hotel is booked by the customers or the distributors. 

3. Increased average daily rate (ADR). Affiliation to a chain results in a ‘brand premium’ in 
the price level of the hotel. Ivanov (2014), in his research about the factors influencing the 
prices of hotels in Sofia (the capital of Bulgaria), finds that while chain affiliation does not 
influence weekday prices of the hotels, it has a positive and statistically significant impact  
on weekend price, i.e. the ‘brand premium’ has a more tangible effect during periods of  
low demand. 

4. Increased number of guests. The chain’s brand net impact on the number of guests 
depends on the balance between the decreased perceived risk and increased market visibility 
from one side, and the higher price level, from the other. The decreased perceived risk of the 
guests and increased market visibility of the chain-affiliated hotel improve a hotel’s 
competitiveness and it attracts more guests, while the higher price level makes the hotel less 
price competitive and dissuades some guests from making a booking at the hotel. Considering 
that the brand development usually generates more inelastic customer response to price 
increases and more elastic response to price decreases (Kotler and Keller, 2006: 277), we may 
say that there is a high probability when a hotel is affiliated to a hotel chain that the effect 
of the decreased perceived risk and increased market visibility on the number of guests is 
greater than the effect of the increased price level, and the net impact is increased (although 
probably only slightly) number of guests. 

5. Increased number of overnights. This is a result of the larger number of guests staying at 
the hotel. 

The combined effect of the increased number of guests, overnights and price level is the 
higher level of revenues and improved performance metrics of the chain-affiliated hotel. In 
recent research, for instance, Enz, Canina and van der Rest (2015) found that chain-affiliated 
hotels gained higher levels of occupancy and lower RevPAR losses than independent hotels 
when pricing below competitors. Furthermore, independent hotels were not able to yield as 
substantial RevPAR gains from pricing at higher levels than their competitors when com-
pared to chain-affiliated hotels. Therefore, affiliation to a chain improves the performance of 
the hotel compared to its competitors. However, the brand will contribute positively to the 
financial performance of the hotel if it has a strong, recognisable and positive image among 
customers and distributors. Therefore, hoteliers have stimuli to affiliate their properties to 
chains with popular brands and positive image considering their target market segments. 
When more hotels join the chain, its revenues coming from franchise/management/ 
membership fees increase and the financial performance of the chain improves. As a conse-
quence chains invest heavily in the recognition, image and identity of their brands, which 
leads us to the second fundamental concept behind hotel chain development – sunk costs. 

High sunk costs 

Sunk costs are already incurred costs of the firm that are irrecoverable (Carmichael and 
MacLeod, 2003). Usually they are associated with the marketing and research and development 

http://Booking.com
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costs (Sutton, 1995: 11). In the field of hotel chains, investments in the development and the 
improvement of the chain’s reservation system and in the brand image are the two most 
important sunk costs. The image and, less so, the reservation system are unique selling 
propositions of the chain to its potential members (independent hotels would save costs for 
designing trustworthy own websites with reliable booking engines and developing a strong 
image, because the chains have already done so). The more expenses the chains make to 
strengthen their own image and improve their reservation systems, the higher the financial 
threshold a new chain needs to overcome to develop a recognisable brand. Therefore, sunk 
costs may be considered as an entry barrier to the industry because they decrease the potential 
profits of new entrants (Schmalensee, 2004). 

The rise of the OTAs in last two decades partially offsets the importance of the sunk costs 
for the hotel industry. Until the end of the 1990s, hotel chains were one of the most important 
pathways to increased market visibility of hotels, alongside GDSs and tour operators, due to 
their popular brands and online reservation systems. With the exponential growth of the 
OTAs in recent years, it became easy for the independent hotels to improve their market 
visibility without the need to join hotel chains. Selling through OTAs also eliminates the 
necessity for the hotels to adhere to strict chain requirements and service standards that 
decrease the operational flexibility and independence of the hoteliers. Actually, one might 
speculate that OTAs serve as substitutes of hotel chains in delivering one of the core benefits 
sought by hoteliers when they affiliate their properties to chains – the greater market visibility 
of the hotel. Furthermore, the OTAs’ brands, secure reservation systems, convenient payment 
choices (credit card, PayPal, on-the-spot payment directly to the hotel) and hotel ratings based 
on customer evaluations, decrease the perceived risk for the customers as well. Therefore, the 
OTAs may be considered as substitutes of the hotel chains for the customers as well as 
regarding their decreased perceived risk. However, the OTAs, unlike the hotel chains, do not 
impose or control the service quality standards of hotels included in their reservation systems, 
and thus they cannot provide guarantees to their customers regarding the service experience 
and satisfaction they would receive when staying at the hotels booked via them. On the 
contrary, some hotel chains, like Hampton Inn, even provide 100 per cent satisfaction 
guarantees to their guests (http://hamptoninn3.hilton.com/en/about/satisfaction.html) who 
receive a full refund if not satisfied with the service, which is possible only if the chain has 
control over the service operations and quality standards applied in the hotel. 

