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1 iNTRODUCTION
Hilton Hotels is a worldwide known and easily recognizable upper market brand for short- and long term stays mostly connected to business.  It is a company with a long tradition of success. It has been present on the market for almost 90 years and it has always been able to adjust its strategy to new circumstances within the tourism market. It has also been setting trends for hotel industry implementing innovative solutions that helped outpace the competition and improve customer satisfaction with provided services.

2  HILTON’S DEVELOPMENT THROUGHOUT THE YEARS
Conrad Hilton is the name one just has to start when describing Hilton. He is the founder of the company and the father of its global success. It all started in 1919, when the above mentioned gentleman bought his first hotel. It was ‘The Mobley’, located in Cisco, Texas. The name of the chain, however, was born right after the building of a hotel in Dallas was completed. The 1925 construction was the first to be named ‘Hilton’. 

Starting from this date, Conrad Hilton’s strategy was to acquire and to build a large number of hotels within the United States and not to limit his business to a particular area as it was common for the industry at those days. Once the strategy was implemented, a large number of acquisitions and new constructions followed. 

It was just year 1943 when thanks to purchasing two hotels in New York (The Roosevelt and the Plaza); Hilton became the first US coast-to-coast hotel chain. Just three years later Conrad Hilton set up Hilton Hotels Corporation, which was the first hotel company to be listed on the New York stock exchange in 1947.

The innovative path continued in year 1949, when Hilton Corporation built its first hotel abroad (the Caribe Hilton in Puerto Rico). That way it became the first hotel chain operating in more than one country. This event gave birth to Hilton International Company. The next aim was to create a network of hotels on different continents and to implement some new solutions to the business as tourism industry started to grow rapidly at the beginning of 1950’s.

Opening hotels in Madrid (The Castellana Hilton, 1953) and in Cairo (The Nile Hilton, 1959) enabled HIC for expansion on attractive European and perspective North African market. In the meantime a new initiative was launched in United States. Firstly Hilton introduced the Hilton Reservations Worldwide (1955) handling information and reservation requests and secondly it pioneered an idea of airport hotels by opening a property at the San Francisco airport at the beginning of 1959.

The 1960’s were still showing the original thinking of the Hilton Corporation’s chairman of the board.  In 1964 Hilton International Company started operating as an independent company (Conrad Hilton remained the president) and opened hotels in Australia (The Perth Parmelia Hilton, 1969), Singapore (1970) and Caracas (1970). Thanks to opening of those three properties Hilton International started operating on every continent of the planet (excluding Antarctica). Additionally Hilton started franchising their brand in mid 1960’s which was still very new for the time being.

Change in the executive management did not stop the development process of the company, on the contrary it rocketed the expansion. The strategy of Barron Hilton (the new president of Hilton from 1966) was combining hospitality with gaming industry (purchasing Las Vegas- and Flamingo Hilton), which opened new possibilities for Hilton’s development. This strategy was continued throughout the years and in 1985 gaming was providing 40% of operating income made by Hilton Hotels Corporation.

Other important milestones that made Hilton a globally successful company was launching HILTRON (computer reservation system which was completely computerized) in 1973 and later Hilton HHonors (a frequent guest reward program) in 1987. Both of them were innovative. The first one was even employed by other industry chains (which brought a new source of income). The other one introduced a totally new offer (HHonors Exchange, 1994) which made it possible for people to exchange points for airline miles. Developing business around the airline industry was common for company from late 1950’s and was one of the major factors contributing to global success of Hilton Corporation.

The 1990’s was the time of the most aggressive and expansionary development of Hilton never seen before in the company’s history. As the world was getting more and more globalized, Barron Hilton had to implement a new strategy into life. His plan was to adjust the services to customers needs and in this way to start differentiation of the hotel chain. In 1991 he established a new company- Hilton Grand Vacations Company, which manages a system of vacation ownership resorts. Next important step on the way to better specialization was spinning off gaming operations into a separate company (Caesar’s Entertainment plc, 1997). The major event to adjusting services to customers’ needs, though, was acquisition of Promus Hotel Corporation which extended Hilton’s offer to different market sectors. The chains that were taken over through this purchase were: Doubletree, Hampton Inn & Suites, Embassy Suites Hotels, Homewood Suites by Hilton, Hampton Inn.

This path was continued in the 2000’s. Firstly purchasing Scandic Hotels just in the year 2000 broadened the geographical scope of Hilton’s portfolio to Scandinavian region (the company was sold back in March 2007). Secondly, launching Hilton Worldwide Resorts (as a logical continuation of US based subsidiary) with agreement between Coral Hotels & Resorts of the Dominican Republic (2002). Thirdly building the luxury Waldorf=Astoria Collection which was designed for the most sophisticated group of customers (2006). This specialization went hand in hand with upgrading the level of customer services that were provided by the company. Two most important steps were: going online with the reservations and information system (www.hilton.com in 1995) and launching a common technology platform (OnQ in 2003) which enabled better recognition of customers and instant adapting to their preferences and needs (providing staff with information about previous stays, HHonors membership status and similar). 

The last observed tendency within Hilton Hotel Corporation was acquiring the lodging assets of Hilton Group PLC, which led to reuniting the US and international operations of the company. 

Summarizing 90 years of development, the Hilton Hotels Corporation has been trying to be the most innovative and consumer oriented company on the hospitality market, which in most cases helped it gain a competitive edge and outpace the rivals.
3 HILTON TODAY

Let’s just take a look at some numbers that link the last two decades of Hilton’s history with the most present situation.
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source: http://investing.businessweek.com/research/stocks/charts/charts.asp?symbol=HLT
According to the chart above, which reflects the Hilton Corporation’s stocks value over the years 1988-2007, the company is doing really well from the investors’ point of view. The recent event that resulted in rapidly growing stock prices of the company was re-uniting the Hilton brand worldwide by acquisition of Hilton International (2006). Global operations of Hilton Hotels Corporation are now done within 8 different brands concentrating on different market sectors. 
	Name of the brand
	Worldwide availability
	Characteristic feature
	Number of properties
	Global room distribution 

	Hilton
	Major cities located on all continents excluding Antarctic
	Quality accommodation and superior service
	514
	36%

	Hampton Inn
	49 states in United States, Canada, Mexico, Central & South America
	Mid-priced hotel segment; warm surroundings and friendly service 


	1325
	30%

	Doubletree
	United States, Canada, Latin America
	Extensive meeting facilities, health and fitness facilities, state-of-the-art technology
	155
	11%

	Embassy Suites
	United States, Canada and Latin America
	Up-scale all suites hotel;  spacious accommodations,
	181
	11%

	Hilton Garden Inn
	United States, Canada, Mexico
	Mid-priced brand; secure remote printing to the hotel’s 24 hour business center along with ‘hospitality center’ and mini market
	245
	9%

	Conrad
	United States, United Kingdom, Ireland, Belgium, Uruguay, Bali, Indonesia, Egypt, Thailand, Hong Kong, Singapore, Australia
	Luxury hotels aimed at satisfying the most discriminating individual customer needs
	20
	1%

	Waldorf=Astoria Collection
	United States (New York, Los Angeles, Hawaii, Biltmore in Arizona) + Saudi Arabia 
	Luxury, distinctive hotel brand
	5
	1%

