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Chapter 1
Introduction to the Master Project Management
Program
Constance G. Konold
1.1 "New" Pedagogy & Requirements
By the time French higher education had issued directives to incorporate new
models of entrepreneurship and research into scholastic programs (Ministère de
l'Enseignement supérieur et de la recherche, 2009), ESHotel was already
experimenting with project-based learning as the best pedagogical model for
the hospitality industry (Larmer, J. & J. Mergendoller, 2010).
Project-based learning had been around for some time but most commonly
found in primary and secondary education of the Anglo-Saxon tradition. In 2007,
The European Commission was focusing on secondary education in its study
"Science Education Now: A Renewed Pedagogy for the Future of Europe". This
report concludes that teachers need to move toward inquiry-based learning
methods, or learning-by-doing, in order to enhance motivation to learn science
(European Commission, 2007). Given that management studies are categorized
as "economic science", it seemed logical to extend the learning-by-doing
pedagogy to higher education in management at ESHotel.
ESHotel was quick to take the lead and implement learning-by-doing as the basis
of its project-based learning master’s degree program in 2008, making it one of
the pioneers of this "new" pedagogy in higher education in France and perhaps
unique at the time in hospitality education. The New York Law School, which
moved toward project-based learning in its 2009-2010 program, still considered
project-based learning "new" then (NYLS, 2009).
The ESHotel project-based program, known as The Project Management
Program (PMP), is part of the overall master program and was created in 2008
for the second year master's students, M2, and extended to the first year of the
master’s program, M1, the following year. The program aims to: apply
management theory, integrate content and human relations, provide challenging
real-life conditions, and enable students to learn management theory and skills
as well as to deal with stress and conflict. Faculty and administrative staff join in
to offer students the supportive environment they need to be willing to take
risks, use their creativity, and learn from their own errors without threatening
their careers or their grades.
ESHotel thus has had concrete evidence over the course of several years, in
positive feedback, from its students and from the hospitality professionals on our
juries, that team-based projects fulfill the school's promise to impart not only
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knowledge but also the attitudes and interpersonal skills that will benefit the
hospitality industry and society at large.
OUR STUDENTS SAY...
"The ESHotel Project Management
Program was very demanding and
challenged the master students to
surpass themselves both intellectually
and in human relations. It helped me
with my transition into my job by
preparing me for teamwork, leadership,
communications and conflict resolution.
Almost all of my classwork had
immediate application. The program
was entirely different from previous
courses and helped me mature into an
adult because I interacted in a more
individual one-to-one manner with
faculty than is usual in an academic
program." -- Slimane HADJ-SMAIL, M2
Promotion 2011
"I think that the ESHotel Project
Management program is a must at the
Master level. Through different methods,
that you can recognize in international
companies, we were taught how to
understand and analyse our Master
Thesis Subject (the Project) properly.
The Project was a challenge for each of
us due to the short period of time and
the school's high expectations. But I
would say that we were driven, that
everyone took on the responsibilities
and was motivated. My increased selfconfidence helped me take on
responsibilities in my first full-time
job and set new goals for my career
while maintaining positive behaviour. I'm
still using the methods that I learned
during this program and that really
differentiates me from my colleagues. -Aurore Foucaud, sales executive,
Singapore, M2 Promotion 2011
"The ESHotel project management
program was useful to familiarize us
with leadership, team work,
communications, time management and
resource allocation practices. It helped
me directly in my job at Marriott
Vacation Club International and I
could implement my learning effectively.
As a result, my general manager and
department manager entrusted me with
additional responsibilities not mentioned
in my initial contract. The course gave
me insight into the hospitality industry
and showed how to bring positive
change while achieving competitive
advantage. Further, I have capitalized
on this project know-how to explore
outstanding opportunities and have now
set myself up as a consultant in hotel
risk management. -- Anisur Rahman,
international risk management
consultant, M2 Promotion 2012
Figure 1 Student evaluations of PMP

To further increase its responsiveness to the
hotel industry's need for more research in
general, ESHotel created an advisory board in
2010 composed of hospitality professionals and
ESHotel faculty. It was decided that first year
(M1) master's students' research projects would
revolve around business plans and second year
(M2) students would undertake basic research
projects of specific interest to the hospitality
field. Students would be randomly assigned to
small groups of four to five persons. Their
challenge would be to transform the individual
members into a team.
The business plan in M1 is a perfect vehicle to
exercise the students' creativity, to apply and
review financial and marketing principles
learned over the previous years, to learn
leadership, communication skills and teamwork,
and to improve their presentation skills, thanks
to the formal, one-hour team presentation before
a professional jury at the end of the five-month
course.
The basic research projects undertaken in M2 on themes identified as authentic hospitality
industry needs - again emphasize the necessity of
learning to work together closely in teams and to
exercise leadership and followership skills that
are inextricable from the hospitality industry's
commitment to excellency in service. Basic
research also increases students' understanding
of theoretical principles by showcasing real,
hands-on theoretical application to hospitality
issues. With the students' curiosity aroused, they
become more enthusiastic about the pure quest
for knowledge; they learn to support theories
convincingly and to deal gracefully with
contradiction and disappointment. Basic
research, either exploratory or descriptive,
stimulates new ways of thinking and behaving,
which in turn improve problem-solving.
The structure of the Project Management
Program also promotes transversal learning
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between students and faculty by encouraging students to adopt faculty tutors for
their projects and even outside advisors who are willing to graciously contribute
their time and expertise to project development. Our faculty has become better
integrated since the instigation of the project management program as they
engage with other teachers on aspects of the projects.
The Project Management Program is designed address and develop
competencies identified by industry managers as being needed to assume
managerial roles in the hospitality area, be it hotels, restaurants or tourism.
For instance, our personal investigation of Starwood's top competencies
(Konold, 2010) revealed that, over time, Starwood learned that, of their original
list of 24 competencies, not all were valid for all jobs across the corporation; that,
to be effective, a competency-driven hospitality culture does better with a
shorter list of well-targeted competencies relevant to the corporation's own
needs. The revised Starwood competency list in 2010 includes the categories of:






Personal Effectiveness (self-confidence, integrity, decision-making,
effective communication),
People Development (fostering talent, promoting diversity and
teamwork),
Team Focus (build relationships, communication and teamwork),
Competitive Advantage (strategic alignment, customer focus, financial
acumen, business results),
High Performance Culture (functional excellence, personal responsibility,
motivation) and Change and Innovation (striving for continuous
improvement, best practices, etc. )

Searching further, we discovered that perceptions of desired competencies vary
between graduate students and industry, with students putting communication
skills as being their highest benefit from graduate school, whereas managers
perceive leadership as being the highest competency that graduate students
should aim for (Cheung, C., 2010). In this study comparing perceptions of
desired competencies between academic institutions, graduate students and the
hospitality industry in Hong Kong, leadership was ranked first in importance by
industry professionals and only fifth by graduate students. This indicates that
students may still think that the hospitality industry is highly people-oriented
world, whereas industry requires managers who can lead a team and take wellconsidered decisions. The Cheung study, "Essential Managerial Competencies for
Graduate Students" (2010), states that "works as a member of a team" was
determined to have higher importance than handling guest relations. "It is now
more important to select hotel managers who have teamwork skills and work
effectively in a group." (Cheung, 2010) . This research also suggests that
communications skills to not necessarily equate with good management, even
though communication is an essential component of leadership.
These findings support ESHotel's premise that the Project Management Program,
based on teamwork and leadership opportunities and imbedded with
requirements in critical thinking, contingency plans, problem-solving and other
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self-management skills, confirms and supports current findings of recent
research.
ESHotel has refined its own, simplified three-part list of competencies targeted
for graduate students entering the international hospitality market that
integrates priorities from Cheung (2010):
1. team effectiveness (leadership/followership; openness, flexibility,
sensitivity to and respect for others; the ability to negotiate, integrate and
make informed decisions; willingness to achieve common goals)
2. personal effectiveness (self-confidence, integrity, communications;
respects confidentiality; is pro-active in dealing with problems and adopts
a strategic approach; seeks feedback, listens, and effects necessary
changes)
3. rigorous scholarship (intellectual integrity and independence of
conclusions, functional excellence in various roles, punctuality,
thoroughness of investigation, drive toward precision and concision of
thought, mastery of format and processes, application of theory, etc.)
Because of the strong relational demands of the program, formal individual and
group coaching sessions are integrated into the course. Further, all faculty
members are encouraged to adopt basic coaching attitudes: listening, reframing,
positive thinking and critiquing using the feedback method known as the
American "sandwich technique" (Belludi, 2008). This affords our students the
freedom to learn - through risk-taking and lessons learned through error - in a
protected environment rather than in their internships, where taking risks and
making mistakes can prove more costly. Every effort is made to establish values
that we feel contribute to society at large as well as the hospitality industry,
notably by emphasizing "triple bottom line" goals, or equal importance
attributed to people, profits and planet by insisting on an element of Corporate
Social Responsibility (CSR), sustainable development and performance
management (Elkington, 1987).
The outcome of the Project
Management Program is that our
students are more rapidly assimilated
into "real life", perform better and
quicker in their internships, and
navigate function changes more easily.
Furthermore, they are sensitive to the
policies and well-versed in the practices
required to meet the ever-changing
needs of twenty-first century
hospitality.

"The most important base (of the ESHotel
Project Management Program) is
development of leadership skills because
the specificity of a project manager, contrary
to when you are head of housekeeping or
the boss, is that a project manager needs to
get people to adhere to their projects,
through strong negotiating skills, and drive
for results."

-- Christophe Laure, GM,
InterContinental Paris Le Grand
Figure 2 PMP as seen by a future employer (2012)
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1.2 Prerequisites
As of September 2013, ESHotel has the privilege of offering a Masters of Science
in Hospitality Management conceived and certified by London South Bank
University, UK. All students meeting LSBU's criteria for enrollment will also
automatically participate in ESHotel's Project Management Program in M2.
Students entering ESHotel in M1 must have their Baccalaureate plus four years
of management studies or equivalent (BTS + preparatory course). As they will
participate in the first year of the Project Management Program, it is necessary
that students prove proficiency in written and spoken English (as determined by
a minimum TOEIC score of 750 for M2) as well as basic French. Proficiency will
be determined by personal interviews with native speakers on the ESHotel
faculty. M1 is taught in both French and English. All M1 and M2 internships in
France require French; M1 London internships are exlusively in English.