Service standardisation 

Customers expect to receive the same product quality, regardless of which hotel of the chain 
they stay at. This is possible only if the chain properties apply the same or similar service 
procedures, use the same or similar room amenities, etc., i.e. when the hotel service is stan-
dardised to a certain degree. Service standardisation means that the chain develops a service 
operations manual, which stipulates the service delivery procedures to be applied in every 
member of the chain. Of course, as discussed in Chapter 1, the standardisation aims to provide 
consistent service among the chain members, but specific service elements and hotel product 
design might be to a large degree adapted to the local conditions. 

In practice, we observe different levels of standardisation – from full description of all 
service procedures to more general service guidelines depending on the type of affiliation 
used by the chain. Franchising (Chapter 12), for example, is usually associated with a very 
high degree of standardisation not only of service delivery process, but the building design 
as well. At the other extreme, marketing consortia (Chapter 14) are more lax and set mostly 

http://hamptoninn3.hilton.com/en/about/satisfaction.html
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general service guidelines which member hotels need to fulfil. The more standardised the 
service operations, the easier to control the hotel product quality and train new employees, 
but the more difficult it is to take managerial decisions in situations not elaborated in it.  
The opposite is also true – less detailed service manuals provide hotel employees with the 
opportunity to take creative decisions in atypical situations but hinder the training of new 
employees and service quality control. Therefore, service standardisation should look for an 
optimal balance between the chain managers’ desire for greater control of hotels’ operations 
and service quality and the necessity for flexible managerial decisions by hoteliers depending 
on the situation. Furthermore, the level of standardisation would depend on the specific 
market conditions. Hotel chains that operate in one national market could standardise their 
product and service procedures to a greater extent, compared to chains that operate in 
markets with diverse economic, social and cultural conditions that need to apply ‘glocalisation’ 
strategies and adapt some of their procedures to local situations. 

The development of technology has made it possible to standardise and automate the 
service delivery process to a very high degree. This is especially true for budget hotel chains 
with limited services. For example, Formula1 hotel chain has standard modular rooms which 
facilitate the construction of the hotel building, housekeeping and maintenance. Furthermore, 
the chain transfers the check-in process to the responsibilities of the guest – entry to the 
hotel room is possible by an access code provided through an ‘automatic rooms dispenser’ 
machine (the terminology used by the chain). As an extreme example of standardisation of 
all physical features and the service processes we may mention the capsule hotels in Japan. 

Finally, standardisation of the service process and the hotel product influences the 
management of human resources in hotel chains. The hotel business is notorious for attempting 
to cut costs by using a large number of low skilled, part-time and seasonal employees and 
interns, many of whom have limited knowledge, skills and work experience. In this regard, 
service standardisation and elaborate service operations manuals facilitate the training of new 
employees, staff rotation and the implementation of service quality control procedures. 

Economies of scale 

Economies of scale (the decreased costs per unit as production volume grows) are considered 
one of the major driving forces behind the development of a hotel chain (Contractor and 
Kundu, 1998; Holloway, Humphreys and Davidson, 2009: 315). In the field of hotel chains 
they are a self-nurturing process – the more extensive the chain’s network, the more the 
properties among which it distributes its fixed costs for marketing, administrative personnel, 
development and maintenance of the reservation system, etc. This decreases the fixed costs of 
the chain per one member hotel, which are calculated either as an absolute amount of money 
or as a percentage of the expenses (or revenues) of individual properties in the chain’s 
network. Lower fixed costs per member hotel create conditions for a decrease in the chain 
affiliation fees leading to its competitive advantage over other chains in attracting individual 
hotels as members in its network, thus further increasing the number of properties affiliated 
to the chain. In addition, in the case of contracts for centralised supplies (e.g. linen, toiletries, 
room furniture, etc.), the greater number of hotels in the chain increases its bargaining power 
with suppliers due to the higher purchase volume, leading to lower prices for the centralised 
supplies. Therefore, the chain has economic stimuli to affiliate as many properties to its 
network as possible. 