	Hilton Grand Vacations
	United States (Florida, Hawaii, Colorado, Nevada)
	Quality vacation ownership resorts
	33
	1%


As it can be easily assessed by studying the table, Hilton Corporation has diversified its business throughout the world widening its services’ range to respond better to different needs of target audience. The thing that is worth mentioning, though, is the way company locates its properties. There is a huge gap between the domestic market (United States) and rest of the world as well as Hilton’s presence in different global locations. More than 80% of corporation’s rooms are situated within the North and South American market (mainly in United States), then follows Europe and rapidly growing Asia. The difference between densities on different continents is enormous. The most unexplored continent is Africa (presented on the map below). Is it the place where Hilton is aiming to develop in the nearest future? What is the strategy like, Hilton implements nowadays?
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Source: http://www.hilton.co.uk/FindAHotel/205_HiltonHotelsInCountry.jsp?path=WorldMap.Africa
4 HILTON’S GLOBAL STRATEGY: “FAST, FOCUSED AND FLEXIBLE”
Aggressive. This word could summarize Hilton’s strategy of the last ten years. Indeed, from 1998, Hilton has definitely changed its development strategy to resolve a new challenge: becoming the world leader in lodging industry. Then, Hilton has adopted in 1998 an aggressive global strategy. In order to reach its new objectives, Hilton decided ten years ago to quit its big hotels and entertainment strategy for its hotels by selling off its casino companies it acquired a few years before. Then, Hilton Hotels Corporation (HHC) has adopted a quick external development by merging with several major hotel companies. From now on, Hilton Hotel Corp. is a 2800 hotels group in about 80 countries: the first lodging industry.
4.1 Hilton Hotel Corporation and its recent acquisition
4.1.1 Bally in the year 2006:  A buy-sell story

In 1996, Hilton acquired Bally Entertainment Corporation, more famous as Bally Manufacturing Corporation, to enforce its casino resort division. This American firm is a major protagonist of the casino and gaming business, owning several hotels mainly in the USA. Pioneer in the construction of casino from 1932, some of its properties were famous casino hotel as MGM in Las Vegas. Thanks to this operation, Hilton improved its notoriety in this sector. However, quickly, Hilton changed its strategy to integrate the growing competition in the lodging industry. After 2 years of a strategy based on the entertainment industry, Hilton sold Bally Entertainment Corporation (from now on called Park Place Entertainment). A new definition of its objectives has lead Hilton to adopt an aggressive acquisition policy.

“Fast, focused and flexible”. Respecting this way of managing, Hilton has quickly fixed its choice on Promus.

4.1.2 Promus

For 4 billion dollars, Promus Hotels Corporation was the first and the most significant acquisition of Hilton after its last strategic decisions. Promus was in 1999 the owner of several famous hotel chains: Doubletree, Embassy suites, Hampton Inn etc., for a total of 1325 hotels all around the world. Integrated in Hilton Group, Promus enables HHC to add to its products new kind of hotels, mainly economy and mid-range brands. That proves the new desire of Hilton to build a complete brand, not only based on luxury. Being geographically diversified by diversifying its activities is a part of the first step of Hilton’s new strategy.

4.1.3 United Hilton: the most significant event of an aggressive strategy

In 2005, Hilton Hotels Corporation has fixed a new choice on a particular company: Hilton Group Plc (also known as Hilton International). For a global amount of 5.71 billion dollars, HHC has acquired the other part of Hilton brands it did not own before. A new leader in the lodging industry is born.

Hilton International represented for HHC an attractive target. Attractive because necessary. Indeed Hilton has decided in the end of the 90’s to adopt a strategy of global development. Historically, Hilton Hotels Corporation and Hilton International were owned by the same company: United Airlines (UAL Corp.). However in 1987, Hilton International was sold to Ladbrokes Group Plc. Hilton Hotels Corporation was then focused on North America whereas Hilton International (HI) developed its activities mainly in Europe. Merging the two entities has enabled HHC to diversify more its worldwide settlement. And more than increasing a lot the number of its properties, this acquisition was also a way for HHC of controlling totally its brand image and reducing its financial risk (revenues are from now on geographically diversify).
Moreover, Hilton International owned before the merger some other lodging companies. This made the transaction even more attractive. Scandic Hotels, LivingWell Health Club but above all famous Conrad Hotels have become properties of Hilton Hotels Corporation from 2005. In April 2007, there are 18 hotels Conrad in the world and the brand will create 7 new hotels in emerging market countries before 2010 mainly in Asia. Asia, which is not only for Conrad but for the whole Hilton company, the main challenge for the next years.
4.2 Hilton, acquisitions and sustainable development
Acquisition has been the key factor of the recent Hilton development for the past decade. Many M&As helped Hilton Hotels Corp. to accelerate its expansion around the world. However, external growth was not the only way of improving HHC activities. The firm of Beverly Hills has proved that becoming an aggressive leader is not contrary to sustainable development. 

In 2005 thanks to Hilton International, Hilton Hotels Corp. bought Scandic Hotel, one of the main hotel company in Northern Europe. Scandic is a Swedish mid-range hotels brand whose particularity was to have based its strategy on sustainable development. In 1994, Scandic’s financial situation was clearly terrible. More than 50 million dollars of loss between 1992 and 1994 have driven the CEO to fix up a new strategy based on performances by environment earnings. To reach it, Scandic decided to adopt new processes inspired by principles set up by The Natural Step. 

Those principles ask the firm that have decided to use it to adopt different measure respecting the environment and firm’s assets. From shampoos to energy consumption, each hotel has to make effort on spending. The Natural Step’s concept is also based on a strong involvement of every manager and employee in the new strategy of the firm that adopt its principles.
This plan was successful for Scandic. When Hilton bought it, the Swedish company had recovered a profitable situation, very far from the 50 million dollars of loss. More than 141 new hotels for the American group, this acquisition brought to Scandic knowledge in terms of sustainable development. Then, this has lead Hilton to apply environment respect to its own properties even if in 2007, EQT V Group has bought to Hilton Scandic.
4.3 Chronology of Hilton’s main transactions
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4.4 Asia: the hotel industry challenge 
From now on, Hilton Hotel Corporation is definitely a worldwide company. With many brands around the world and a presence in every main market, HHC has achieved a first step in its strategy. But a new challenge is expecting the largest hotel firm in the world: Asia. With a 7.6% growth of tourist arrivals in Asia Pacific in 2006 (world average = 4.5%), no firm must fail on this market. Then, Hilton Hotels Corp. has planned to create in the next ten years about 300 hotels in Asia. China and India are the two main markets in this race to Asia.

7 hotels of different brands (Doubletree, Conrad Hotels, Hilton Hotels and Hampton Inn) are expected to be created in a couple of years in China. Today, HHC owns already 6 properties in this country, mostly Hilton Hotels. Then, the American firm will introduce new brands (i.e that have never been in China before) like Doubletree and Hampton Inn (economy brand) to cover every segment of the lodging industry. Furthermore, Hilton will develop with a private equity company and the real estate department of Deutsche Bank, a joint venture called RREEF. This strategic alliance will enable HHC to create 20 other hotels in China under the name “Hilton Garden Inn”.