1.3 Orientation Week
Attendance at Orientation Week - the first week of the semester - is obligatory
for all students and, in M2, carries two credit points for five days of attendance.
(Two days of obligatory Orientation are programmed for M1 students.) Each day
is programmed with activities that are crucial to the students' integration into
the program. Some of the activities involve entertainment and gastronomy;
others provide essential tools that students will use throughout the semester in
all of their courses, not just project management. Tools which are common to all
master courses include case study analysis, analytical method, the Team
Meeting Format (Cardon, 2004), brainstorming, Mindmapping, CreativeProblem Solving, and citation and referencing systems to address the
problem of plagiarism. (Anyone caught plagiarizing or cheating will be
dismissed immediately from the program.)
For M2 orientation, a representative of London South Bank University will be
present to deliver essential information concerning LSBU's standards,
requirements and advantages. There will be an initiation to such electronic
support systems as Blackboard, Turnitin, and the university online library.
Orientation week starts off with a battery of assessments in order to ascertain
students' readiness to face the challenges of the Project Management Program.
Test topics include: English composition (M2 only), speed reading, finance and
marketing. Students also undergo an individual assessment to determine their
leadership style. During Orientation, students are immersed in personal
development theory and practice, requiring introspection, development of
personal mission, vision, and value statements as well as a "life plan" or "PPP" (a
personal and professional project that is reviewed after each internship) and
extroversion (learning to express oneself in new ways through metaphors, body
language, and the ubiquitous "elevator speech"). They are introduced to stressESH Project Management Program Course Manal - All rights reserved ESHotel
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management techniques such as dan tian belly breathing and circular breathing,
guided meditation, and visualization as well as to classic time-management
methods. (An obligatory, original, in-house method is taught and graded
periodically throughout the semester.) Diversity, more specifically gender
relations and intercultural awareness, is explored through games and
understanding brain hormones.
All of the above will impact the students' ability throughout the semester to work
together in teams, to meet the rigors of project management while satisfactorily
meeting other scholarly obligations, and to transition seamlessly into their
obligatory internships during the second semester.

1.4 Organization
The Project Management Program is, first and foremost, a team effort. No single
teacher can single-handedly "teach" this course. To succeed pedagogically, the
program requires transversal interaction among faculty members, administrative
staff, and students.
An Academic Project Leader is assigned as the lead teacher in the program.
That teacher delivers lectures on the process, tools and methods of project
management, and supervises the teams as they work on their projects. The
teacher also administers a final exam and provides a final grade based on an
individual grade and a team grade. The team grade consists of a weighted
average of the faculty-assessed written document and the jury grade for the oral
presentation.
An Administrative Project Leader is assigned to provide the necessary space
(breakout room assignments), tools (markers, flip charts, binders, notebooks,
etc.), authorize and facilitate student contacts with the school's industrial
partners, supervise pre-authorized visits outside the school premises, and,
notably, to closely follow student placement in internships, based on their
performance in the Project Management Program. Further, the Administrative
Project Leader is responsible for the purchase of any books, teaching materials,
or electronic applications, required by the Academic Project Leader, and for the
organization of Jury Day.
Project Tutors may be selected from the school's faculty or administrative staff,
according to the specialties needed, or, upon prior approval of the Academic
Project Leader, from an outside source such as a parent or a friend. The tutor's
role is to provide expert advice in a didactic manner, the validity of which should
be assessed by an ESHotel professor. Successful assistance is often
acknowledged in the project forewords. Tutors are not obligatory but rather
encouraged as a means by which ESHotel can enrich its own knowledge base and
professional network.
Six or seven Jury Members are selected from the school faculty as well as
industrial partners. They attend and evaluate the oral presentations that take
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place at the end of the semester. Jury members grade ten criteria on a scale of
one (weakest) to ten (strongest), including leadership, mastery of subject matter,
persuasiveness, solidity of premises, potential for implementation, and
PowerPoint presentation. A Jury Prize is awarded to the team that best
captivates the jury members with their presentation. This may not necessarily
coincide with the best academic grade for the best-researched or best written
project.

1.5 Schedule
The Project Management Program is held one day a week each for M1 and M2.
The Master 1 Business Plan course (70 hours; 21 credits) takes place one
afternoon per week as follows (see chapter 1.6 for an explanation of grading and
credits):
14:00-16:00 - Lectures on Project Management (PM) process and
research methods (28 hours)
16:00-18:00 - Independent group work, exercises or individual research
using Internet or coaching sessions with the professor (42
hours); external research with prior written permission
only (e.g. interviews for market studies).
The Master 2 Basic Research course (70 hours; 21 credits) follows the same
program but on a different day.
Both courses are taught and supervised by a qualified teacher with hands-on
experience in project management, team-building and coaching who will deliver
course material on how to manage a project. Specifics areas of study include:
determining the type of project, drafting the Terms of Reference, planning
methods, research methods, team communication, formatting, referencing, and
oral presentation skills.
The period allotted for independent group study, exercises and coaching is
supervised by the lead teacher who remains available to the students for advice,
individual or team counseling or coaching, brainstorming, and conflict
resolution. The teacher will regularly call for team meetings using the Team
Meeting Format at which formal oral reports will be presented by either the
team leader or the deputy leader. Problems should be discussed in a timely
manner following Non Violent Communication protocol.
Classroom sessions are not intended to provide all the time required to complete
projects. It is therefore expected that students will need to plan for up to twenty
or thirty hours of time off campus. (From experience, we know that master
students often work on their projects during the mid-semester school break, and
teams should take this into consideration when making travel plans during these
intensive five months of school.) It is expected that all students will cooperate
with their team's decisions and attend all meetings where their presence is
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required, be it in class or outside school hours and/or away from school
premises.
Non-conformity to academic rules and team expectations may result in sanctions
or dismissal from the program after interviews and deliberation between the
Academic Project Leader and the head of school. (See Chapter 4.2.2 on Removal
of a Team Member or Leader)
The teams are given specific deadlines throughout the stages of their projects;
each stage or assignment is graded and contributes to the overall team grade.
Some deadlines consist of drafting the Terms of Reference (TOR) and an outline
of the project; completing a Gantt Chart and/or a Critical Path Analysis;
designing, conducting and interpreting research; writing a first draft with
referencing; completing the final version; creating a PowerPoint presentation;
and presentation and critiquing at a "dress rehearsal".
It is critical that all students be present for the jury presentations, which
generally take place between the last week of January and the first week of
February. Participation on Jury Day is obligatory to pass the course.

1.6 Grading
The Project Management Program, in both M1 and M2, carries a total of 21
credits: 15 for the project itself (collective) and six based on course work
(individual).
All members of the same team will receive the same (collective) Team Project
grade, which will be the weighted average of:





paper document (40%)
jury evaluation (40%)
quality of the team binder "Project Control Center" (10%)
ability to meet deadlines (10%)

Further, each student will receive a (variable) Individual Project grade
consisting of:



classwork (average of quizzes and attitude appreciation)
peer evaluation (the result of a final "360° evaluation" by team members.

The Global Project grade will be the average of the student's collective and
variable grades.

1.7 Cost
ESHotel provides adequate space, computer facilities, and a wireless Internet
connection on campus to accomplish these projects within the given time frame.
ESH Project Management Program Course Manal - All rights reserved ESHotel
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ESHotel will cover the cost of printing the final project papers, not to exceed 40
pages, including the appendix. The cost of elaborate covers and artwork must be
borne by the team. Each team must prepare up to ten copies of the final
document: one for each member of the jury, the lead teacher, and the school
library. An electronic copy of the final version of all documents (report in Word
format, referenced documents in PDF, illustrations in JPG, and presentation in
PowerPoint) must be provided by email to the lead teacher for grading.
N.B.: Each student is required to bring a laptop computer to all Project
Management sessions. The expense of computer purchase must be assumed by
each student prior to admission to the Project Management Program. Both Mac
and PC applications are compatible with ESHotel’s IT facilities. Please avoid open
source applications, Linux, etc.

1.8 Conclusions
Through feedback from students, teachers, administrators, and external
professionals and collaborators, ESHotel is convinced that the Project
Management Program is a pedagogically-sound, progressive and efficient
program that well serves its students and the industry itself: project-based
learning enables students to learn about and provide the highest standards in
service.

Questions
1. What is the name of the pedagogical theory or theories that best support
the team approach to project management?
2. What is meant by "triple bottom line"?
3. What competencies does the Project Management Program aim to
develop?
4. What feedback method is used in the Project Management Program?
5. How is the final grade for this course calculated?
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Chapter 2
Project Management in Parisian Hotels
Constance G. Konold

2.1 ESHotel students' first-hand experience
The impetus behind ESHotel’s 2008 launch of its Project Management Program
was strictly pedagogical. Having our students learn the rites, rules and rigors of
project management (leaderhip and teamwork) as applied to hospitality subjects
seemed like the best way for the school to deliver its promise both to students
and to its industry partners: to provide strong managerial talent to the
hospitality trade. If the truth be known, there was no job description for project
manager in our deck of hospitality career cards at that time.
Then we got curious.
We discovered that one of our 2009 Master’s degree Project Management
Program graduates is a "project coordinator" at a five-star hotel in Paris (Novcic,
2012).
Further inquiry among our alumni revealed that the valedictorian from the
Master’s graduating class of 2006, now assistant F&B manager at a large fourstar hotel, was also deeply - and happily - involved in project management in
conjunction with his job description (Chauhan, 2012).
It was clear that the subject of project management in the hotel industry
deserved more investigation.

2.2 A random sampling
During six weeks in June and July 2012, we interviewed a selection of ESHotel
"friends", including the four-star Pullman Paris La Défense (Accor), Le Méridien
Etoile (Starwood), the InterContinental Paris Le Grand (IHG); the five-star
Shangri-La Paris; and two five-star palace hotels, Le Bristol and the Park Hyatt
Paris-Vendôme, in order to understand their interpretation and use of "project
management" in those establishments.
The results were as widely different as they were fascinating.
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To better understand the nature of project management in these hotels, we have
opted to regroup them into three easy-to-understand categories: a) stand-alone
project management; b) team-based project management; and c) fullyintegrated, systemic or centralized project management. (Our nomenclature is
provisional until we have had further opportunities to explore this function in a
broader selection of hotels.)