The economies of scale depend to a great extent on the level of standardisation of the 
hotel chain’s product and the service operations procedures among its members. High level 
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of standardisation implies the use of the same supplies, room amenities, kitchen equipment, 
hotel facilities, etc., which leads to higher purchase volumes by the chain and lower prices. 
The necessity to adapt the product to local conditions decreases the purchase volume per 
item and the opportunities for lower prices. 

The importance of the economies of scale has been eroded in recent years by several 
factors. First, new technologies, like 3D printing for example, allow significant cost savings 
for many products produced even in extremely small quantities (Petrick and Simpson, 2013), 
i.e. the chain does not need to purchase very large quantities to receive low prices. Second, 
in the field of services, customers look for coherent service quality (Clarke, 2000: 27), and 
not for exactly the same physical features (of the hotel product). Therefore, the chain has to 
adapt the physical features of its product to local market conditions (e.g. kitchen/restaurant/
room design), which decreases its opportunities to utilise the economies of scale via large 
volume purchases of the same items. Third, despite the massive introduction of various 
technologies in hotels (magnet cards for access control, in-room tablets, etc.) that increase the 
productivity of the hotels, human resources continue to play the major role in the service 
process, especially in mid- and upscale hotels, and put limits on productivity growth through 
economies of scale. Moreover, all these technological innovations are available to both 
independent and chain-affiliated hotels, thus further offsetting any competitive advantages 
created by the economies of scale for chain-affiliated hotels. 

Economies of scope 

Economies of scope are cost advantages that stem from the variety of the products that 
companies produce (Panzar and Willig, 1981). In the context of hotel chains, the economies 
of scope are derived from the different macro-, micro- and internal environments every hotel 
in the chain operates in. This provides the chain with the opportunity to ‘learn’ and develop 
its operations and service standards in different economic, social and cultural settings. 
Moreover, the knowledge gained in one market by one hotel could be transferred, under 
certain conditions, to other hotels in the chain and improve their efficiency, which is not 
achievable by the independent properties. The knowledge generated by the hotel managers 
and employees may take two forms – tacit and codified knowledge (Brown et al., 2003; 
Cooper, 2006). Tacit knowledge is the knowledge gained by hotel managers and employees 
through their work experience and is not written. Codified knowledge is written and is 
expressed in the form of service operations manuals, written procedures, internal memos, 
reports and other documents within the organisation. The codified knowledge is more easily 
shared among the member hotels than the tacit knowledge as member hotels receive the 
service operations manuals and various reports from the chain’s (regional) headquarters. Tacit 
knowledge obtained in one hotel is shared with other chain member hotels through various 
ways: rotation of the managers and other employees among chain members (in the case of 
affiliation via management contract, full or partial ownership), training sessions on which 
trainers and trainees share their experience and decisions taken in various situations, formal 
and informal conversations between managers of member hotels during annual meetings  
or other special events organised by the chain, etc. Tacit knowledge may be transformed  
into codified knowledge by including the best practices developed by some member hotels 
in the chain’s service operations manual and making them part of its standard procedures  
and compulsory for all other chain members. Therefore, by operating in different environ- 
ments the chain has greater opportunities to learn and improve its services than independent 
hotels do. 
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Financial benefits of chain affiliation for the individual  
hotel surpass the affiliation-related costs 