Hilton Garden Inn will also be a strategic key factor of Hilton development in India. According to Koos Klein, President of Hilton Hotels Asia Pacific, the growth potential of the mid-market segment is “great”. Then, 10 first hotels will be created in this country before planning to build other properties. Hilton has also created a joint-venture to open 5 hotels in the next two. Finally, with all the different projects of Hilton, the American firm plans on 75 hotels in India for the next decade.

In addition to its development in those two countries, several hotels will be created soon in Asian emerging market countries such as Thailand, Indonesia and Malaysia.
5 COMPETITOR ANALYSIS
Hilton is one of the mondial leaders of the worldwide hotel business. The analysis of three of them may help us to give prominence to the strenghs and weaknesses of Hilton. 
5.1 Accor
5.1.1 Presentation

Created in 1967, with the opening of the first Novotel in Lille, the Accor Group will launch and repurchase, between 1970 and 2000, more than one about fifteen signs. With 20 000 etablishments, nearly 500 000 rooms, 170 000 employees and a presence in 142 countries, Accor is one of the most diversifying group. A durable and balanced growth makes the Accor Group a frightening competitor of HHC.
5.1.2 Positioning

The segments on which Accor positions are very varied. 

The top-of-the-rang segment:

· Sofitel : Create fifty years ago, and fifth chains worldwide in its category, the Sofitel mark allows Accort position on the very top-of-the-rang market, the luxury market. The mark counts more than 190 hotels, including more than 40 000 rooms, in 52 countries. 

· Lenôtre: Worlwide leader of the French gastronomy and the gastronomy of luxury, is also one of the prestigious ensigns of the group. The mark counts 51 shops in the world, and 5 restaurants.

· Lucien Barrière SAS Group: Representing 14 hotels, 38 casinos, 3 golfs and a center of thalassotherapy, in 4 countries (France, Belgium, Switzerland and Malta), Lucien Barrière Group is the leader of the hotel trade of luxury in France. Accor holds 34% of participation in the capital of the Lucien Barrière SAS Group. 

The medium of rang segment:

· Novotel (398 hotels, 69 225 rooms in 56 countries), Mercure (738 hotels, 87 233 rooms in 49 countries), Parthenon (59 apartments hotels) and Suite Hotel (18 hotels, 2 438 rooms in 4 countries) are as many signs of  medium of range belonging to the Accor Group.

· Moreover, with 19 establishments in 10 different countries, the mark Accor Thalassa makes it possible the group to be established on a innovating segment, that of thalassotherapy.

The economic and very economic segment:

Lastly, Accor is placed on an economic segment with marks such as Ibis (720 hotels, 78 780 rooms in 39 countries), Etap Hotel (331 hotels, 26 999 room in 11 countries), Red Roof Inn (344 hotels, 37 568 rooms only in the USA), Formule 1 (377 hotels, 29 187 rooms in 12 countries), Motel 6 (862 hotels, 88 657 rooms in USA and Canada), Studio 6 (43 hotels, 5 289 rooms in USA and Canada)

Accor is also specialized in the segments of the services to the companies, the travels’ world and the collective restration. The variety of the segments on which Accor was placed as one goes along makes group one of the world leaders, very present throughout the world.
5.1.3 Strategy, Objectives and development

The strategy of the Accor Group is pre-eminently the consolidation of its position. That is on the Européen market, with creation of 80 establishments and 9 400 rooms envisaged, on the market of Pacific Asia, with an increase of 32% in term of presence in this area in 2005, or on the American market, with the restoration of the hotel of the chain Red Roof  Inn envisaged, and the recent creation of 12 Ibis and 5 Formule 1 in Mexico and Brazil, Accor tries to reinforce its presence throughout the whole world. The group envisaged to invest 2 500 million euros in 5 years. Moreover, Accor attaches a great importance to the wellbeing and the implication of its employees.

Its strategy of growth in the field of the marketing of service results in the acquisition of companies such as Serial (Italy), RID (India), Calicado (Germany), Delicard (Sweden), or the acquisition of shares in the other companies, as Wires Commut, in USA (51%).

Lastly, the principal axis of the development of Accor is the market of  the service to the person in France. The partnership with the savings bank for the creation of a CESU and that with the Group Europ Assistance, with “Bien-être assistance”, made it possible the group to be placed well in this sector. About the environmental strategy, Accor wish combine the comfort of these customers and the respect of the environment, and this is a veritable surplus value for its image. Its wills result in the following actions : The envirenmental charter of 1998, the reduction ot the consumption of water and energy, the reduction of waste and waste recycling, and the importance of the certification of the sites. Distribution of the sales turnover :  68% in Europe, 17% in USA, 8% in Latin America and the Carribean, and 7% in the rest of the countries.

5.1.4 Strengths

The presence of Accor on very different segments, enabling him to target a large audience with very different incomes, is the principal force of the group. This meshing makes it possible Accor to be the European leader of the market of hotel trade. Its fast expension and its position of world challenger can let think that the group belongs to most frightening for the group Hilton.  The service’s sector is not cyclic, and Accor is the worldwide leader on the service’s sector. Accor profit from a good public image, synonymous with quality and respect of the environment, and belongs to the CAC 40. While being either owner, or in contract of frankness, or in hiring, Accor diversifies the risks.
5.1.5 Weaknesses

In a contradictory way, one of the principal weaknesses of the group is the multitude or mark whch it has, involving confusion in the head of the customers, and strong costs (of publicity for example).  At the time when the seminar’s activities develop much, Accor is threatened by the effectiveness of some of its competitors, like Intercontinental and Hilton. Moreover, Accor has a lack of worldwide notoriety. Lastly, the acquisition of a holding in the Club Med was risky because the image of the sign is fragile.
5.2 Marriot
5.2.1 Presentation

Following the division of Marriott Corporation, Marriott International is born in 1993. Since 1995, Marriott International enters the capital of Ritz-Carlton, to reach the 99% in 1998. Mariott International is the third worldwide leader, with more than 2 700 hotels and almost 500 000 rooms, its evolution in the last few years was the best among the first four chains of hotels.

5.2.2 Positioning

Marriott International is exclusively on the top-of-the-rang segment, with brand like Marriott Hotels & Resorts, JW Marriott Hotels & Resorts, Renaissance Hotels & Resorts, Courtyard by Marriott, the Ritz-Carlton Hotel Company L.L.C., Marriott Grand Residence Club.

5.2.3 Strategy, Objectives and Development

To date, Mariott has 22 hotels, more than 65 000 rooms, in 7 countries. The group wishes to develop with the Middle-East, and aims to open, fom here the three next years, 16 hotels, that is to say 3 515 rooms in this area. Marriott must invest significantly to stay competitive, and must focusing on growing its resorts portfolio. For that, Marriott seek a patern in order to develop its Courtyard Hotel chain in the UK. Moreover, the group want to increase its product offering, to improve technology and furnish superior beds.

In general, Marriott International aims to pass from 85 000 rooms to 100 000 rooms, and privileging the international development (at least 30%), i.e. apart from the USA and of tha Canada.