2.3 Stand-alone project management
Our provisional description of this type of project management in hotels refers to
those establishments hiring either a titular project manager or project
coordinator who reports directly to either the general manager and/or the
hotel owner but basically runs his/her own show. The stand-alone project
manager has a full overview of all aspects of projects being run in the hotel, be it
engineering, design and decorating, or systems development. This role is more
apt to be found in independent or small, private chain hotels or larger hotels
where the general manager may retain a de facto overview of all aspects of the
projects, but delegates the project management function to a trusted employee.
We encountered this configuration at two palace hotels: Le Bristol and the Park
Hyatt Paris-Vendôme.

2.4 Team-based project management
Autonomy in all aspects of hotel development may differ radically from one hotel
chain to another. As such, another management configuration that emerges could
be described as team-based project management. With this type of organization,
the corporate office retains an overall strategic function, but delegates a certain
amount of independence at the local level to department heads or consultants
reporting to the head office.
This configuration emerges as management's preferred style for handling hotel
implantation at the Shangri-La Paris where budgets and strategic decisions are
taken half a world away, at the corporate head office in Hong Kong. Nonetheless,
considerable freedom of action is accorded to a trusted team of local engineering
consultants and interior design experts who may be temporarily assimilated into
full-time employment only for the duration of the implantation phase.

2.5 Fully-integrated, systemic or centralized project management
In two instances - at the Pullman Paris La Défense, the Accor Group's four-star
business hotel brand, and Starwood's Le Méridien Etoile - our interviewees told
us that project management was highly centralized or "completely and fully
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integrated from top down" into all functions of the hotels, be they operational
or back office.
At the InterContinental Paris Le Grand, project management is fully centralized
at the home office, requiring coordinated support from specific departments for
each brand, be they operational, engineering, finance, or marketing in nature.
This is due to the large number of hotels in the chain (4,800 worldwide including
seven brands). Depending on the size of each hotel, certain individual IHG hotels
retain the option of hiring a person to coordinate projects locally.
The configurations of these different forms of project management in individual
hotels are discussed in detail below. Often the job title differs between hotels
and hotel groups, but the overall job description remains similar.

2.6 A titular Project Manager at Le Bristol
The clearest case of stand-alone project management that we discovered was at
the five-star palace Le Bristol (188 rooms, 80 suites), where Olivier Bihel
proffered a business card with his title as "Project Manager" (Bihel, 2012).
Le Bristol is owned by the Oetker family, a fourth generation German industrial
dynasty with a diverse investment portfolio from food and beverages to shipping
and banking. It also owns five hotels known as "The Oetker Hotel Collection",
including, in France, Le Bristol in Paris, the Cap Eden Roc in Antibes, the Château
du Domaine Saint-Martin in Vence; the Palais Namaskar in Marrakesh; and the
Brenner’s Park Hotel & Spa in Baden-Baden, Germany. The head office for the
five hotels is in Baden-Baden (Le Bristol press kit, 2012).
Olivier Bihel's background includes studies at the Dinard Hotel School (BTS
Gestion et Marketing Hôtelier) and ten years of hotel operations, including head
of housekeeping at the Four Seasons Hotel George V Paris and participating in
the opening of the Four Seasons Provence. On the job, he was often called upon
to run room renovation projects with budgets of two to three million euros,
working closely with the Technical and Rooms divisions. He was an active
member of the renovation committee, coordinating maintenance, reservations
and reception in order to avoid loss of revenue (Bihel 2012).
With this background, he was the perfect candidate to transition into the role of
Rooms Director of the Shangri-La Hotel Paris, where, from 2007 to 2010, he was
in charge of operations and coordination of the opening. Some of his
responsibilities were to liaise with the Corporate Office in Asia, the architects
(including Richard Martinet, architect of French National Monuments), the
interior designers and decorators (Claire Mabon working with Pierre Yves
Rochon) and other consultants, touching on nearly all aspects of the hotel setup
(kitchen, landscaping, etc.).
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He was in charge of the SPA (Sanitas per Aqua) wellness-by-water installation,
setting the specifications for FF&E (furniture, fixtures and equipment), and
HEOS (hotel equipment and operating supplies). The latter includes the
selection of china, flatware, uniforms, linens and all articles located in the rooms.
His duties extended to working with the group's directors of operation on the
conception and implementation of "Core Practices" (standards) for all sixty-six
Shangri-La hotels worldwide.
In 2010, he was called by Le Bristol's General Manager Didier Le Calvez to be
part of Le Bristol's team, reporting to the new Technical Director Matthieu
Bourdon, to undertake two years of major, hotel-wide renovation. The Oetker
family had made a commitment of 25 million euros to renovate forty rooms and
two suites as well as 450 square meters of office space, all of which required
modifying structure as well as interior decoration, plumbing, air-conditioning,
and electricity; mutualizing space for shops; adding a branded La Prairie spa,
redefining the three-Michelin-star restaurant directed by Eric Frechon, and
developing the garden.
His responsibilities included calling for bids and technical estimates, selecting
trade companies, establishing budgets, directing site meetings, and establishing
"FF&E" guidelines, which he refers to reverentially as "the bible". Renovation
involved stripping rooms "to white" (technical curettage), removal of old
furnishings and selection of new furniture and fixtures (except works of art,
which are curated separately at Le Bristol), and handling the technical aspects of
plumbing, electricity, and upgrading the Internet network cabling to Cat-7, a
standard superior to Ethernet, with 600 MHz and a life span of up to fifteen years
(Webopedia, n.d.).
The rooms were redecorated under the personal supervision of Mrs. Maja
Oetker, member of the board of directors of the Oetker Group, and the wellknown decorator Pierre Yves Rochon.
Bihel says that having a good "carnet d'adresses" or short list of reliable suppliers
and responsive collaborators, even of former colleagues at other hotels and
acquired over the years, is certainly one of the keys to a project manager's
success.
The competencies he prioritizes for his job, which he likens to that of an
orchestra conductor, are, first and foremost, a capacity to multitask, long-term
vision coinciding with great attention to detail, excellent human relations,
adaptability, flexibility and a "thick skin". We ask him about that and he shrugs
his shoulders, confessing that it's not always easy to work under pressure and
exacting circumstances. The positive effect is that the pressure stimulates the
motivation and excitement needed to encourage one to surpass oneself, as long
as criticism isn't taken to heart personally.
The skills and techniques he identifies as being the most crucial to his trade are
mastery of drafting Terms of Reference (TOR), identifying specifications,
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soliciting bids, culling estimates, being able to establish a Critical Path Analysis
and using MS Project or similar electronic project-management application.
We ask him if there's any special, secret career path required to become a hotel
project manager. He smiles good-naturedly and says that any hotel career path
in operations that requires multi-tasking, teamwork, strong interpersonal
rapport, and good listening and leaderships skills would be a reasonable route
toward taking on the role of hotel project manager.
A RECRUTEMENT NOTICE FOR AN INTERNSHIP IN HOTEL PROJECT
MANAGEMENT (LE BRISTOL, 2012 ):
DESCRIPTIF DE STAGE - Direction des projets
Début de stage 1er décembre 2012 pour 5 mois minimum
Indemnité de stage / tickets repas à la charge de l’entreprise / remboursement des transports Ile de
France à hauteur de 50%
Merci d’envoyer à l’adresse mail suivante : recrutement@lebristolparis.com - Une lettre de
motivation - Un CV
En collaboration avec le Directeur des Projets, le stagiaire participe au suivi quotidien des projets. Il
participe activement à l’amélioration de l’hôtel et met tout en œuvre pour satisfaire les besoins actuels et
futurs de la clientèle.
Il sera amené à être en relation directe avec les nombreux acteurs jalonnant l’élaboration, la réalisation et
la finalisation des travaux : les architectes et pilotes, les fournisseurs et intervenants externes, les
décorateurs, l’ensemble des services internes de l’hôtel.
Il mènera également différentes tâches administratives : études de marchés, prise de rendez-vous,
élaboration de comptes rendus et présentations, gestion des commandes et livraisons.
Figure 3 Ad for a Project Manager Trainee