An independent hotel will join a hotel chain only if the financial benefits from the chain 
affiliation surpass its affiliation-related costs. As already discussed, chain affiliation increases 
the revenues of the hotel via the chain brand effect (see Figure 2.1). However, affiliation  
to a chain entails not only higher revenues but expenses as well. For example, hotels need to 
pay a royalty fee for the use of the brand, management/franchise/membership fee (depending 
on the type of affiliation contract), use particular types and brands of supplies, that might  
be more expensive than unbranded ones, have more employees and pay larger insurance 
premiums to fulfil their chain’s requirements, and prepare monthly/quarterly/annual reports, 
etc., thus leading to higher initial and operational expenses for the affiliated hotel, compared 
to the independent one. If the financial benefits for the individual hotel from the membership 
in the chain are higher than the expenses for maintaining the membership, the individual 
hotel has incentives to be a chain member. This membership will be maintained as long as it 
is more profitable for the hotel to be affiliated rather than independent. Nevertheless, it is 
very difficult to measure the role of the chain affiliation in the increase of a hotel’s perfor-
mance metrics (sales, ADR, RevPAR, GOPPAR): Is the higher performance of the hotel a 
consequence of its sales staff ’s increased efforts or a result of the greater market visibility and 
brand recognition of the hotel due to its chain affiliation? When hotels receive bookings from 
the chain’s proprietary reservation system and the distribution channels associated with the 
chain (i.e. those channels, in which the hotel appears thanks to the affiliation to the chain), 
their managers and owners see the direct contribution of the chain affiliation to the financial 
performance of the hotel. However, one cannot be definitely sure whether the guest chose 
the hotel due to the chain’s brand and whether they would have selected it if it were inde-
pendent (Cho, 2005: 132). This uncertainty in the contribution of chain affiliation to the 
financial performance of the member hotel makes hotel owners and managers quite sensitive 
towards the fee they have to pay to the chain. Paying franchise/management/membership 
fees only for the direct contribution of the chain to the financial performance of the hotels, 
stimulates the chain to improve the financial performance of its members and tangiblises the 
benefits chain hotels receive from their affiliation to the chain. The marketing consortium 
Magnuson hotels (http://magnusonworldwide.com/independents/), for example, ties its fees 
to the actual reservations produced by the chain. 

Concluding thoughts 

This chapter analysed the economic and marketing fundamentals behind the emergence and 
development of the hotel chains as business enterprises. We claim that the hotel chains will 
exist as enterprises if only they are more competitive than independent hotels and contribute 
to increased financial performance of the individual properties that are part of their network. 
Our analysis revealed that from managerial perspective, brand recognition, economies of scope and 
financial benefits surpassing the costs of the affiliation seem to be the most important forces that 
will continue to support the establishment of new and the expansion of existing hotel chains. 
Recent technological developments have eroded the importance of economies of scale and the 
sunk costs so that we may witness the successful development of small boutique hotel chains 
with only a few or tens of hotels and with various levels of service standardisation. Such  
chains may be developed either by newly established companies or as new brands of the 
existing hotel corporations. 

http://magnusonworldwide.com/independents/
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Historical evolution  
of hotel chains 
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(american university of sharjah, uae) 

Introduction 

Chain organisations have been the mainstay of the international hotel industry over the past 
several decades while being the benchmark of product and service quality as well as growth 
and development globally (Nykiel, 2005). Such organisations emerged in the mid-twentieth 
century with the advent of the airline mode of travel, which led to the emergence of the 
multiunit hotel organisational form (also known as hotel chains) in the late 1950s and 60s 
(Kim, 2001). This paved the way for the internationalisation of hotels (Strand, 1996) led by 
firms such as Holiday Inn, Hilton and the like, who were the leaders in globalising the hotel 
brand in a post-World War II era. 

The growth of multiunit hotel organisations in the international hotel industry led to 
the standardisation of hotel products and services. Contractual modes such as franchis- 
ing and management contracts were used by hotel chains as vehicles to grow with 
standardisation as the basis (Strand, 1996; Chathoth and Olsen, 2003). This was also a result 
of the operator’s ability to manage growth while addressing the consumer’s need for 
consistency in product quality. Hotel chains’ growth, primarily based on contractual modes 
of development, led to agreements or alliances between parties to give rise to a multiunit 
organisational form with units having similar characteristics (Greve and Baum, 2001). 

The evolution of multiunit or chain organisational forms is a topic of relevance and 
importance especially within the hospitality sector that has historically tracked the emergence 
and growth of such type of firms. This chapter uncovers the evolution of such organi- 
sational forms from a historical perspective including their growth while also focusing on key 
founders of hotel chains who influenced the scope of development. 

The chapter is organised as follows: it first delves into the evolution of hotel chains. This 
is followed by an in-depth analysis of the history and evolution of such firms, including 
learning mechanisms and their respective roles in the evolution of such organisational forms. 
The founders of hotel chains are paid tribute to in a section at the end on the role they 
played in the growth and development of the industry. 