5.2.4 Strengths

Marriott International is placed on the segment of top-of-the-rang hotel trade. Contrary to Accor is offer is very targeted, and this renforces the identity and the public image of the group. Moreover, Marriott is the third worlwide leader, and records the best growth of the first four chains.

5.2.5 Weaknesses

Admittedly, the group is in an advantageous position with regard to the first four chains, but it is without counting the impressive growth which the Group Hilton International records (+ 33,3% from 2005 to 2006). Then, the Mariott International group is smallest chains of top 5 as regards the number of hotels.

5.3 Starwood
5.3.1 Presentation

Starwood is the eight worldwide leader, with more than 850 hotels. The group is placed in spite of that at the second American rank, and is leader on the top-of-the-rang segment in Africa. Starwood is not owner of any of his hotels. They just manage them.
5.3.2 [image: image6.png]


Positioning
The hotel multinational counts today 9 brands of  the hotel trade of luxury : Luxury Collection, W hotels, Westin Hotels & Resorts, St Regis Hotels & Resorts, Sheraton Hotels & Resorts, Four Points by Sheraton, Le méridien, Aloft and Element (first hotel of this chain envisaged in 2008).

Establishment of Starwood in Africa - Afrik.com =>
The Starwood’s portfolio counts for the moment 36 hotels, but ten openings are envisaged from here 2010. The essentiel of development of Starwood is done in Africa. The multinational concentrates on a new market. The fact of bieng a pioneer (hotel trade of luxury) in an area is very advantageous.     
5.3.3 Strategy, Objectives and Development

Since the arrival of Steven Heyer, ex number two of Coca-Cola, at the helm of Starwood Hotels & Resorts, at the end of 2004, the group know a fulgurating growth. His new way of directing made it possible the group to make climb its capitalisation out of purse of 65%. The repurchase of the ensign Le Meridien, in 2005, which suffered then from the little old-fashionned image, started the rise of Starwood Hotel & Resorts.

From here 2010, Starwood wishes to reach the number of 67 hotels Le Meridien, with for principal areas of development, Europe, Africa and the Middle-East. Indeed, the group particulary wishes to reinforce its presence in Africa during the three next years, with the objective, all confused ensigns, to create 50 hotels in this zone. “We have multiple projects for the African continent where we took delay compared to the other parts of the world. The idea being to have at least a hotel in each African capital.” Hassan Ahdab, vice-president Africa zone and Indian Ocean.
5.3.4 Strengths

Starwood Hotels and Resorts is firmly established on the Africa Continent. This places it on position of force compared to the majority of its competitors, which, less visionaries, ttry to established on the continent only now. Morever, Starwood is very avangardist. The way in which the company uses Secod Life to carry out virtual publicity campaigns, and to make teasing for the launching of its new Aloft frankess, of it is the proof. Lastly, the firm chose not to be owner of the hotels which it manages, which allows it a strong reduction of the costs and risks.
5.3.5 Weaknesses

Starwood Hotels & Resorts is in full expansion, and is placed already in top 10 of the world leaders of hotel trade, and in spite of a good level of growth, this one remains lower than that of Hilton International, and the numbers of hotels that the groups manages well remainder in lower part of the number of hotels which its direct competitors have. Its direct competitors, also placed on the segment of top-of-the-range, Marriott and Hilton, are with the 3° and 5° place of the world classification. 
	Worldwide Classification of the first 10 chains of hotelery

	Place
	Group
	Hotels
	Rooms
	Numbers of brand

	 2005    2006    2007                                                 2006         2007          2006        2007   

	   1         1         1
	Intercontinental
	3 606         3 700
	537 533    556 000
	7

	   2         2         2
	Wyndham Hotel Group
	6 344         6 500
	532 284    543 000
	10

	   3         3         3
	Marriott International
	2 672         2 868
	485 979    517 202
	16

	   6         5         4
	Hilton Corporation
	2 474         2 935
	472 720    501 478
	9

	   4         4         5
	Accor
	4 065         4 100
	475 433   485 000
	9

	   5         6         6
	Choice Hotels International
	5 132         5 300
	417 631   430 000
	10

	   7         7         7
	Best Western
	4 195         4 200
	315 875   316 095
	1

	   8         8         8
	Starwood
	845            850
	257 889   265 598
	8

	   9         9         9
	Carlson Hotels
	922            948
	147 129   146 448
	5

	  10       10       10
	Global Hyatt Corporation
	738            735
	144 671   136 000
	7


5.4 Classification

Sources: www.cyberpress.ca – MKG Consulting
6 Hilton hotels corporation in France
6.1 Micro-Economic Factors of France
Hilton belongs to the luxury business hotel in France. In France, we do not make the most of the luxury market and we never did and that it the reason why the market share of French luxury is diminishing more and more. The share of France in tourism luxury estimates at 39 millions euros (according to « Assemblée des Chambres de commerce et industries françaises à l’étranger », 2004) and it is no longer that high. But a lot of competition with the globalization exists. For example, Paris lost its leading position as the worldwide destination for conferences. The French Riviera is also no longer that attractive. However, in regards to hotel stock, there is a little progression of luxury hotels:

Report of the tourism hotel stock in France states (according to a study of “Ministère de l’économie et des finances”):

- In 31.12.2005:

	
	0*
	1*
	2*
	3*
	4* - 4*L
	Total

	Premises
	2 159
	1 642
	9 752
	3 754
	778
	18 085

	Rooms
	75 937
	35 195
	275 286
	168 728
	58 652
	613 798


- In 31.12.2006:

	
	0*
	1*
	2*
	3*
	4* - 4*L
	Total

	Premises
	2 110
	1 550
	9 620
	3 787
	810
	17 877

	Rooms
	76 836
	33 741
	271 326
	170 034
	60 487
	612 424


The increase of luxury hotels can be explained with the development of hotel chains in France. 

	
	1999
	2000
	2001
	2002
	2003
	2004
	2005
	2006

	Chaînes intégrées
	25,7 %
	27,4 %
	27,9 %
	28,5 %
	28,3 %
	26,5 %
	22,2 %
	22,9 %

	Franchises
	1,6 %
	2,6 %
	3,9 %
	5,3 %
	7,0 %
	9,4 %
	14,0 %
	14,5 %

	Total of chains
	27,3 %
	30,0 %
	31,8 %
	33,8 %
	35,3 %
	35,9 %
	36,2 %
	37,4 %

	Chaînes volontaires
	13,4 %
	15,1 %
	15,0 %
	15,2 %
	15,2 %
	15,2 %
	15,1 %
	14,8 %

	Freelances
	59,3 %
	54,9 %
	53,3 %
	51,0 %
	49,5 %
	48,9 %
	48,7 %
	47,7 %

	Total of freelances
	72,7 %
	70,0 %
	68,2 %
	66,2 %
	64,7 %
	64,1 %
	63,8 %
	62,6 %

	Total
	100 %
	100 %
	100 %
	100 %
	100 %
	100 %
	100 %
	100 %


(According to “INSEE, Direction du tourisme”)
Moreover, chains of 4* and luxury 4* hotels have increased over the past ten years: 40% increase of the number of rooms. This category of hotel chains has a level of market penetration of 56% in the market of 4* and luxury 4* hotels.

