
Index

 A 

 Accountability  ,   250  ,   302  ,   307  ,   313  , 
  317  ,   325  ,   361  ,   372   

 Adaptability  ,   191  ,   246  ,   248   
 Adventure  ,   8  

 Travel  ,   8    
 Affi liation  ,   45–7  ,   60   
 Airlines  ,   4  ,   5  ,   6  ,   8  ,   9  ,   13   
 Alignment  ,   70–1   
 Alliance  ,   188  ,   191  ,   216–9  ,   221–9  

 Formation  ,   222–3  ,   225    
 Partner  ,   217  ,   221–6  ,   255  
 Non-equity  ,   218    

 Amusement  ,   11   
 Appreciation  ,   106  ,   111  ,   113   
 Arbitrage Pricing theory (APT)  , 

  122–3  ,   140–1  ,   143   
 Artifacts  ,   376   
 Asset  ,   104–114  ,   116–7  ,   121–3  , 

  125–6  ,   128  ,   130–1  ,   134–5  , 
  137  ,   140   

 Average daily rate (ADR)  ,   205–6  , 
  208  ,   210–11    

 B 

 Baby Boom  ,   6  ,   13  ,   436   
 Balance sheet  ,   125–6  ,   130  ,   183   
 Balanced scorecard  ,   199  ,   308  ,   311  , 

  318  ,   323  ,   399   
 Bargaining power  ,   72–4  ,   76  ,   87  , 

  91–2  ,   95–6   
 Barriers to entry  ,   217  ,   220  ,   315   

(see also    entry barriers )   
 Of entry  ,   108   
 To imitation  ,   257    

 Benchmarking  ,   344  ,   348   
 Book value  ,   183–4  ,   182  ,   196   
 Bond  ,   119  ,   123  ,   125  ,   127–8  ,   135  , 

  137  ,   139–40   
 Brand  ,   59–60  ,   64  ,   125  ,   130–1  , 

  204–11  ,   454  
 Affi liation  ,   206   
 Asset  ,   241  ,   249    
 Awareness  ,   131  ,   207  ,   248  
 Defi nition  ,   204    
 Equity  ,   131  ,   187  ,   204  ,   206–7  , 

  211  ,   241  ,   248–53  ,   255–6  , 
  259–60

 Expansion  ,   207   
 Extension  ,   207–9  ,   249–50   
 Image  ,   209  ,   249  
 Loyalty  ,   204  ,   207  ,   209   
 Management  ,   210–11   
 Performance  ,   131   
 Portfolio  ,   209   
 Power  ,   205    
 Strength  ,   131  
 Value  ,   130–1    
 Visibility  ,   249   

 Branding  ,   204–6  ,   209–11  ,   242  , 
  248–53

 Co    -  ,   228  ,   252   
 Repositioning  ,   169   
 Strategies  ,   205  ,   208–10    

 Business process auditing  ,   199   
 Structure  ,   167    

 C 

 Capabilities  ,   70  ,   74  ,   76  ,   78–80  , 
  86–8  ,   95  ,   392  ,   394   


	Handbook of hospitality strategic management
	Copyright page
	Contents
	List of contributors
	Acknowledgements
	Preface
	Part One: Strategy in general
	Chapter 1 Travel 2015: scanning the environment—the next big thing in travel and tourism
	Introduction
	Overview
	Part I: common concerns for the hospitality industry
	Part II: sector forecasts

	Chapter 2 Scanning the business environment
	Introduction
	Strategic planning and environmental scanning
	Conclusion
	References


	Part Two: Strategy as investments in competitiveness
	Chapter 3 The development of international hotel chains in Europe
	Introduction
	Literature review
	Overview of international hotel chains in Europe 2000–2006
	Economic structure and the growth of hotel brands in Europe
	Economic performance and economic structure
	Major global hotel companies and other international chains in Europe
	Developments in the affiliation between hotel chains and their hotels
	The case of Russia and international hotel chains
	Conclusion
	References

	Chapter 4 Industry critical success factors and their importance in strategy
	Introduction
	Critical success factors and information needs
	Critical success factors and industry structure
	Critical success factors and the market for strategic resources and capabilities
	Critical success factors in the hospitality industry
	Defining critical success factors for hospitality strategy
	Critical success factors approach to strategy: a framework
	Concluding remarks
	References

	Chapter 5 Hotel investment risk: what are the chances?
	Hotel life cycle and risk components
	Synthesis and implications