Prakash K. Chathoth
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evolution of hotel chains: an industry perspective 

The industry identifies Hilton and Holiday Inn as one of the earliest forms of the hotel chains 
that came into existence in the 1950s. In the case of Hilton Hotels, the founder Conrad 
Hilton from Texas, USA, ‘decided to build hotels abroad’ with a belief that ‘Western hoteliers 
were destined to go wherever jets flew their customers: globalization and the rise of emerging 
nations have led to a decades-long boom’ (Economist, 2013). On the other hand, Holiday 
Inn focused on the interstate auto traveller (Nykiel, 2005), who was on the lookout for a 
suitable product during his/her travels. The positioning of the hotel was such that it targeted 
consumers across multiple consumer market segments. The room rates were reasonable and 
the amenities and facilities in the rooms were standardised to the extent that they comple-
mented the firm’s growth strategy, which enabled it to begin franchising operations in 1954 
(IHG, n.d.). 

Three phases are integral to the evolution of hotels (Economist, 2013) which in turn have 
had an impact on the growth and development of hotel chains (see Figure 3.1). The first phase 
was during the time period mid-1900s–1960, described as the ‘the age of the grand hotel’ 
(Economist, 2013). During this period, transportation was mainly through railways and  
ocean liners with affluent travellers being the primary consumers of hotel products. This  
led to the development of grand hotels that were primarily independent or a component  
of a small chain with distinct features and characteristics. Examples ranged from the Waldorf  
Astoria, New York, the Ritz, Madrid (ibid., 2013), to George V, Paris, and the Savoy  
Hotel, London. 

The second phase started in the 1960s (ibid., 2013) which saw the growth of hotels as  
chains. This started with the rise of multiunit hotels through the internationalisation of  
hotel chains such as Hilton and Holiday Inn. Later on, chains such as Intercontinental, 
Marriott, Hyatt and others joined the bandwagon to lead the industry into a phase wherein 
commodification was the buzzword. Standardisation of hotel amenities and facilities led  
to the expansion of hotel chains, which meant that employees in different units had to match 
the brand standards irrespective of consumer tastes. To manage the hotel chain in different 
geographical regions of the world called for quality standards that were implemented through 
sets of rules and regulations. 

The underlying business model used by hotel chains during the second period was such 
that the strategic elements of the business were separated from the functional/service elements. 
The growth of Hilton hotels reflects how the firm was able to centralise the strategic elements 
of growth and development while dealing with the functional/operating elements at the local 
level (Strand, 1996). Getting the local owner to take care of the day-to-day operations with 
supervision from corporate managers meant that the chain could focus on growing the brand 
globally without having to worry about local connectedness, business practices and cultural 
norms. Franchising, management contracts, as well as spinoffs (e.g., Marriott) were all products 
of the growth and development of the industry during this time period (Chathoth and Olsen, 
2003; Economist, 2013). 

The third phase was a product of the gaps that remained unplugged during the second phase; 
primarily, the growing level of detachment between the guest and the hotel. The 1980s saw 
the inception of the boutique hotel concept leading to the growth of hotels that focused on 
idiosyncratic needs and wants of customers (Economist, 2013; Aggett, 2007). This started 
gaining ground in the late 1990s and during the first decade of the new millennium. Hotel 
chains such as Bvlgari (by Marriott) at the luxury level, ‘W’ (by Starwood) at the premium/
upscale level and Joie de Vivre (a California-based hotel chain) at the mid-market level, to 
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name a few, emerged that revolutionised hotel chains’ orientation towards their markets and 
individual customers. 

No longer were standards maintained to suit the needs of the hotel chain; rather, the focus 
was on the customer to create unique and memorable experiences (Chathoth et al., 2013). 
This was also a product of changing times with scholars such as Pine and Gilmore’s (1998) 
‘experience economy’ calling for businesses to focus on unique experiences while building 
relationships with customers. 

The growth and evolution of hotel chains detailed above could be attributed to Kim’s 
(2001) view that such firms grew due to the prevalent conditions during the industrial and 
post-industrial era with the advent of technologies related to transportation and communication. 
Specialisation led to information asymmetry between the buyer and the seller giving rise to 
the multiunit firm. Specifically, Kim pointed out that multiunit firms were superior as they 
were ‘better able to solve the problem of asymmetric information than the traditional single-
unit firms’ (p. 306). He identified a specific characteristic of multiunit organisations that is 
central to their inception, emergence and growth – these organisational forms used their 
brand names and size as a ‘commitment device, which credibly signalled to buyers that the 
cost of reneging was significant’ (ibid.). This in turn gave them the required economies of 
scale to benefit from reduced advertising costs. Further, the chain organisational forms arose 
because they were able to create trust in consumers due to their investments in branding and 
advertising, which were costs that these firms had to incur to sustain the interests of consumers 
across various geographic locations (ibid.). 