6.2 Hilton in France

The hotels of Hilton chains in France are:
Hilton Cannes Hotel:
This hotel was a famous 4* luxury hotel in the nineties. It was located on “La Croisette” in Cannes between the Carlton, the Martinez and the Majestic. But starting from the first of November 2007, Hilton Cannes will no longer be owned by the Hilton Hotels Family. The premise is managed by Jesta, a North American group and its sign becomes Sofitel that belongs to the giant Accor. So in the future all the methods and the different principles are managed by Sofitel.

Hilton Evian-les-Bains:

In 2006 Hilton opened Evian Resort & Spa, its second hotel in Rhône-Alpes. It is the first resort of the chain in France. This establishment is in the favour of the Evian’s influence in the world.

Hilton Strasbourg Hotel:

Since 1982 Hilton Strasbourg attracts a lot of important persons who visiting Strasbourg. However, the hotel is affected by the age of the premise. We must also underline that this hotel is not a luxury 4* hotel but a 4* hotel.
There are also: Hilton Lyon, Hilton Arc de Triomphe Paris Hotel, Hilton Paris, Hilton Paris La Défense, Hilton Paris Orly Airport Hotel, and Hilton Paris Charles de Gaulle Airport.

6.3 Consequences of the tourism industry to the management of Hilton in France
The tourism industry is a sector that evolves very quickly: a lot of new offers appear (new product, news destination, or new way of organisation), and the demand changes also. The recently building of Hilton Evian-les-Bains illustrates a willing to attract people who want to experience well-being tourism with the hydrotherapy industry and the thalassotherapy in Evian-les-Bains. 

France has an important and very varied capacity of tourist accommodations. The ranked hotel business in France includes mainly the 2* and 3* hotels. The 4* and luxury 4* hotel represent the half of the capacity of the hotel accommodation. France is always an important destination of luxury tourism. However, we can note that Hilton Hotels in France do not attract visitors so easily as before. Because even if Hilton Hotels Corporation has built a new concept in Evian-les- Bains, Hilton Cannes does not exist any more. In fact, they have to sell this hotel by auction to be able to reimburse their debt, and perhaps to be able to invest in the new attracted destination, for example the Asian market. Moreover, Paris is no more the first place to the conferences, so the Hilton Hotels in Paris become less important in a certain way. On the other hand, Hilton Hotels Corporation has invested in France with the Hilton Evian Resort & Spa. With this new hotel, Hilton Hotel tries to attract worldwide people with the trends of the tourism; it is the first Hilton Worldwide Resort in France. The Hilton chain and its investors really have the will to set up an essential resort in the world. They have invested 40 millions of euros to the building. This premise has 173 rooms, including 34 suites. The Hilton Evian Resort & Spa has two restaurants, one bar, a Spa, the Buddha-Bar Spa and a space of seminars.
However, the Hilton Evian is maybe not very attractive to the globalization. Indeed, the principal target is the customers who want to a well-being stay with the thermal baths. And as regards the business tourism, they want to attract the Paris and Swiss markets, in particularly the medical and financial sector. As regards the other Hilton Hotels in France, there are no important investments of renovations. In any case, we have to consider the situation of Hilton industry in France not only with the characteristic of tourism industry in France but with the globalization of the tourism.
Moreover, the Hilton Hotels are a chain, so the Hilton Hotels in France depends on the worldwide situation of tourism, the abilities of tourism in France, the attraction of the French destination. The assessment is that Hilton Hotel Corporation prefers invest in majority in the Asian tourism like in India. 

However, France will always be an important country in the tourism. France owns a lot of assets that make it a very important destination. But the concurrence is hard and the position of France in the globalization regarding the tourism is not very attractive, in contrary to India for example or other exotic destination.

6.4 Opportunities and threats
A lot of competitors in the luxury market exist in France. Moreover a lot of foreign investors are ready to invest in luxury tourism sector and they invest in French tourism so. 

The clients have to be taken in consideration. Indeed, in France the foreign tourists find that their demands are not satisfied. For example, they find that the reception and the services proposed in the French hotel are not as good as in other worldwide destinations. The luxury tourism in France is also affected by the lack of modernity, technology and replacement of all hotels facilities.

The French market remains very attractive and Paris is always the favourite destination. In fact, the dynamism of Paris is due to its location and also to its property potential: a lot of foreign investors are interested in Paris. Hilton Hotels Corporation is in jeopardy with all these new arrivals on the market.

Hilton Hotels Corporation has to take in consideration the consequences of the globalization. French hotels can have a lot of substitutions according to tourists. In fact, France is a destination that is more and more put into perspectives. For example: Italy is an important destination today because of the modernity of hotels, Dubai is a luxury destination in fashion, Las Vegas attracts many visitors with its casinos and other entertainments, Asia that develops more and more, also on the luxury market and at the end there are Africa and the South America that compete with France with a simple luxury destination.
6.5 SWOT of Hilton Hotels Corporation in France concentring on possible future situation of the group
Hilton Hotel Corporation is not isolated of all problems that encounter the French tourism sector: the hotels are not in the favourite position. The hotels are lacking staff and all the human resources managers of tourism sector in France affirm that the problems related to the staff are very difficult for tourism sector. The staff is the main weakness for Hilton Hotels Corporation. This explains in a certain way the fact that Hilton Hotel Corporation preferred selling Hilton Hotel in the auction.
However, Hilton Hotels Corporation still invests in France as we have seen before with the new hotel in Evian-Les-Bains. France has a lot of places that have a very good quality of life. This is why Hilton Hotels Corporation preferred investing in France with a Hilton Worldwide Resort. The French assets are important for Hilton Hotels Corporation: France is the first worldwide destination, France has an important potential with its geography. Indeed, France attracts people who want to visit Paris, or also who comes to the mountains (like in Evian-les-Bains) with also the winter sport station. And the French Riviera is attractive too and this maybe be a weakness for Hilton Group Corporation who will not be present in Cannes.
Then, the French gastronomy is an asset for tourism sector in France. Hilton Hotels Corporation has to take into account this side but also the needs of modernity and innovation that require the tourist. So for example Hilton Hotels Corporation opened in Hilton Evian Resort & Spa two restaurants: the first is a gourmet restaurant, and the second is a restaurant with a contemporary cooking. The gastronomy does not ostracize because it is an important cultural element of the tourism sector and it attracts tourists.

The Hilton Hotels Corporation can make the most of the important visibility and reputation of hotel business in France. Moreover, France has a property potential which is in favour of tourism sector and so Hilton Hotel Corporation. 

Therefore Hilton Hotels Corporation has to adapt its offer in France. Hilton Hotels Corporation has to take into account the globalization but also the situation of tourism sector in France. Actually there are weaknesses that are moderated with some strengths of tourism sector and hotel business in France. The strategy of Hilton in France is not very defined. Hilton Hotels Corporation lost its Hilton Cannes; they have not today an important strategy of modernization and renovation. However, they invest in France: with the opening of Hilton Evian Resort & Spa. So, Hilton Hotels Corporation still considers that France is an attractive place. A lot of new destination takes place in the world and Hilton Hotels Corporation wants to be present: with a luxury hotel or also cheaper hotel. In France, Hilton Hotels Corporation does not renounce to the asset of tourism sector and tourism destination and its markets aims at the luxury hotels, like for the Hilton Evian Resort & Spa.