2.7 Project coordination at the Park Hyatt Paris-Vendôme
Reporting directly to the General Manager Michel Jauslin, Jelena Novcic - one of
ESHotel's 2008 graduates of the M2 Project Management Program - now holds
the title of "Project Coordinator" at the Park Hyatt Paris-Vendôme. She is in
charge of projects for the 158-room hotel, a job to which she first had exposure
during her ESHotel master’s internship. Following her internship, she went on
to work for two years in operations at the Hyatt Regency Paris Madeleine. When
the project coordinator's job became available, Michel Jauslin remembered
Novcic and offered her the job.
Novcic is enthusiastic about project coordination
despite the twelve-hour-a-day demands. The heavy
time requirements, she states, are a small trade off for
the exciting challenges she faces daily, the stimulation
of multi-tasking, using long-range vision with A-to-Z
global responsibilities, and, above all, the feeling of
accomplishment from the tangible results when a
project is completed.
She describes her realm of activities as overseeing
anything from demolition and building works to
Figure 4 Jelena Novcic MA
ESHotel 2008
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interior design and carpet laying. Occasionally, there are big projects, like putting
in a swimming pool, a beauty salon, a spa, or new terraces, that require year-long
feasibility studies. These are basically SWOTS, strengths, weaknesses,
opportunities and threats, on proposed ventures, and, if accepted, they require
another year for implementation. Most of her projects are shorter term, in the
range of two to three months. (She was juggling up to sixty-three projects at the
time of our interview.)
Her varied tasks include identifying sources, obtaining quotations, placing
orders, planning the overall project, coordinating with other departments, and
communicating efficiently with all people involved both internally and
externally. She is quick to say that a nine-to-six workday mentality is not suited
to this job. She usually starts each day at eight-thirty in the morning and often
stays as late as eight o'clock in the evening or beyond. Not much of that time is
spent in her office. The very nature of her work means she has to be out and on
the move, keeping pressure on herself and others, nearly every minute of the
day.
According to Novcic, the main criteria for undertaking project management is
accepting to take full responsibility for oneself. "If anything goes wrong, you
have no one else to blame but yourself," she clarifies.
The key competencies she identifies for her job are strong organizational skills, a
proactive approach, self-control and technical know-how. Developing a triedand-true address book of good and reliable suppliers, artisans, and consultants is
of prime importance, and this requires considerable networking. Relational
skills such as trust-building, negotiating, resolving conflict and maintaining
excellent work relations are obvious necessities to succeed in this job. (In
Novcic's case, having had an entrepreneur father at home undoubtedly provided
her with the right model to not only "just get things done" but to get them done
perfectly, on time, and at the right price.)
General Manager Michel Jauslin originally created the post of project coordinator
to better deal with a multitude of building claims for the hotel's insurance
providers after the hotel's implantation at a venerable Parisian address. At the
time of the hotel's opening in 2002, he had to deal with claims for 250 defects.
He chose to have the person responsible for handling those claims report
directly to him, given his extensive experience with major hotel openings and
familiarity with the claims process, in order to expedite the repair process. The
project coordinator still reports directly to him but works closely with the local
and regional technical design and building team and financial services. He jokes
about having hired back Novcic, who had worked on claims, saying, "It's better
to trust the devil you know than one you don't know!" and confirms that he has
enough trust in her to delegate without micro-managing her work. "She's
passionate about her job and a hard worker. She's also meticulous and a good
negotiator," he adds.
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2.8 Transversal, non-hospitality-specific PM at the Shangri-La
Paris
Sophie Delprat, "Design Manager" at the Shangri-La Paris, describes her profile
and professional path as being atypical for the hospitality sector. She holds a
degree from the Ecole Nationale des Arts Décoratifs with a specialty in textiles.
After working on a collection of clothing textiles, she took a job with the Chamber
of Commerce and Industry as assistant in finance to satisfy a penchant for
management. She eventually held various other jobs in textiles, one of which
was for the Boussac Group, with three production units at her disposal: printed
fabrics, woven fabrics and carpeting. This allowed her to offer solutions of
harmonization in interior design to decorators in hotels on more than a hundred
projects over a period of seventeen years, including collaboration with
decorators working on projects for the Accor Group, Le Méridien and Club Med.
Considering life as a perpetual adventure and constantly curious to know who
does what, how, where and when helped her build the know-how and address
book necessary to be doing what she now does at the Shangri-La.
As the Shangri-La Paris Design Manager, her specific realm of project
management is FF&E. She is responsible for all decorative fabrics, furniture,
light fixtures, art works, and carpeting in the hotel. She works hand in hand with
two other departments: 1) Finishing and Decoration, which is responsible for
interior design, marble, and other materials, and 2) Construction, which is
subcontracted to Bouygues.
Technically, she started out as an outside consultant delegated to this job by the
quantity surveyors ("économistes de la construction") who were hired to
oversee the entire hotel implantation process. They centralized all the bids and
legal aspects and coordinated the interior design and decorator's specifications
which in turn required a one-woman project director in place at the hotel to
work closely with General Manager Alain Borgers.
Claire Mabon was delegated by hotel decorator Pierre Yves Rochon's workshop
to work closely with him on the hotel's interior decoration and with Delprat to
source everything imaginable.
To function in her role, Delprat has to know all of the suppliers by heart. She is
particularly proud of the museum-quality Chinese lacquered TV cabinet in the
top-floor suite produced specifically for the hotel by the Paris-based daughter of
one of China's last fine lacquer masters, and the fact that her team sourced the
vast majority of period furniture from the Parisian "puces" or flea markets. She
also relates with pleasure and amazement the post-hotel-purchase discovery of a
magnificent historical iron and glass cupola or verrière designed by architect
Ernest Janty that had been hidden for years under a false ceiling. The unplanned
restoration of the dome cost the hotel owners, the Kwok family of Malaysia and
Hong Kong, an additional seven million euros.
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As we tour the palace, the 19th century former residence of Prince Roland
Bonaparte whose initials can still be seen in the magnificent, restored wroughtiron banister, Delprat points out with pride the successful integration of fine
contemporary Chinese artwork selected by the Kwoks' daughter (two large oil
paintings in the sitting room by famous Chinese contemporary artists, Chen
Yanning and Chu Teh-Chun) and outsized pearly porcelain vases scattered
strategically for effect throughout the historic building.
The hotel may be considered "small" in comparison to other Parisian palace
hotels, with its 81 rooms and 27 suites, but its rebirth as a luxury hotel involved,
quite literally, a monumental transformation. Built in 1896 by Prince Roland
Bonaparte and serving as his successors' residence until 1930, the monument
also had a less glorious stint as home to the Centre Français du Commerce
International for the last half of the 20th century. It took the Chief Architect of
French Monuments, Richard Martinet, to work the miracle of restructuring space
to suit hotel needs while preserving all historical elements.
(At the time of the interview, Sophie Delprat informed us that there was a video
being made to relate the whole process of transforming the premises into a fivestar hotel. "Cela ne surgit pas d'une boîte!" she adds, translated roughly as "It
didn't just pop out of a box!")
Asked to describe a typical day in the life of a hotel project manager, Delprat says
she starts her day at eight-thirty in the morning looking at emails and checking
estimates before heading off to the inevitable meeting to treat current issues,
which range from modifying the business center to changing carpet or sourcing
specific objects from her suppliers. She then does a tour of the hotel with a stop
at the technical office to check samples for a bedroom before heading back to her
office to remonstrate on a delivery that is still blocked in China. One of her main
headaches is trying to match a particular fixture that is no longer available due to
the bankruptcy of a certain supplier. In the afternoon she might visit all of the
various projects in the works, request estimates, receive deliveries, check
passementerie, etc. "The devil is in the detail," Delprat confirms, as she shows
me an imperceptible fabric repair on the silk wall covering in the main salon.
She adds that on some days, she might have liked to be the director of human
resources. She has a great deal of respect for humans' capacity to be productive
at all levels. A naturally diplomatic, humble attitude and open spirit have served
her well in her PM job. "You have to flow in the direction of the wave," she
confirms metaphorically, implying that the decisional "fait du prince" (roughly,
top-down rule) requires flexibility to avoid disappointment and contention.
As far as the technical aspects of her job go, she claims to have learned them
sufficiently on the job. The main competencies required for project management
in a hotel are, in her experience, strong organization skills, curiosity to discover
the best of the people one works with, a solution-oriented mindset and "du sang
froid à tout épreuve" or nerves of steel to face each challenge, of which there are
many.
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2.9 Think centralized; act locally at the InterContinental Paris Le Grand
General Manager Christophe Laure of the InterContinental Paris Le Grand
explains that project management is centralized in his group (be it for
operational, finance, engineering or marketing projects), even though the job
title differs slightly. PMs in the InterContinental Hotels Group, which is the
largest hotel group worldwide with 4,800 hotels, seven brands, and 650,000
rooms, coordinate project management from their Atlanta and London offices.
Depending on each hotel's size and necessity, individual hotels retain the right to
hire someone locally to handle project management. In the case of the
InterContinental Paris Le Grand, Laure has just hired someone to assume those
functions and the title "Quality Manager".
The new quality manager will handle: 1) all occasional projects connected to
specific needs in order to find solutions (e.g., a sudden decrease in the request
for a specific service), coordinating the various services involved, and creating
quality circles (a volunteer group of employees working under a supervisor to
solve problems); and 2) all projects initiated by the head office such as a new
loyalty program, revised standards, etc. The quality manager will coordinate
these projects with the department manager and the head of training to make
certain that all persons in the hotel are aware of the head office directives.
According to Laure, project management in a hotel
does not call on the traditional competencies of a
hotel manager. He makes a distinction between
"simple" projects, which he likens to the upkeep of a
plant: If the observable part of the plant is showing
visible distress, an analysis of the "hidden" part - the
roots, the soil, the water - needs to be conducted in
order to find a solution. That type of project requires
traditional leadership skills: listening, a sense of
sharing, and good sense.

Figure 5 Tree metaphore

More complex problems involve corporate strategy. Should the hotel review its
policy on paid Internet? Should it modify its switchboard process? How can the
loyalty program be improved? These are all processes, most of which are
confidential and tightly aligned with the group's image, that require specific
competencies. The new quality manager will have (or develop) both basic
project management skills and the competencies needed for more complex
project development.
The hotel also uses external services for some projects, such as for modifying its
bar, though those projects are followed closely by the general manager because
of the investment impact and also because the hotel has no specific framework
for running small projects. On the other hand, if there is a major project, for
instance, to change the way the hotel communicates with its clients, the quality
manager will handle the brainstorming, concept, planning, coordination and
communication of the project.
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Laure believes that teaching project management to hospitality students
represents an important opportunity for them to "try on" the process to broaden
their general management skills, though he is skeptical that creativity will be
developed, except by those who have a natural tendency toward it. As for
training students specifically to assume the role of project manager, he is
convinced that the market is small and, in Paris, limited to only about ten large
hotels. The more likely outlets for students interested in a project management
career are located at the level of the Program Office in the home office of large
groups where a few people work on worldwide projects. Sample worldwide
projects at IHG headquarters in London or Atlanta might be the revision of
standards with the intention to improve overall productivity and profits
groupwide.
One of the IHG Program Office's recent "products" was the design project "Heart
of the House", aimed at selecting the right shapes, colors, design and graphics in
internal communications that would make employees understand that they are
important and well looked after. Such projects are usually suggested to the
Program Office through a selection process by the Global Operations Council
with its regional representatives, of which Christophe Laure is a member.
He concludes that project management skills are complementary to traditional
hospitality skills required in jobs like front office, food and beverage, room
service, and control. The most important skill is leadership that enables an
employee to function productively in planned or emergency activities, even
when there is no clear hierarchy in evidence.