Historical growth of hotel chains 

Kim’s conceptualisation of the growth of multiunit firms could be extended to the hotel 
industry. The growth of Holiday Inn and Hilton hotels in the 50s, 60s and 70s could be 
attributed to the advent of airline travel during the post-Second World War era. The fact that 
Holiday Inn and Hilton grew at an unprecedented rate during this time period is explained 
by the quality perception of travellers towards hotels both within and outside the United 
States. The emergence of chains filled this quality gap that independents could not address. 
This gap was even more evident in the international hotel industry, as seen in the growth 
that Hilton witnessed during this period. They were able to grow at an exceptional rate using 

Figure 3.1� Evolution�of�hotel�chain�characteristics.�
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management-based contractual agreements with no equity participation in the alliance, 
moving into global locations such as Hungary, Russia and Turkey in a short period of time 
(Strand, 1996). Through this, they were able to grow their brand, essentially replicating their 
prototype in various locations. As the chain grew from one to several units, a horizontal 
relationship between units within the chain was established. 

It should be noted that the change in the external environment in terms of technological, 
socio-cultural and economic factors led to a shift in the strategy of hotel chains (Olsen et al., 
1998). In the 60s and 70s, some chains such as Holiday Inn continued with their original 
strategy by aggressively pursuing growth (USA Today, n.d.), instead of offering multiple  
products while differentiating and targeting different consumer segments. In the 70s, hotel 
chains such as the Intercontinental and Hilton targeted the higher end of the market while 
addressing different needs and wants of consumers. Hotels/motel chains emerged at the lower 
end such as Days Inn, Ramada Inn, Motel Six and Howard Johnson, which targeted the  
low-cost consumer. A clear demarcation between hotel market segments in the 70s and 80s 
(Hill and Jones, 1995) influenced firms such as Intercontinental, Hyatt, Radisson and  
Howard Johnson to target specific market segments. The demarcations across consumer  
segments later influenced the hotel product and market characteristics while giving rise to 
brands. Today, firms such as Marriott International offers 16 hotel brands, all of which are 
hotel chains themselves. Marriott’s strategy lies in the following statement: ‘From luxurious 
resorts to urban retreats, bold boutiques to spacious suites, there’s a Marriott® hotel brand as 
unique as the reasons you travel. The choice is all yours . . . the pleasure is all ours’ (Marriott 
Brands, n.d.). 

The literature also provides a basis for understanding the historical evolution of chain 
affiliations. The success of Holiday Inn through its franchising strategy is well documented. 
The imperative for growth in the 50s and 60s was largely attributed to the corporate objective 
of attaining unit growth in terms of numbers (Nykiel, 2005). Location was an essential 
element of this growth imperative, which complemented the franchising strategy. In this 
regard, Ingram and Baum (1997) delved into the chain affiliation of hotel units or components 
in the time period 1890–1980. Using a sample of firms from the Manhattan area, they 
observed that only 3 per cent of US hotel chains during this time period actually had 
franchise operations. This was explained by the authors using the rationale from Brickley and 
Dark (1987) as well as Martin (1988), that franchising was less popular as a vehicle of growth 
within urban areas ‘because of lower costs of monitoring and lower economic risk’ (p. 71). 

Being part of a chain brings benefits to the incumbents such as survival chances under 
most circumstances. However, firms such as Holiday Inn, Ramada and other firms at the lower 
end of the market used the franchising mode of development. Note that management 
contracts, executed between corporate bodies and their hotel components, grew as a form of 
contractual arrangement from the 1970s and were made popular by firms such as Hyatt, 
Hilton, Marriott and the like. The growth of alternative vehicles also resulted because of 
environmental downturns, which forced corporations to make equity investments in the hotel 
unit as the unit owners were not willing to take more risk than they needed to. In the 
franchising mode, the degree of risk exposure tilts in favour of the franchiser, thereby exposing 
the franchisee to a higher level of risk (Chathoth and Olsen, 2003). 

External factors that led to the growth and development of the hotel industry, specifically 
chain organisations, include population trends, travel, transportation, evolution of people’s 
lifestyle in society, a shift in consumer needs, wants and tastes, technological developments  
as well as globalisation (Nykiel, 2005). These forces led to evolutionary mechanisms that were 
strategic initiatives on the part of hotel corporations. As a result, management strategies 