6.6 Occidental Europe and Hilton Hotel Group Corporation
6.6.1 The situation of the tourism in Europe

The tourism is a sector that is very promising in the Europe economy. Indeed, Europe is the most visited region in the world. The number of tourists coming from outside has doubled for 1980. However the tourism in Europe is mainly within Europe. The volume of tourists in Europe should doubled by the year 2025. But, according to the World Tourism Organization, Europe progressively loses shares of market. In fact, Europe is faced to a trend: the number of worldwide tourist going to Europe decreases. But, Europe can have an opportunity: the demand of tourism is going to increase (one of the explanations is that the old people in the developed countries are going to increase). 
6.6.2 Risks and opportunities

According to the previous part, the tourism in Europe presents risks but also some opportunities. As regards the hotel business, we can see that the worldwide hotel offer continues to increase. And the important groups are more and more dominant in the worldwide market, which is a very good opportunities to Hilton Hotel Group. Europe and USA still have the bigger rate of the worldwide hotel development. However, Hilton Hotel Group risks some difficulties: because the new destinations, China, India or Russia are more and more attracted.
6.6.3 Decisions and achievements

The strategy of Hilton Hotel Corporation is to continue to expand the number of their hotels and their hotel brands in new and existing markets. So the decisions of Hilton Hotel Corporation depend to the globalization. Hilton Hotel Corporation has a strong experience, an important power of their brands, a name recognized. Moreover, the corporation has to compete with all hotel corporations. So its financial resources are very important and they have the possibility to use its financial resources as an advantage. That is why Hilton Hotel Corporation completed this year the transfer of eight hotels in Europe to Morgan Stanley Real Estate. In fact, Hilton Hotel Corporation needed financial resources to invest in new tourist destination but also to be able to invest in Occidental Europe with specific hotel. These hotels are luxurious like the new hotel in Portugal and then, Hilton Hotel Corporation made the choice to open too new hotels in Italy and Germany: Hilton Garden Inn properties that represent mid-priced for the hotel brand. Thus, Occidental Europe always is in the perspective of evolution of the Hilton Hotel Corporation.
6.6.4 Means and consequences

In Occidental Europe, Hilton Hotel Corporation is present; there are hotels in Belgium, Austria, Croatia, Cyprus, Denmark, Finland, France, Germany, Greece, Italy, Luxembourg, Malta, Netherlands, Portugal, Spain, Sweden, Switzerland, United Kingdom & Ireland. So Hilton Hotel Corporation is very well represented in Occidental Europe. And it is their goal. The opening of Hilton Hotel in Portugal this year shows it: indeed, the Hilton chain was absent from Portugal until now. So they have decided to open a hotel: the Hilton Vilamoura As Cascatas Golf Resort & Spa. This establishment is a luxurious and sophisticated hotel.

Hilton Hotel Corporation is organized to take full advantage of new opportunities but also to concentrate on a select number of particularly appealing markets. Thus, Occidental Europe is a member of this last category of markets. In Occidental Europe, the countries, that are more particularly the target of the strategy of the evolution of Hilton Hotel Corporation, are: United Kingdom, Spain, Germany and Italy. 
7 Eastern Europe – new opportunities
7.1 Eastern Europe and Russia new challenge for Hilton Group

Hilton Hotel Corporation as a market leader still search for new opportunities, chances and markets which haven’t been explored. Now they are focused on eastern expansion. Starting from 1989 Eastern Europe and Russia are being transformed from socialistic countries to market driven economies. New business opportunities, emerging economies, natural resources and still underdeveloped sector of services placed those countries as very attractive market for tourists, business people and tourism industry.

Following part will asses risk of this expansion, present chances, opportunities and achievements for Hilton Hotel Corporation in a new market. According to Easter Europe Hilton Hotel Corporation is focused on Bulgaria, Czech Republic, Hungary, Romania, Russia and Poland. New European Union countries will be classified separately from Russia because business environments, regulations, purpose of investing there and profile of customers are different between those two regions.
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7.2 European Union members “hot of the griddle”

7.2.1 Macroeconomic overview
After destruction of Berlin’s Wall countries which belonged to Soviet block implemented numbers of reforms as to change their economy from central planed to market-driven. Introduction of those changes have 

Source: www.hilton.co.uk
been implemented in many ways and has drove to different results:


  

	Country
	GDP¹
	GDP per capita $
	Unemployment rate
	Population
	Date of accession to EU
	Coface Rating


	IMD Competetivnes Index



	Czech Republic
	236,536
	13,848
	8,4
	10 220 577
	1.05 2004 


	A2
	32

	Poland
	566,886
	8,890
	14,9
	38 173 853
	1.05 2004
	A3
	55

	Hungary
	197,092
	11,340
	7,4
	10 097 549
	1.05 2004
	A3
	35

	Bulgaria
	75,084
	3,995
	9,6
	7 761 049
	1.01 2007
	A4
	41

	Romania
	213,550
	5,633
	6,1
	21 658 528
	1.01 2007
	A4
	44


Source: own , based on Eurostat reports, Coaface rating, IMD publication

¹in PPP million $ 

7.2.2 Tourism industry

	Country
	International tourist arrivals¹
	Number of beds in hotels
	Night spent in hotels by resident ²
	Night spent in hotels by non-residents²

	Czech Republic
	6,336
	232 295
	8854
	17035

	Poland
	15,200
	169 609
	13910
	7911

	Hungary
	10,048
	157 345
	6622
	9127

	Bulgaria
	4,836
	200 940
	4342
	11776

	Romania
	1,430
	161 528
	14929
	3169


Source: own, based on UNWTO publication and Eurostat reports

¹ in million

² in 1000
International arrivals to Eastern Europe are booming; this region had the best rate of growth of international arrivals in the whole Europe (4, 8%). Majority of accommodation structure was build during communism time and used to belong to state. During the 90s they were privatized. Many of them require renovation.   In Poland and Romania nights in hotels are mostly spent by resident of the countries. If we take under account small GDP of those countries (both in PPP and per capita) drives it to conclusion that there is demand for middle class hotels. Czech Republic, Bulgaria and Hungary are mostly visited by non- residents of the country; demand for 5 stars hotels is rising. Prices in those countries are relatively small (according to Western Europe) and they are threatened as a Cote d’Azur for tourist from Middle and Easter Europe. 
7.2.3 Hilton in Eastern Europe – current situation and achievements

Currently, Hilton Hotel Corporation is present mostly in capital cities: Warsaw in Poland (Hilton Hotel), Prague in Czech Republic (2 Hilton Hotels), Budapest in Hungary (Westend Hotel), Bucharest in Romania (Athenee Palace Hilton), Sofia in Bulgaria (Hilton Hotel). Hilton Hotel Corporation is going expand mostly in Poland (request for enlargement of hospitality structure in Poland due to organization of European Football Cup EURO 2012). According to Wolfgang Neuman (Hilton director for Region Europe and Africa) they will open 8 new hotels in Poland. Hilton’s strategy in Eastern Europe is mostly based on division into Centrum (capital city 5 stars Hilton Hotel) and Regions (other significant cities; middle class hotels like Hilton Garden Inn. or Hampton by Hilton). 
7.2.4 Hilton in Eastern Europe – opportunities

Eastern Europe is very challenging market for hospitality industry. One of the biggest opportunities for Hilton Group is Czech Republic. This is not only the best countries in the group to investment in (according to Coface) but also has the highest number of night spends in hotels by non-residents. Highest GDP per capita result in conclusion those tourists who vistit Czech Republic can afford pay 100 Euro -300 Euro pro nights.