	Chapter 6 State-of-the-art cost of capital in hospitality strategic management
	Introduction
	Cost of capital
	Cost of equity
	Cost of debt
	Other cost of capital factors in the hospitality industry
	Practical example for estimating WACC
	International cost of equity example
	Discussion and conclusion
	References

	Chapter 7 Competitive methods of multinational hotel companies in the new millennium (2000–2007)
	Introduction
	Strategy and competitive strategy
	Competitive strategy in the hotel industry in the new millennium
	Competitive methods in the international hotel industry
	Summary
	References

	Chapter 8 The importance of intangible assets: trends and patterns
	Introduction
	The components of intellectual capital
	Intangible assets and their usage by various industries
	Intangibles that drive corporate business performance
	Intangible value in the lodging industry: trends and patterns
	Measuring intangibles: is it possible?
	Conclusion
	References

	Chapter 9 Recent findings regarding hotel brand and strategy
	Introduction: overview of the chapter
	Brand power
	Concluding remarks
	References

	Chapter 10 Strategic alliances in the hospitality industry
	Introduction
	Strategic alliances: definitions
	Objectives and characteristics of strategic alliances
	Advantages and disadvantages of the alliance strategy
	Alliance networks
	Types of strategic alliances
	The strategic alliance process
	Alliances in the hospitality industry
	Implications and conclusion
	References


	Part Three: Core competencies
	Chapter 11 Resource allocation decisions and organizational structure
	Introduction
	Literature review
	Summary
	Application: key resource allocation factors
	Conclusion
	References


	Part Four: Functional competencies
	Chapter 12 Strategic human resource management: high performance people system as core competencies
	Introduction
	Literature review
	Strategic human resource management (SHRM)
	HPWP systems
	Sustainable competitive advantage (SCA)
	Co-alignment theory
	High performance people system (HPPS)
	Application
	Outback’s operational management system
	An analysis of the key points and difficulties to be considered
	Performance measures for HPPS
	Human capital intangibles
	Intangible valuation
	Concluding comments
	References

	Chapter 13 Investing in information technology to grow firm value
	Practices rooted in traditional capital budgeting methods
	Using a multivariate approach
	Why measures matter
	Building a business case for IT
	Concluding remarks
	References

	Chapter 14 Strategy execution and implementation—achieving strategic goals through operations
	Introduction
	Operations management in small, medium, and large firms
	Strategic operations management in practice
	Operations strategies in hospitality
	Operations strategy in practice: Whitbread PLC
	Key elements of strategic operations implementation
	The future of strategic operations management
	Conclusion
	References


	Part Five: Decision-making
	Chapter 15 Leadership in the hospitality industry
	What is leadership?
	Leadership traits
	Leadership behaviours
	Emotional intelligence
	Ethics and leadership
	Summary
	References

	Chapter 16 The organizational culture and its role in executing strategy
	Introduction
	Strategic impacts upon the organization
	Summary and conclusion
	Case study
	Questions for discussion
	References

	Chapter 17 Measuring co-alignment
	Introduction
	Literature review
	Methodology
	Data collection
	Matrices
	Measuring co-alignment in hotels
	Conclusion
	Recommendations
	References


	Part Six: Implementation
	Chapter 18 Innovation and strategy implementation: the key challenge in today’s competitive atmosphere
	Introduction
	Relevant innovation and strategy concepts
	Case study
	Analysis
	Conclusion
	References

	Chapter 19 Strategy models and their application to small- and medium-sized enterprises
	Introduction
	Literature review
	Purpose statement
	Methodological approach
	Application of Porter’s generic strategies (1985)
	Application of Olsen et al.’s (1998) co-alignment principle
	Evaluation of strategy models to assess small business fit
	Gaps in strategy models
	Gaps and missing case study information
	Then how do we study small business strategy?
	Implications
	Conclusions
	References


	Part Seven: Strategy and multiunit issues
	Chapter 20 Factors influencing entrepreneurial orientation of ethnic minority small- and medium-sized hospitality enterprises
	Introduction
	Entrepreneurship and entrepreneurial orientation
	Factors influence entrepreneurial orientation in ethnic SMEs
	Conclusions and recommendations
	References


	Conclusion
	Index
	A
	B
	C
	D
	E
	F
	G
	H
	I
	J
	K
	L
	M
	N
	O
	P
	Q
	R
	S
	T
	U
	V
	W


