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AGENDA

1. ACCORHOTELS

2. Leading Digital Hospitality

3. Personalisation for
AccorHotels customers.
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ACCORHOTELS OVERVIEW GROUP BRANDS CUSTOMER PATH HUMAN RESOURCES SUSTAINABLE DEVELOPMENT SOLIDARITY

Our brands meet all your desires
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AccorHotels Digital Transformation




Innovation cycles have massively reduced and create a
truly unpredictable future

MOBILE INTERNET GOOGLE
1983 1993 1998

GOOGLE +

eeeeeeeeeee



New digital attackers are changing the rules
and disrupting traditional value chains
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Personalisation




Getting Personal
With « SMART ».




Smart Decision Framework

» 1.Making available a set of choices from which
the best should be selected

Choices/ Assets

» 2.Using data to create predicitive models &
combining these models with business rules

‘ ﬁa ‘ (o] E=—— » 3.Defining performance goals to measure a

Rules & Predictive Decisions decision against

Performance
Models ‘ Goals
‘ 4.Producing optimized recommendations as

ﬁ well as powering the machine’s predictive

models
Optimized ‘ 5.Closing the loop back to the rules and
Predictive Models Recommendations predictive models that are fed into the engine




6. Results Analysis

Smart Virtous Spiral

1. Data Collection
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Step 1

1. Data Collection
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6. Results Analysis

Step 2

1. Data Collection
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6. Results Analysis

5. Outcomes
& Learning
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Step 3
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1. Data Collection
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Step 4

1. Data Collection

Lk

6. Results Analysis f:‘l’H’l

5. Outcomes @(,_:4

& Learning

2. Eligibility Rules

Smart selects the
offers with the
highest score
& send their Offer ID
to the front
applications




Personalise Offers / Communication

Home Page — -

NOVOTEL WS et

Ah.com

Q— E mails

3 NUITS POUR 2
CHEZ NOVOTEL

p - - - tee- mmmn ) smam e —mmm Loy oo o —

OFFRES SPECIALES

Pe rsonal Space TOUTES NOS OFFRES SPECIAI

EARLY BREAKS SEJOUR A THEM! CITY BREAK
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Bonjour Pierre Dumont
MEMBRE LE CLUB ACCORHOTELS

CHAMBRES

VOTRE CARTE Lorem ipsum dolor sit amet. consectetuer adipiscing elit Aenean commoda liguls eget dofor. Aenean massa. Cum.

CLassic

<ociis natoque penatibus et maqnis dis parturient montes, nascetur ridiculus mus. Donec auam felis, utiricies nec.
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6. Results Analysis
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Step 5

1. Data Collection
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Step 6

1. Data Collection
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6. Results Analysis VS
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2. Eligibility Rules




SMART:
2,5 MORE CLICKS ON BANNERS

WITH

SMART @3
witHouT eV
SMART | 2,5 MORE

CLICKS!

Source : CRM analysis, june to august 2013
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