Second big challenge for Hilton is Poland. This is the biggest country in Eastern Europe, where hotels are usually booked by residents of the country. Even if GDP per capita is relatively small Poland has is has the highest GDP in current prices. If we take into account that GINI Index in this country is higher (0,36) than in rest of EU (0,31) we can calculate that significant group of polish people belongs to target group of Hilton Hotel Corporation. Additional point for expansion in Poland is demand for hotels according EURO 2012 which will take place in Poland and Ukraine.
7.2.5 Risks
Eastern European countries are still economies in transitions where corruption index is very relatively high, competitiveness index for Poland, Romania and Bulgaria small.  GDP per capita is still below European average. 
7.3 Russia –last emerging market to be targeted
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                                                     Source: www.hilton.co.uk
Chief executive of Hilton International- Ian Carter, announced that Russia is the last market from EMCs group which has to be taken over by the company. They have reached several agreements which will result in opening 50 hotels in Russia during next couple years and they are planning to build 70 more in a near future.
First agreement were undersigned with London & Regional Properties Limited which is going to invest 500 million Euro for developing 25 Hilton Hotels in 11 Russian cities (first hotel in Novosibirsk).  Second contract was undersigned on 25 of September 2007 with Belgravia Asset Management Limited will give opportunity for Belgravia to introduce 25 new Hiltons Hotel in Russia during next 5 years (first hotel in St Petersburg 2008).  Agreement with both companies were based on SDA ( Strategic Development Agreement).
In a next 10 years company is going to launch apart from agreements with Belgravia and L&R additional 70 hotels in Russia. First Hilton Hotel Hilton Moscow Leningradskaya will be opened at the end of 2007.
7.3.1 What caused Russia so challenging and interesting market for Hilton? 

Russia is one of the biggest world economies (due to its territory -17,075,400 km² , population - 145,166,731 inhabitants, and natural resources: world biggest gas resources, second world largest coal reserves, second largest oil exporter*), GDP amount 1, 727,349 (in ppp in million  $), GDP per capita 6,857 $,  country risk B ( by Coface rating: an unsteady political and economic environment is likely to affect further an already poor payment record), real GDP growth rate 6,4%, unemployment rate 6,6%, came to 75 position in country’s competitiveness Index by IMD. 

If we analyze all those indicators there appears very challenging markets for Hilton Group: very fast growing economy, which due to its resources is visited by many business people, many residents (with high inequality of incomes- GINI index 0, 4; so if we take into account number of Russian inhabitants, even if GDP per capita is relatively small, we get a huge target group) and high amount of European Foreign Investment -31 324 million Euro. According to Ian Carter, Hilton CEO, Russian Market is even more interesting due to limited number of international branded hotels operating in Russia. 

7.3.2 Tourism industry in Russia

During the Soviet Union tourists were oriented mostly domestically, nowadays Russian residents travel around Europe. 80% of foreign visitors come to Russia with intention to visit one of the top 10 cities (mostly St. Petersburg or Moscow). There is a still big shortage of world class hotels, especially for those from middle class level (most hotels are either enormous and luxury buildings in socrealistic style or poor 1 star hostels). Number of arrivals of non-residents into hotels is still growing from 2 952 333 in 2000 to   3 499 891 in 2006.
7.3.3 Opportunities
Tourism industry is booming in Russia: according to forecast, it is going to grow by 7% between 2006 and 2015 every year. Total Capital Investment in Russian Tourism Industry in 2006 amount 21.1 billion$ (15.8 % of total capital investment).   Hilton Hotel choose very good moment for expansion on this market, they could become a leader because of being one of the first international chain in this country.
7.3.4 Risk Assessment

Although all the advantages Russia  is still emerging economy, where economic and political environment is very unsteady, corruption is one of  the highest in the world ( 121 position), inflation rate amount 12, 5%  (prices for square meter of land are rising very quickly) and has strict visa system. 

In spite of those factors risk undertaken by Hilton Hotel Corporation on Russian market is not so high because they undersigned the contract with both companies on SDA agreement. It means that both L&R and Belgravia invest their own money.
8 Hilton Hotels Corporation in North America

8.1 Macro economical factors in North America

In order to understand what kind of business environment North America is for Hilton Hotels Corporations and its rivals, we must first take a look at the macro economical factors of USA and Canada. USA has the world’s largest gross domestic product (GDP), $13 195 billion in the year 2006, with the growth rate of 3,2 %. At the same year, the GDP of Canada was $1 165 billion and GDP growth 2,8 %.

The US trade is in good hands; in the year 2006 the country’s exports reached $ 1 024 billion. Almost a half of US exports consist of capital goods, for example aircrafts, motor vehicle parts and computers. USA also exports great deal of industrial supplies, such as organic chemicals. The country exports mainly to Canada, Mexico and China. In 2006 USA imported goods worth of $1 869, mainly consumer goods (for example clothes, medicines and furniture), industrial supplies (crude oil) and telecommunication equipment mostly from its export partners, but also from Japan and Germany.

Last year Canada exported goods worth of $ 456 billion mainly energy products (such as crude petroleum and natural gas) machinery, industrial goods and automotive products. USA is Canada’s biggest export partner and the second biggest export partners are United Kingdom and Japan. However, the crisis in the US housing market is affecting Canada. The reason for this is that exports comprise 40% of Canadian economy and 80 % of country’s exports goes to USA, which also is Canada’s biggest import partner. Canada imports mainly motor vehicles, chemicals and electricity and among USA, the country’s imports go to Japan and United Kingdom.
In general, US economy is large and complicated but there are few identifiable features. First the country’s natural resources; minerals and fertile farm soil together with moderate climate give USA a markable advantage over other countries. Also it’s coastlines as well border with Canada provide the country excellent shipping access. Second, USA possesses great number of available workers and the promise of high salaries still brings more high-skilled labour from abroad to United States. It is the productivity that assures USA a healthy economy. Then there is investment and manufacturing; the mass production that attracts corporations and stock market, through which US banks and investors have brought up their economy.

Canada there for is one of the world’s richest countries, an Organization for Economic Co-Operation and Development (OECD) -country and a member of Group of Eight (G8). Like in many other developed countries, Canadian economy is ruled by service industry. Country’s natural resources, forests, oil and minerals, impacts it’s economy and society. The natural resources can not be standardized like manufacturing or service industries and they are located in many different parts of Canada. This assures Canada different economic structures in each of its regions. Also, because the natural recourses are exported all over the world, Canada is strongly linked to the international economy. 