2.10 Integrated "trickle-down" PM at the Pullman Paris La Défense
Julien Curinier, deputy manager (directeur d'explotation or COO, chief operating
officer) at the Accor Group's Pullman Paris La Défense has an international
background. After obtaining a BTS hôtellerie, he managed the French Embassy in
Jordan and worked various hotel jobs - from head of kitchen to restaurant
manager - in Dubai and the Antilles before being hired as COO at the Pullman
Rive Gauche. Following the sale of the latter, he was assigned to the Pullman
Paris La Défense and, as deputy manager for operations, he has found himself de
facto project manager for a major hotel renovation project, due to be completed
in 2013.
Curinier explains that the overall planning for the renovation project was
decided conjointly with the head office, the hotel owner and the general
manager, with the Accor Group retaining the status of maître d'ouvrage or
principal investor. The first tranche of works in the hotel involved moving the
restaurant to its temporary location so that works could be undertaken on the
permanent restaurant location, while continuing to provide seamless service to
the hotel's clientele.
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According to Curinier, the F&B manager and his assistant,
ESHotel's former student Rajesh Chauhan (valedictorian
of the M2 class of 2006), are closely associated into - and
enthusiastic about - their complementary project
management duties, which involve centralizing needs,
establishing the budget, setting goals, and distributing
project-related responsibilities to the entire staff. They
have no titles per se as project managers.
Curinier is convinced that "a good manager is one who
creates projects". He explains that a project manager
needs to be flexible, open to change, and ready to multitask.

Figure 6 Rajesh Chauhan MA
Eshotel 2006

The Accor Group's policy is to integrate project management into all hierarchical
levels at its hotels, believing that it serves as an excellent vehicle to transmit
corporate values. It eliminates knee-jerk No and Yes-Maybe attitudes, thus
instituting a universal Yes-We-Can mentality, to borrow a popular phrase.
Projects also help to encourage the very competencies they require: maturity,
long-term vision, and objectivity. Curinier believes that Accor's integration of
project management is a win-win opportunity for the hotel to discover and
employ talent already on staff and offer them the prestige of adjunct
responsibilities and thus empower them rather than lose them.
Integrated "trickle down" project management in the Accor Group would
indicate a high level of strategic integration of corporate HR policy to increase
motivation through cross-training, empowerment, multi-tasking, and
employability as a means to reduce staff turnover. Further, it appears to
encourage transversal leadership and meshes well with the values
promulgated by the Accor Group's "Body and Soul" program that has been in
place for the past two years. The program encourages each department head to
learn and then train his/her team in life skills and corporal expression in order
to help staff adapt more easily and be more responsive to the hotel's clientele.

2.11 Fully integrated Six Sigma PM at Le Méridien Etoile
Laila Boumargoud, who holds a degree as a chemical engineer, laughs as she tells
us how surprised she was to learn of the complexity of running a hotel. But she
readily admits that her engineering profile, which would indicate that she is a
master at adaptation, analysis, conceptualization, understanding numbers and
applying processes, has equipped her well to be the "Area Director of
Operational Innovation" & Black Belt for Starwood Paris Hotel since 2011
(Boumargoud, 2012).
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Starwood started its Operational Innovation (OI) program
worldwide in 2000, when it was unique in the hotel industry.
It integrates three programs:
Lean, "to maximize customer value while minimizing waste"
(Lean, n.d.);
Six Sigma as an advanced project management tool; and
Blue Ocean strategy to enhance innovation. The purpose of
these programs is to identify revenue opportunities, improve
clients' satisfaction, and solve operational problems
(Boumargoud, 2012).
Figure 7 Laila Boumargoud,
Black Belt, Starwood

Six Sigma is a management tool, a set of practices and processes born out of the
Total Quality Management movement of the late 20th century, developed in the
United States to enhance profits and production through the reduction of error.
It uses quality management and statistical tools across all levels, divisions, and
aspects of a corporation to achieve cost reduction through the enhancement of
quality. It starts when executive corporate leadership decides to integrate the
system into its strategy. "Champions" in upper management are identified and
trained to integrate the process across the organization and to mentor "Master
Black Belts", or Six Sigma trainers, who then train "Black Belts" and "Green
Belts", to use the well-known hierarchy of judo. "Black Belts" are employees
devoted one-hundred percent to the practice of Six Sigma in their organizations.
"Green Belts" are employees who have collateral Six Sigma responsibilities in
conjunction with their own jobs. (Wikipedia, n.d.)
Training in the various methodologies mentioned above and their tools are
provided by Starwood and applied vertically (hotel, zone, division, corporate).
As a Six Sigma Black Belt, Boumargoud does not need to be an expert in any one
area since she has a wealth of content-specific experts at her finger tips. Rather,
her role as "project manager" is one of coordination, facilitation and support for
the creative platform. As a non-hotel-specific person, she was able to bring new
vision to the hotel, especially with regard to diversity. (Boumargoud is Moroccan
by birth.) The types of projects she manages vary widely, from solving
operational problems to implementing a project in all the hotels she is
responsible for, involving site inspections, staffing, and inventory management.
Starwood structures its project management framework with a Six Sigma Master
Black Belt at the zone level. Lina Hawks is the Master Black Belt for Western
Europe and has about fifty hotels under her responsibility. Reporting to her are
the regional or country directors. Then come the Black Belts who may be
responsible for more than one hotel. (Boumargoud is responsible for Le Méridien
Etoile, the Westin Paris-Vendôme, the Sheraton Charles de Gaulle, the "W" Opéra,
and the Prince de Galle. She reports to the area director for France and Monaco.)
In turn, each hotel has four or five Green Belts. For instance, at Le Méridien
Etoile, there are Green Belts in F&B, HR, Front Office and IT. Thanks to regular
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meetings and a data base of 1,300 hotels, there is nearly total lateral transfer of
knowledge.
The key competencies identified by Boumargoud as being essential to project
management are strong interpersonal relations; willingness to be an actor in
change, especially with regard to process; and the ability to lead, motivate,
negotiate and communicate responsibly.
"You have to be a good implementor, not necessarily an expert," says
Boumargoud.
Other qualities that she sees as essential to project management in hotels are:











integrity, self-confidence and the ability to inspire trust
communication and relational skills (ability to work with unions)
decision-making facility
organization
notions of project management tools
financial excellence
openness, persistence, and high energy
strategic thinking
good teamwork
being results-driven, supportive of change and customer focused

Confessing that her job requires a twelve-hour workday, she adds that life-work
balance is crucial for being able to succeed in her job.
Asked what might be possible paths of advancement for a Six Sigma Black Belt in
hospitality, Boumargoud, who is obviously delighted with her current job,
hesitates and suggests that just more of the same would be fine with her, but
maybe on the regional or European divisional levels. (Problem-solving is
apparently addictive.) Pressed, she imagines that some other likely career paths
for a project manager with her skill set might be executive assistant hotel
manager, hotel manager or maybe an operational job like F&B director.
She states that a project manager in the Starwood group can expect to earn a
salary that is equivalent to that of an executive committee member.
Boumargoud concludes that the Starwood Six Sigma program has proven highly
satisfactory for the group worldwide, increasing financial performance by
improving the quality and nature of guests' stays as well as promoting the notion
of "internal clients" (employees being treated with equal service and respect as
external clients), thereby reducing turnover (Boumargoud, 2012).
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2.12 Conclusions
The conclusions of our research are that project management is prevalent in
larger Parisian hotels, in one form or another. There is no standardized
nomenclature for the function and titles may vary from project manager or
coordinator to quality manager or director of operational innovation; it is a
function that may be assumed by one titular person or divided among a team.
Tasks may be simple and involve tangible outcomes or may be complex and
system-based processes with financial results. Previous experience in hotel
operations is useful but not obligatory to access this function; specificity in hotel
management seems to decrease inversely according to the size of the
corporation. The function requires long, intense hours with a lot of moving
around and being able to interact with colleagues, clients, and artisans at all
levels. Skill sets required for project management are strong organization,
communication, planning, long-term thinking and focus on detail. Competencies
required are proficiency in leadership and teamwork and motivational attitudes
that inspire trust. Personal attributes that are conducive to success as a project
manager are high energy levels, integrity, self-confidence, openness, flexibility,
and a positive attitude.

Questions
1. What are the provisional categories of project managers in Parisian
hotels?
2. What skill sets are required to be a project manager in a hotel?
3. What does "FF&E" mean?
4. Which hotel(s) has/have a fully centralized or integrated project
management program?
5. What might be some of the responsibilities or tasks of a hotel project
manager?
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Chapter 3
The Basic Project Management Process
Constance G. Konold

3.1 Introduction: The E.T. Case Study
Project management comes in all sizes. The larger the application, the more
complicated the process. Simplified, a project is any activity with more than two
steps.
Let's use a classic example from Stephen Spielberg's 1982 science-fiction movie
classic E.T. the Extra-Terrestrial as a case study.
The well-known line, "E.T. phone home", is a simple action (pick up receiver, dial
number). But in fact, "E.T. phone home" is a movie-long, major project if E.T.
doesn't have the number. And he didn't. (Actually, he didn't need it...)
If you wanted to render a service to E.T., you might consider running a project
for him as follows.


Agree on the specifications - Does E.T. really want to "phone" or is he using
a metaphor he knows you will understand (mission)? What is his end-goal
or purpose? Does he just want to chat or to get help to escape Earth
(vision)? Why, in heaven's sake, would E.T. want to leave Earthlings behind
(values)?



Plan the project:
a. When does E.T. want to leave? (time: when the spaceship arrives,
whenever that is.)
b. Who does E.T. need to accompany him to the landing site? (team: a bunch
of kids who can pedal fast enough to make their bikes fly and avoid parental
reprimands for stealing E.T.)
c. How will E.T. get to the landing site? (resources: flying bikes and some
suspension of belief)
d. How much of an investment and risk are involved? (parental opprobrium,
scraped knees, new bikes...)



Communicate to the project team: Call for your best friends to come to
your rescue; reward them with promises of eternal friendship.
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Agree on the actions: Steal E.T. from the isolation ward where he had been
placed by the bad guys. Run like hell.



Motivate the team: Show them a police car. Tell them they will get to see a
real space ship if they continue pedaling their bikes like mad.



Measure progress: Once the bikes are airborne to get E.T. to the landing
site, there is no way the cops can catch you so you are making excellent
progress compared to the goal!



Complete the project: Deliver E.T. to his mothership; say a fond, teary
farewell; feel the satisfaction to see this weird episode in your life over with;
congratulate your fellow bikers; reap the benefits of parental forgiveness...



Follow-up: Watch the spaceship launch; spend the rest of your life planning
what to do if E.T. should try to phone you or just drop in again.

