BUSINESS
WORKSHOP
Lesson outcome

B1

Hotels for a new generation

Learners can exchange information about changes in hotel concepts and
participate in a discussion to design their own hotel concept for a new
generation.

Background 1

Work in pairs. Read the background and discuss the questions.

1 What is Accor’s current strategy?
2 What was one of the main reasons for implementing this strategy?
3 Who are the ‘millennials’?
4 What do you appreciate most/least about established hotel companies such as Accor?
5 What is your experience of home-sharing?

BACKGROUND
Accor, Europe’s largest hotelier which operates 600,000
rooms, is amongst the biggest hotel companies in the
world that are currently launching new brands and making
acquisitions to expand their portfolios. The arrival of
online companies such as Airbnb resulted in fears that
home-sharing would substantially reduce hotel revenues.
However, speaking at the 2018 International Hotel and
Investment Forum in Berlin, Sébastien Bazin, Chief
Executive of Accor, suggested that despite this
phenomenon, many travellers still prefer the level of
service offered by established hotel companies. One of the
aims of Accor and its competitors is to attract a new
generation of travellers, the millennials.

What do 2A
millennials want?

By 2020, millennials will make up 50% of all travellers. Work in pairs. Read this
quotation. Do you agree or disagree? Why?
“If we attract young people, old people will show up. But if you build a hotel for old people, young
people never show up.”
Scott Greenberg, President and Chief Executive of SMASHotels, Chicago (2017)

B Brainstorm 4-5 features and services hoteliers might include to attract young people
(e.g. check-in app).

3

Read about some of the ways US hoteliers are targeting the millennial market. Match
the correct heading to each suggestion.
Aspirational

Bleisure

Consciousness

Mobile-friendly

Revamping features & services

1        As the reception desk slowly disappears, customers become more independent.
They check-in via an app on their phone, which they then use as their key to enter their room. Hotel
apps are also being used to order food, control the lighting and thermostat and switch on the TV.
2        Extending a business trip by a few days of leisure to take advantage of the local
sights, sounds and culture is becoming popular with younger employees. During these trips,
connecting with the locals and their environment is a must. Staff are encouraged to share their
local knowledge and favourite spots, while hotels organise morning running groups, educational
events, DIY workshops and invite chefs from local restaurants to help business travellers connect
with the city and its people.
3        Free wifi is an important feature when choosing a hotel for 70% of millennials.
Also important is having areas to work. This has resulted in designers changing the form and
function of the hotel lobby to resemble co-working spaces. The concept of room service has also
had a revamp. Vegan and gluten-free options are popular, while take-away food presented in
environmentally-friendly packaging allows guests to eat anywhere, not just in their room.
4        Millennials are proving to be a very socially and ecologically conscious generation. In
response to this, some hotels have introduced ‘paperless’ rooms. Unless guests specifically request
them, invoices and paperwork are sent via email. Aside from toilet paper (luckily), paper has been
virtually banned. The option to give to a local charity is another welcome introduction. According to
Greenberg, ‘Millennials want to feel like their money is going to serve the greater good’.

Business workshop

5        For today’s travellers, hotels don’t just need to appeal to a guest, they
also have to appeal potentially to everyone who follows that guest on social media.
Gone is the bland, beige hotel room. Instead, we now find colourful and creative design,
themed hotels, dramatic showers, i.e. photogenic interiors that beg for a selfie to be
taken! Younger consumers in particular take note of guest reviews on sites such as
TripAdvisor.

4
Accor’s 5A
response

Discuss in pairs. What is your experience of the points in 3? Would these
changes be welcomed in hotels in France? Why (not)?
Work in pairs. Find out about how Accor has responded to the need to attract a
younger generation of travellers.

			 Student A: Read the article below.
		 Student B: Read the article in Additional materials.

B Tell your partner in your own words about the article you read. Which points in
3 have Accor considered? Give examples.

Travelling Right: Hotels bed in a new generation

5

10

Accor is attempting to attract younger consumers with its
Jo&Joe hotels. These are aimed at cool foreign ‘tripsters’
needing somewhere to stay but also ‘townsters’, locals living
nearby wanting a space to meet friends and socialise or do
yoga. Described as ‘open houses’, they offer accommodation
from private apartments and shared rooms to ‘out of the
ordinary’ stays in yurts. They look radically different from
Accor’s other brands such as Sofitel and Novotel: rooms are
fitted with sleek bunk beds, there are huge colourful lobbies
and guests are encouraged to cook together in communal
kitchens. The company aims to open 50 Jo&Joe venues by
2020 with locations including Paris and Bordeaux as well as
Warsaw, Budapest, Rio and São Paulo.
adapted from Financial Times (2018)

6A

Work in small groups. You have been asked to feedback to another major French hotel company
about encouraging millennial travellers. Use the information in this worksheet and/or go online
and carry out your own research. Discuss your ideas.

TASK
Design a new
hotel concept

Think about:
• What hotel services and features are important to millennials?
• What role will technology play in your hotel concept?
• How will your concept also cater to other age groups?
• What other factors do you need to consider?

B Work in pairs with someone from another group. Discuss your ideas and then agree on your top 5 features
and services. Discuss the reason for each.

7

Prepare a report (150-200 words) for the hotel company presenting your top 5 features and services with a
rationale to support each one.

Self-assessment

• How successfully have you achieved the lesson outcome? Give yourself a score
from 0 (I need more practice) to 5 (I know this well).
• Go to My Self-assessment in MyEnglishLab to reflect on what you have learnt.

B1

Additional materials B1
Additional
materials

5
ACCOR BUYS 50% STAKE IN SOUTH AFRICA-BASED LUXURY
TRAVEL GROUP
AccorHotels will expand its presence in Africa and in luxury travel by buying a 50 per cent stake
in Mantis Group, a South Africa-based hospitality and travel conglomerate. Mantis is a familyrun group of international five-star properties and lodges which include boutique hotels, ecolodges, game reserves and luxury houseboats. The group has been trying to strengthen its
position in the luxury segment of the market. It will also launch a non-profit organisation with
Mantis called the Community Conservation Fund Africa. Mantis is a pioneer in customised oneof-a-kind travel services in some of the most imaginative hotels across the world. With this
strategic partnership, Accor is reinforcing the group’s footprint in Africa.
adapted from Financial Times (2018)

Answer key B1
1

1 Launch new brands and buy other
properties
2 To attract younger consumers
3 People born between 1980 and
2000

2B		 (Sample answers)
		 Check-in app
		 Increased use of technology
		 Use of more eco-friendly products

3

1 Mobile-friendly
2 ‘Bleisure’
3 Revamping features & services
4 Consciousness
5 Aspirational

5B		 (Sample answers)
Student A
• Jo&Joe hotels is a concept aimed
at younger travellers
• Encourages exchanges with locals
and tourists
• Offers variety of accommodation
options, including shared rooms
and apartments
• Design is modern and colourful
• Shared cooking facilities for those
who want to use them

Student B
• Accor expands luxury travel brand
• Expanding into Africa
• Setting up variety of
accommodation options,
including boutique hotels,
eco-lodges, game reserves and
houseboats
• Working with non-profit
organisation
• Offering customised travel
options