8.2 North American tourism industry
Before we get into Hilton Corporation Groups operations in USA and in Canada, let’s take a look at the state of tourism and tourism industry in these both countries, starting with United States. In USA tourism is the third largest retail industry, right after automotive and food store. US travel and tourism sector plays an important role in country’s economy, in the year 2005, almost 50 million visitors from all over the world spent $ 93 billion while travelling in the USA. The American travel and tourism sector offers more than 7 million jobs and its trade surplus to the country’s balance of payments is around $ 4 billion. The tourism industry also pays almost $ 105 billion in state, local and federal taxes.

In the year 2005, the greatest number of travellers came to USA from Canada, Mexico, United Kingdom and Japan. Around 20 percent of all visitors came from Europe and many European markets like France, Italy, Spain, Ireland, Finland, Denmark and Sweden showed markable growth in travelling to USA. Because of the strong euro against dollar, United States offers European travellers huge value and also easy entry thanks to “visa waiver program” that applies to many EU members.

On the other hand, due to the terrorist attacks on September the 11th in 2001, number of international visitors in USA has decreased in recent years as well as US share of global travel market. Tighter security regimes and misperceptions about USA’s disposition towards international visitors have only made the situation in USA worse. To improve the situation, United States planed to spend $ 666 million for development and promotion in the travel and tourism industry in fiscal year 2005-2006. For example the state called Utah saw a significant 300 percent, from $ 4 to $ 16, increase in its budget.)

Although Canada’s tourism industry doesn’t quite catch up with USA, the country attracted 36 million travellers in the year 2005, who spent almost $ 70 billion in Canada. Over 1,6 million people work for tourism industry in Canada and it also generates annually around $ 15 billion tax revenues. Most of the travellers come to Canada from USA, United Kingdom, Germany, France or Japan. Like in the USA, the 9/11, the war in Iraq and airline sector troubles have had massive effects on Canadian tourism industry.
8.3 Hilton’s situation and future plans in North America
The worldwide hotel emporium of Hilton Hotels Corporations is ruled by its headquarters in Beverly Hills. These managers in California have a reason to be satisfied: many Hilton Hotels in the US markets have the occupancy level of 80 % and the strong demand is also to be seen in New York and Hawaii, the two markets that account almost 17 % of Hilton’s total profits. Inspired by the exiting business year 2006, the board of Hilton Hotel Corporations has plenty of new ideas for the future. As hotel industry becomes more and more competitive and as the long term success depends on worldwide expansion, there is high profile brands needed to help the company survive the upcoming years.

The strengthening of the Hilton brand started already in year 2006 as Hilton owners all over USA invested $ 1 billion for renovation of almost 150 Hilton Hotels around the globe.  New fitness centres as well as guestrooms have been built and of course Hilton flagships and biggest profit generators: Hilton New York, Waldorf Astoria and Hilton Hawaii Village are getting their share. Year 2006 was a good year for Hilton also because its timeshare unit sales increased 2 % and the average sales prices went up with 10 %. In the future Hilton hotel chain will keep on focusing on its major markets Las Vegas, Orlando, Hawaii and New York. (Hilton Hotels Corporation 2006 Annual Report)
Hilton truly knows how to get its brand noticed by large group of citizens of the USA: supporting of the association of Volleyball Professionals as well as Second Annual Latin Grammy Awards and finally, in January 2005, Hilton Hotels Corporation announced that it will be the official sponsor of U.S. Olympic Team. This meant that Hilton would support Olympic and Paraolympic Winter Games in Torino year 2006 and in 2008 Olympic and Paraolympic Games in Beijing. The contract allows Hilton Family of Hotels (Hilton Conrad, Doubletree, Embassy Suites Hotels, Hampton Hotels, Hilton Garden Inn, Hilton Grand Vacations Club and Homewood Suites by Hilton) to be designated as the official hotel sponsor and to use US Olympic and Paraolympic Team logos in it’s advertisements and other marketing materials. Although the sponsorship may at first look like a promotional trick, according to Hilton’s president Tom Keltner, there is a greater gesture behind this: the Hilton founder Conrad Hilton had always believed that international peace can be found through world travel.
In Canada Hilton Hotels Corporations provides 55 luxury hotels, but in this market demand and growth haven’t been as strong as in USA. In September 2006 Hilton announced that the company will sell five Canadian hotels located all over Canada to Westmont Hospitality Group. The price of these hotels was $ 243.  According to Hilton’s executive vice president Robert La Frogia this was the first time when Hilton sold its hotel asset outside USA and the sale was part of Hilton’s strategy to sell properties in order to maintain long-term contacts. The reason for this sale remains unknown to the public and as the tourism industry in Canada isn’t living as happy days as the one in USA, one can only wonder how many Hilton hotels in Canada are waiting to be sold. 
8.4 Opportunities for Hilton in North America

The North American business environment is highly competitive and it offers international corporations like Hilton many opportunities. Especially now that euro is still very strong against the US dollar, European people are more than keen to spend their vacations in the other side of Atlantic. Hilton should also courage the European visitors to do so and for example work together with airlines that organize trips to USA and Canada. They could for example make up “flight and hotel” packages which would surely attract visitors who find it hard to make up their own travelling plans.

North America and especially USA is concentrating more and more on the tourism industry. US tourism development programs will help the cities to attract more visitors and it is there for also good news for Hilton Hotel Corporations. Other programs such as “Visa waver” are also a very fine opportunity for Hilton and other hotel chains to advertise how easy it is to visit North America nowadays. As mentioned earlier, the number of travellers in North America has decreased after year 2001 but soon it might be increasing again.

Hilton Hotels Corporations has its Hilton Hotel Family that is constructed of many different kind of brands. This is a great advantage for Hilton because it now has something to offer for everyone.  For example the new Waldorf Astoria Collection that is named after the legendary Hilton Hotel in New York basically includes luxury hotels in USA and it is an opportunity for Hilton to strengthen its brand as well as to differentiate from its competitors.

As mentioned earlier, Hilton is the sponsor of many famous events. The support Hilton Hotels Corporations shows to sports and show business is a great way for the company to make it recognizable and to improve its image. This is an advantage that Hilton has already noticed and it should keep on sponsoring these kinds of events. In the time of global warming, which is especially a huge issue in North America, one opportunity for Hilton would be to sponsor an event or an organization that is helping the people realize the dangers of global warming and teaching them how they can fight it in their every day life. This wouldn’t only bring a lot of positive publicity to Hilton but it also would improve Hilton’s image as an environmentally friendly company.

9 Conclusion

As mentioned in the previous chronology, Hilton Hotel Company has been recently acquired by Blackstone Group for a global amount of 26 billion dollars, including debt.  The investment fund already owns the hotel brand LaQuinta. However, by buying the largest hotel company in the world, Blackstone becomes one of the major protagonists of the lodging industry. More than 1000 new hotels are expected to be created out of the United States in the years, following the previous global aggressive strategy launched by Hilton Hotels Corporation ten years ago. This transaction also illustrates the huge expansion of the sector in the last years and its interest for investors.
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A strategy to become the world leader





2007 : Scandic is sold





2007 : Hilton is sold to Blackstone





2005 : Hilton Group





1999 : Promus





1998 : Bally is sold.





1996 : Bally