At ESHotel, we follow this basic project management process, albeit applied to
more serious subjects.
The following paragraphs describe the exercises that our M1 and M2 students
complete after receiving their project group assignments. We refer to them as
"groups" at this stage as becoming a team will take time. (See Chapter 4. on
Communications)

3.2 Specifications: Terms of Reference (TOR) - a general definition
The first step in project management is to lock down the specifications or details
in a contract between the principal investor (donnuer d'ordres), also known as
the contracting authority or client (maître d'ouvrage) and the project
manager (maître d'oeuvre) whose job it is to carry out the instructions of the
client and deliver the product as ordered.
Specifications in project management are referred to as Terms of Reference
(TOR) (cahier des charges). The terms of reference are basically an accurate
description or road map (feuille de route) establishing an understanding
between all parties as to the deliverables (finished product), how much it will
cost, when it will be finished, and includes guarantees with regard to meeting
deadlines and quality standards, upon which payment is contingent.
Terms of reference (TOR) need not be long and complicated but they must be
thorough and detailed in the following points, all of which must be drafted before
any project work may be undertaken: to provide a framework and measuring
stick to keep the project on track; to protect the project manager (team leader)
by limiting his/her scope of responsibility; and to establish specific authority on
the team (who has language, accounting or other skills) and give legitimacy to
the project in the eyes of the client.
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Throughout the ESHotel project management exercise, the "client" for the
projects is the lead project management teacher who may, in turn, delegate that
responsibility to another person, such as the head of school. Nevertheless, the
lead teacher is solely responsible for assessment and grading.
At ESHotel we follow the generally accepted TOR format below.

3.2.1. Descrip on of the purpose, aims and deliverables
a. Mission Statement: This identifies the purpose of the project and
defines the end goal for the project team. It may be stated simply, beginning with
the word "to", implying the words "our purpose is ...". Some examples might be:
"To convert our family house into a Bed & Breakfast"; "To conceive, manage and
develop an organic fast food chain"; "To prioritize the most efficient ways to cut
costs without scarifying quality in training hotel interns"; "To identify and
implement in-room waste management techniques"...
b. Vision Statement: This is a statement of end-goals or long-range plans,
whatever you envisage for the project after it has been in place for a year or
more. An example might be: "Our aim is to create and manage the best quality
B&B within 100 miles of our town and to eventually convert the barn in order to
double capacity as a means to supplement retirement pensions."
c. Objecves: The objectives clarify the mission. They should be
expressed using the SMART technique: Specific, Measurable, Achievable,
Realistic and Time-bound. Using the Bed & Breakfast example in a.) above, we
could state our objectives as follows:
We will achieve our mission by:
1) employing at minimum hourly wages all family members living at
home to strip, sand, and restore the natural woodwork and redecorating
the ground floor reception rooms for public use;
2) converting five of the ten bedrooms to modern-convenience
standards with rustic décor, including Wi-Fi, but no telephones;
3) engaging only live-in family members as employees, with the
exception of punctual, on-need subcontracting certain tasks to outside
services, such as for laundry and catering;
4) finishing all undertakings in time for a pre-Christmas opening; and
5) having accounts verified by a certified public accountant on an annual
basis in order to distribute profits equally after taxes to the family
members having made a capital investment in the project.
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d. Value Statement: This statement aims at establishing whatever specific
values should be associated with the project that will enhance the outcome
and/or be incorporated into the public image of the outcome. For instance, in
the case of the B&B, the Value Statement might be: "We aim to promote
traditional family values expressing gender and racial equality, democratic
decision-making, openness to and tolerance of tourists from other cultures."
e. Scope: This statement establishes the limits and the formal boundaries
of the project by describing what the deliverable will look like when it's finished.
To follow the same example, scope for the B&B could be expressed as follows:
"The finished B&B will have five newly-appointed bedrooms available
permanently to paying guests who will also have access to the ground floor living
room, dining room and sun porch. Outside guests will not be allowed to enter
the kitchen, the basement family room, the family bedrooms on the top floor, nor
any of the outlying service rooms. The B&B will be closed during the winter
months except for two weeks at Christmas and one week at Easter."
If you are conducting research on a specific aspect of hotel management, then be
sure you state what your scope is: "... all 3-star hotels in Paris"; "only 4-star
hotels "; "fast food restaurants within Paris city limits"; "...only chain hotels with
American ownership"; "international hotels worldwide", etc.
f. Deliverables: In the case of the B&B, deliverables would be a detailed list
and description of each refurbished room. In the event of projects for ESHotel,
your deliverables will be either a business plan or an academic paper with hard
and electronic copies and a PowerPoint presentation being submitted to the
project management head teacher, in formats immediately usable for jury
presentations, online Internet viewing or submission to academic challenges,
and attribution of copyright to ESHotel.

3.2.2. Parameters
a. Time scale: What are the intermediate steps, phases, deadlines and
delivery dates?
b. Budget: What costs will you incur to finish your project? Who will pay?
(N.B. ESHotel will cover the cost of in-house printing in black and white. The
cost of elaborate foldouts, handouts or special covers must be assumed by the
students themselves. Likewise, the school does not provide a budget for
transportation for research purposes. Students are expected to have sufficient
cell phone forfeits to cover telephone inquiries for research purposes. Should
long distance phone calls be necessary, permission to use the school phone may
be obtained from the school director on an ad hoc basis.)
c. Territory: Name the exact field of your investigation and the location
of the final deliverable. "This project concerns the creation of a single model for
a proposed organic fast-food restaurant located in the Marais area of Paris, but
does not preclude implantation in another quarter should market studies reveal
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a better location."
d. Authority: Who has the authority to make final decisions? To decide
when the text is sufficiently well written? That the subject is completely
researched? Who will hold the copyright? (ESHotel will provide each team with a
Non-Exclusivity Statement that each team member must sign, turning over the
copyright of each project to ESHotel so that papers may be published on the
school's Web site or submitted to scholarly challenges in modified formats.)

3.2.3. People
Your team will need to identify all of the people involved with the project and
attribute exact roles to each. You will also need to estimate the frequency and
location of meetings and describe your decision-making process (democratic
majority rule? authoritarian leader-knows-best?)
a. Client(s): This is the person, persons or entity responsible for
accepting the deliverables at the end of the project and paying for the service
rendered. For school purposes, your head teacher, or the person who will
evaluate your team performance and your written work, is your "client". Your
attitude and interaction with the head teacher or the head of school, whichever is
your principle interlocutor for your project, needs to be as professional as if your
"job" depended on it.
b. Stakeholders: These are all and any persons or entities closely related
to the project who have an interest or "stake" in seeing it succeed. This group
might include suppliers, certain employees, owners, management, and/or
investors. At ESHotel, your "stakeholders" will include the head of school, your
lead project management teacher, and any sponsors or tutors you may identify,
on faculty or among family and friends.
c. Roles: You will need to identify the roles of every person on the team
in order to maximize your success. ESHotel will identify a Team Leader and
Deputy Team Leader for each group assignment. However, these people are not
solely responsible for the success of your project. It is expected that each person
may bring a specific quality to the team, such as a facility with numbers, previous
experience in marketing or communications, fluency in English, etc. Certain
people will be more at ease going out on interviews; others will elect to
centralize, control and coordinate the research writing aspects. Who will take
the responsibility for maintaining the paper-based Control Binder? Who will be
the team spokesperson - the one who will regularly give the lead teacher a
written or oral progress report? Who will centralize the text? Who will format
the text and references? Who will do the PowerPoint? Who will do the financial
statements?
The designation of these roles does not preclude anyone from participating in all
aspects of project development. Responsibility is shared and should not be solely
shouldered by the leader and deputy leader.
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d. Structure: What are the reporting lines? How do you see your
Organization Chart for the project? No everyone needs to report directly to the
Team Leader. We have had cases where students exhibit symptoms of ADD or
Attention Deficit Disorder. Those students are not left to flounder, nor are they
excluded from the group. Rather, other team members are assigned, as needed,
as "work buddies" to tutor students with learning disabilities so that they can
function equally with everyone else on the team.
No one expressing sincere desire to succeed and willingness to spend the time
necessary to learn will be excluded from teams. Special coaching sessions may be
required for students unable to participate adequately on teams for any reason.

3.2.4. Planning
Establish the "breakpoints" (interim deadlines) at which you plan to review
progress. Breakpoints should be exact dates and may require a team meeting for
discussion so you need to make certain that all participants plan to be present on
those dates and take full responsibility for finishing their individual assignments
as planned, for review by the entire team. List the dates and the purposes for
easy reference.
Decide how you can best measure progress. Will you focus on the number of
pages provided? The quality of English? The thoroughness of referencing and
citation? This is an important time to inform all people in the group that
"research", be it for a business plan or a research project, requires more than just
cutting and pasting information from the Internet into Word format. This cutand-paste habit often leads to plagiarism, which is reprehensible, rigorously
monitored, and cause for expulsion from the program, and will be discussed
thoroughly in the chapter on Research and Referencing Styles.

3.2.5. Agreement & signatures
The Terms of Agreement should be considered as a contract requiring solemn
agreement of all parties, thus typed and presented in a professional manner. The
team members should sign the document formally and then enter it into the
Control Binder where it may be consulted regularly throughout the process, by
team members and also stakeholders. (Control Binders will be graded.)

3.3 Control Binders - Your PM Communication Tool
All documents concerning the projects, be they rough drafts or final documents,
are entered into the two-ring binder with dividers provided to you by ESHotel.
For the purposes of project management, these Control Binders are considered
as equivalent to the team's communication center or office. Binders must be
maintained with the same rigor and organization required for a real job. It is up
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to each team to organize the binder and decide who should be assigned to
maintain it. The contents of the binder should be meticulously registered on the
binder index or Table of Content (TOC).
The updated Control Binder must be presented at each weekly debriefing session
with the head teacher and be a clear, visual representation of the team's
progress. The binders will be graded on thoroughness and timeliness. They are
not to leave school premises, but rather be kept in the classroom on the
dedicated shelf designated for your team and remain available to any
stakeholder, notably the head of school.
Teams are required to fill out a short Team Meeting form for each meet up they
hold, be it in class or outside of school. This form follows the guidelines
established in the Team Meeting Format taught during Orientation, primarily
within the context of time management but also as an efficient method for
holding meetings and driving to decisions. The form requests the names for each
person playing the specific roles of Facilitator, Time Keeper, Decision-Driver and
Coach. It is expected that these roles will change from meeting to meeting, thus
allowing all students to play all roles throughout the semester. The Team
Meeting form also asks for a brief description of the subject discussed during the
meeting and the conclusions. Meetings of this nature do not normally last more
than fifteen to twenty minutes.

3.4 Planning
There are several planning tools that are presented in the classroom: the Gantt
Chart, Mindmapping, Critical Path Method (CPM), and Program Evaluation
and Review Technique (PERT).
Timescale is first established using backward buildup - in other words, starting
at the desired end date and working backwards. An inventory of all tasks
involved to achieve the end goal is drafted and then organized into phases
(Discovery, Design, Delivery) on the Gantt Chart.
Brainstorming is used extensively, applying the Creative Problem-Solving
technique taught in Orientation.

3.4.1 Gan" Chart
The Gantt Chart (diagramme de Gantt) is a simple planning tool invented by
Henry Gantt in the early half of the twentieth century.
It inventories the actions required to complete a project, line by line, labels the
nature and duration of each action and eventually who will undertake each task.
The inventory is then plotted out in time across an Excel spreadsheet, from left
to right. Time units may vary, with each cell on the Excel sheet representing the
unit most helpful for the timeline: hours, days, weeks, months. Phases may be
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added in, in this case: Discovery, Design, and Delivery. The duration of activities
are represented in a different color from the action.
Gantt Charts are very useful, flexible project management tools. The imagery of
the chart makes it easy to follow and modify. The drawbacks of Gantt Charts are
that they do not show either the relative importance or the inter-dependence of
related parallel activities.

Figure 8 Gantt Chart "Fixing breakfast", adapted from HN Computing, 2007
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3.4.2 Mind Mapping
Mind Mapping is a method that was popularized by Englishman Tony Buzan in
the 1990s with his series of books on the subject. A "mind map" is a visual
representation with branches, like a tree or spider, with key ideas or topics
represented in different colors, the purpose of which is to assist memory in notetaking, speech-giving, planning, etc.
Diagramming has been around for centuries and is still often used by
grammarians who "parse" or diagram sentences. The theory is that the brain
does better in certain activities with non-linear approaches (so-called right brain
"creativity") rather than a left-brain, linear (rational, Cartesian) approach. The
development of Neuro-linguistic Programming (NLP) in the past thirty years
has provided ample evidence that visual representation (visualization) can
enhance learning. NLP enhances memory (and motivation) by using at least
three of the five senses: visual (V), auditory (A), and kinesthetic (K), otherwise
known as VAK.
Mind Mapping is two-dimensional, but remains an effective tool that we use at
ESHotel.

Figure 9 ESHotel M1 London 2007 Class Values
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3.4.3 Cri cal Path Method (CPM)
Both the Critical Path Method (CPM) and Program Evaluation and Review
Technique (PERT) are developed from simple network diagrams. The network
consists of lines which represent activities and nodes (round circles) that
represent the beginning or end of an activity, sort of like the Paris Métro system
maps.

A Simple Network Diagram
Figure 10 Network Diagram

Simple network diagrams are the basis for CPM and PERT. While both systems
were developed separately in the 1950s in the United States - PERT, by the U.S.
Navy and consultants Booz Allen to manage the Polaris missile project and CPM
by employees of DuPont and Remington Rand (Wikipedia, n.d.) - there is enough
similarity to consider them of the same family of critical path users. (Fontana,
1990)
Critical Path Analysis refers to analyzing the network to find the shortest time
for project realization. (Fontana, 1990) The critical path is the sequence of
stages determining the minimum time needed to complete a project by plotting
out the longest timeline. If the line is too long, then each activity is revisited to
see how and where time requirements can be improved. Using CPM, DuPont was
able to reduce from four years to two-and-a-half years the time required to close
a chemical plant for maintenance and reopen for production.
Nowadays, CPM is used for repetitive project planning, when reliable estimates
of time and/or the deadline are known. PERT is preferred if no reliable time
estimates are available, but a cost analysis is essential to reduce project time.
Both CPM and PERT have two phases:
1) qualitative, involving an inventory of tasks required to attain the goal,
establishing dependency of tasks, and designing the network; and
2) quantitative, establishing the time required to finish each task by specifying
both the earliest and the latest possible termination dates.
It is usual for students to want to rush to the second phase, to spontaneously
draw the arrows and nodes of a network. But this will cause problems and
errors in planning, so it is important to spend sufficient time brainstorming the
inventory before attempting to apply chronology.
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At ESHotel, we use a Creative Problem Solving-derived method of
"breathing" (Wolfe, 2007) to brainstorm in order to sufficiently develop the
qualitative task inventory in phase one.

Figure 11 "Breathing" creativity (Wolfe, 2007); drawing by C. Konold

Thoroughness rather than chronology takes precedence in this step. Then we
look at dependency of tasks which will thus establish the order in which tasks
may be undertaken but allowing for parallel activity.
The easiest way to do this before putting anything to paper is to jot the tasks' key
words on large-sized Post-Its ("papillons") which can then be easily plotted on
the classroom wall. This juggling process is important to elicit discussion on the
team of how and when things will be done. More actions may be discovered and
added to the inventory. (For complex projects, a ball of twine may be used to
express the inter-relatedness of each task.) This is the planning rough sketch.
When your rough draft has been sufficiently developed, you can complete a
project task inventory as follows, where tasks are each given a letter of the
alphabet and dependency is entered into the right-hand column.
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Sample CPM or PERT Task Inventory on Home Moving
N.B. Do not attemtp to establish chronology while taking this inventory.
Only the resultant task dependency will determine chronology. When the
Task list is complete, take a look at each task to determine what it is
dependent upon. It may be dependent on several other tasks. Mark those
letters in the dependency column. Do not attempt to draft the network until
you have established the dependencies.
Code
A
B
C
D
E
F
G
H
I
J

So, you decide to move…
Task / Activity
Get bank loan to pay deposit, movers
Look for a new apartment
Sign new lease
Get estimates from movers
Give notice to landlord that you are moving
Pack belongings into boxes
Cancel or transfer contracts (EDF, phone…)
Move
Pay movers
Settle into new premises

Dependency
0
0
A
B, A
C
D
E
F
G,H
H, I

Figure 12 Sample Task Inventory with dependencies)

Using the task inventory, plot out the tasks on paper from left to right. Arrows
() represent tasks and circles (  ) or boxes (  ) denote "nodes" (beginning
and end of tasks). Each arrow is labeled with its activity code (letter) written
above the line. Time Estimates (TE) for completion of each task are written
below the task arrow. A relationship between nodes is indicated by a "dummy"
line or dotted arrow (---) to show that a particular action must be finished
before the one that the dummy line points to can be completed.
Moving House Network
ew t
d n men
n
i
F a rt
ap 10

Pack

7

5

M
2

ov
e

Se le in

Sign new
lease
2

1

4

y

Give
no ce

1
1

n

Change
u lity
contracts

Pa

Ge
tb
an
15 k l o
a

Get es mates
from movers

Key:
Arrow = ac vity
Circle or “node” = event (end or beginning)
TE or Time Es mate – in days (red)
N.B. There is no propor onality intended in the length of lines
Figure 13 Sample CPM "Moving House"
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3.4.4 Program Evalua on and Review Technique (PERT)
PERT is a network model used to plan processes when no reliable estimates of
time are available, but a cost analysis is essential, or it's important to find the
fastest way to accomplish the project. It is a statistical analysis tool that
produces reasonable projections and facilitates decision making. It looks quite
similar to a CPM model, but is more detailed.

PERT (network) Models
è

è

è

è

è

Correct model
No ce “dummy” (blue arrow)
to show dependency

è

è

è

è

è

è

è

è

è

è

è

è

è

è

è

è

è

Incorrect model
(two parallel paths
not joined and finishing
with a single arrow to a node)

è

è

Incorrect model
(two parallel paths
ending with a node joining
two parallel lines)

Figure 14 PERT (network) Models (Fontana, 1990)

The CPM "Moving House Network" (see preceding page ) converted to a PERT
might look something like the following:
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Moving House PERT
D

10
5
15

B

7

22 0
22

F

27 0
27

5

H
2

10

0 0
0

29 -3
26
I

1

30
-3
27

15
0
15

C
2

17
1
18

E
1

19
1
20

G

4

24
25 1

1

15

A

J

Key:
The le er over the arrow = ac vity on the inventory
The “node” circle is divided into 3: the top le = total of the ac vity line
(earliest possible me; the bo om le = the latest possible delivery me;
the right = margin of me
The above indicates that se ling into the new house or apartment will take
30 days with a nega ve margin of 3 days or 27 days. A nega ve margin,
Indicates that the project could be finished sooner so you have to go back
to the nodes with margins of more than “0” and re-evaluate the ac vity.
Figure 15 Moving House as a PERT

PERTs usually require a specialist for large or technical problems. The most
likely configuration you will ever have to do is a CPM with a PERT estimate, so
that is what will be taught at ESHotel.
Here are the steps to do a PERT estimate:






Complete a detailed task inventory.
Put the task inventory into approximate chronological order.
For each action, estimate the optimum time, normal time and pessimistic
time in the corresponding columns.
Add up each column.
Apply the PERT formula:

(Optimistic Estimate+(4 times the Most Likely Estimate)+Pessimistic Estimate
Divide by 6
or

O + (4xN)+P
6

where O = Optimistic Time; N = Normal Time; and P = Pessimistic Time
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EXERCISE: Complete the following CPM/PERT Exercise on Event Management
either using the tables provided on the following pages (or copied into Excel):
The givens are: You are your hotel's event manager. It is January 1 and have just
received an inquiry about an event in June. The accountant has asked you to provide
an estimate of your time required to manage all the activities related to the event that
will take place from June 1st to June 6th.
Here are the givens:






1000 guests will need 5 nights of hotel accommodations from June 1-6; your
hotel can handle only 500 so you will need to shop around in other hotels to
find suitable additional accommodations;
1000 are expected to attend a gala dinner on June 5.
A welcome cocktail is planned on June 1 from 6-8 p.m. and about half the guests
are expected to attend.
Half of the guests want a half-day city tour on June 3;
Entertainment must be organized for the gala dinner on June 5 with an
inspirational celebrity speaker and dance music.

1) Calculate your time needed on this event by creating a PERT Estimate of optimistic,
normal and pessimistic time of how long each task will take to organize. Use the form
on the following page (Figure 9).
2) When you have finished number 1 above, select 24 of the major activities and enter
them chronologically on the Implementation Program for event management on the
end of the section 3.4.4 (Figure 10). Plot out the activities on the calendar to the right
by blackening the squares of the weeks when each activity will take place so that it is
visually pertinent.
3) Answer the following questions:
a) How many hours are required for you to organize this event?
b) What will be your busiest weeks and months?
This assignment will be graded.
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EXERCISE: PERT ESTIMATED TIME
ESTIMATED TIME
Action
JANUARY

UNIT
Hours, days, weeks …?

Optimum Normal Pessimistic

A
B
C
D
E
FEBRUARY
F
G
H
I
J
MARCH
K
L
M
N
O
APRIL
P
Q
R
S
T
MAY
U
V
W
X
Y
JUNE
Z
Z1
Z2
Z3
Z4
TOTALS
FORMULA

O + (4xN)+P
6

PROBABLE TIME

Figure 16 PERT Time Estimate Inventory
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Implementation Program for Event Management
(Combines aspects of PERT with a Gantt Chart)
Weeks
No.
Action
duration begin end
A
B
C
D
E
F
G
H
IJ
K
L
M
N
O
P
Q
R
S
T
U
V
W
X
Y
Z

JANUARY
1

2

3

FEBRUARY
4

5

6

7

Figure 17 Implementation Planning

3.4.5 Financial Planning & Repor ng
Financial planning and reporting are key functions of project management. You
will need to know how to use and create spreadsheets (such as those already
mentioned) that will help you plan, administer and report the detailed finances
of your projects. Unless your project is limited to petty cash, you will need to
create a system for allocating incoming invoices to the correct rubrics and
showing when the costs impact the project account.
It will be important to establish clear payment terms with all suppliers and stick
to them. Non-payment or late payment to suppliers is a primary cause of
dissatisfaction and problems on projects.
Familiarity with the financial statements reviewed in M1 will be a good basis for
financial reporting. Practically every company has its own forms and methods
and will train you to do it their way.
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MARCH
8

9 10 11 12 13 1

Reporting, for the sake of the projects at ESHotel, will consist of the documents
required for the Control Binder (see section 3.3 on Control Binders). Reporting
tools consist of completed Team Meeting Forms and updated Project Plans.

3.4.6 Con ngency Planning
‘’Things happen’’, as we say! Trying to anticipate the unforeseen is called
"contingency planning". As we have seen in the above planning methods, there is
always a certain amount of guesswork, or probability, in estimating time and
costs. For that reason, it is crucial to do time and cost inventories as carefully as
possible and then build into your plans some leeway: a margin of error, in time
and cost, on the pessimistic side, called a contingency budget or contingency
plan. Sometimes called a "plan B", it allows for an extra day or two to deal with
unexpected slowdowns, or a budget margin to compensate for any hidden or
extended costs. No one will say anything to you if you come in under budget;
being over budget is unpardonable and won't happen if you have done your
ground work correctly.
A case in point of having to face an unforeseen cost - though certainly not linked
to incompetent budgeting - was encountered recently in Paris, when the ShangriLa hotel discovered a magnificent century-old steel and glass dome hidden under
the plaster rotunda in Prince Roland Bonaparte's former palace. The structure
had apparently been covered during the era after World War Two when the
building was taken over by the French government for one of its administrative
departments. Remarkably, the dome had been left, abandoned, and seemingly
forgotten for sixty years, until renovations were underway.
The good news was that the structure had been protected all those years; the bad
news was that it would cost the new owners - the Shangri-La's principals, the
Kwok family - at least seven million euros to restore it. Fortunately, the family
realized the historic and aesthetic value of the discovery and readily accepted to
cover the additional cost of restoration.
The best planners in the world couldn't have anticipated a sufficient contingency
plan for that!

Questions
1. What are the various elements of the Terms of Reference?
2. What is the difference between a mission statement and a vision
statement?
3. Name three of the planning methods in this chapter and explain when and
why you would use each.
4. What is the purpose of a contingency plan?
5. What is the purpose of Control Binders?
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Chapter 4
Communication
Constance G. Konold

4.1 Introduction
The subject of communication is vast. Consequently, this chapter will be limited
to the particulars and tools of communication used in project management at
ESHotel.
Considerable emphasis is put on communication in M1:
1. Managerial (or "transactional") Communication (offered in English only)
concentrates on 1) rhetoric (five speeches and five written exercises
employing the direct and indirect approaches); and 2) business formats
(letters, reports, outlines, PowerPoint presentations); and 3) subtle
communication (corporal expression as well as certain methods such as
Neuro-linguistic Programming and Nonviolent Communications).
2. "I want to talk to the manager!" (offered in French only) aims to prepare
students for the difficult and sometimes confrontational situations
encountered in the hospitality industry while handling customer complaints
by engaging students in theater and role play.
3. English Composition, with emphasis on grammar, writing style and critical
thinking, aims to enable students to pass the TOEIC exam with a minimum
score of 750, the minimum level required to pass into M2. Content revolves
around hospitality and management themes and incorporates methods used
in project management, such as researching, referencing and citation.
In M2, the principles of communication learned in M1 are reviewed and
integrated in to many courses (notably Leadership, Intercultural Management,
Strategic Human Resource Management and, of course, Project Management).
The objective of these communication classes is to establish cooperation and
transversal learning, thus transmitting methods and standardizing academic
formats used in all other ESHotel master courses.
In this manual, communication context is that which hospitality professionals
encounter daily in their hospitality careers: team building, leadership/
followership, interculturality, feedback and delegation. And so much more!
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4.2 Team Building
"Team" is not a word we use lightly; it has to be earned through practice and
performance. That is why we focus on team building both in M1 and M2.
At the beginning of the semester, students are shown a list of potential projects
suggested by the professional advisory board. During Orientation, the subjects
are discussed and students are asked to prioritize their preferences. The final
selection of team composition is determined by the lead teacher who - to the
extent possible - makes sure that each team has a reasonable balance of
competencies in written English, math, marketing and finance. Leaders and
deputy leaders are selected among volunteers. Every effort is given to select
multicultural groups and to avoid putting friends or couples together.
Initially, following group assignments, a certain amount of difficulty is expected
and is considered healthy in that it offers students the opportunity to practice
their communication skills. It often showcases intercultural differences in
communication styles that students would not otherwise experience first hand.
Teams usually include a minimum of four and a maximum of six students. The
leader is announced and reconfirms his/her willingness to lead the selected
group. A deputy leader is assigned to second the leader in order to lessen the
risk of over-burdening one person.
Only then does the group start its progress toward becoming a team.

4.2.1 A Group or a Team?
What is the difference between a group and a team?
The classic definition of a team is that it is a group of people with a common
goal. The corollary is that a group of people is not necessarily a team. Moving a
group to a team requires time, effort and a certain alchemy that may or may not
happen. If the group is beset with even one person who is uncooperative,
negative or lazy, or a leader who shirks his/her duties or misconstrues
leadership for a bossy, dictatorial manner, then there is not much hope of
creating a team.
That is precisely why we ask our students to consider with equal importance
both leadership and followership. Good followers are those who are capable of
providing sufficient feedback to the leader so that the leader may readjust
his/her approach to better suit team development. It is normal that certain
individuals may challenge the leader's authority; every attempt is made early on
to get consensus on roles, specifically through the establishment of the Terms of
Reference and a Project Plan in the beginning days.
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4.2.2 Removal of a Team Member or Leader
Due to the substantial weighting of the project management course - 21 credits students dismissed from the course compromise their ability to complete the
academic year. Therefore, the school director and head teacher will consider
dismissal of a student from a project only if there are concrete, welldocumented, and repeated factual reasons (as opposed to interpersonal conflicts
among team members) to support the case.
Causes for dismissal may be:
1. repeated absence, even for legitimate reasons such as illness, work or
family obligations;
2. inability or unwillingness to complete assignments;
3. refusal to apply anti-plagiarism procedures to research or to use other
methods taught in class; and
4. offensive behavior or language, verbal or physical abuse.
In extreme cases, the procedure for the removal of a team member or a team
leader is as follows:
1. A documented, written case must be submitted by email to the lead
teacher who will then discuss the problem(s) with the team. The lead
teacher will then investigate by interviewing all parties involved and
moderating a debate. Solutions will be proposed and deadlines for
progress imposed; the team and/or individuals causing conflict are
coached and followed closely until the problem has been resolved. If the
problem persists after two weeks, then the issue is taken to step two.
2. The lead teacher discusses the issue with the head of school. (Any student
taking problems directly to the head of school will be referred back to the
he lead teacher.) Only proven, well-justified reasons for removal from the
leadership position or from the team will be considered.
All complaints must be submitted early in the semester (prior to November).
Last minute requests will not be taken into consideration though intervention
will be attempted.

4.2.3 Communica ng with the Team and your Lead Teacher
The main responsibility for team communication lies with the leader. The
leader will be responsible for obtaining consensus on meeting times, deadlines,
cost (if any), task division and deliverables. The leader will issue reminder
notices sufficiently in advance so that no one can claim ignorance of deadlines
and obligations. The leader (or deputy leader) will draft all meeting reports
unless delegated to another team member. The leader must be ready and willing
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to communicate with the lead teacher both personally and via email in a timely
fashion.
In order to transform a group of people into a team, a leader must focus on three
things:
1. context: reminding the team what the point is of the project and why the
team is working on it;
2. clarity: making sure every person on the team knows his/her role
(exactly what he/she is supposed to do); and
3. accountability: establishing early on what will happen if team members
don't do what they are supposed to do.
Some of the qualities that will distinguish a leader from the pack are:




trust: credibility established through consistently reliable performance;
empathy: ability to listen to teammates on a human level and be able to
see others' viewpoints (Emotional Intelligence); and
mentorship: a willingness and commitment to train, encourage, integrate
and even promote diversity and talent on the team (Nayar, 2012).

Leadership traits that might develop trust and respect are presence, attention,
assertiveness, accountability, authority, discretion, responsibility and fairness
(Henke, 2012).

4.2.4 Delega on
Delegation of tasks is crucial for the leader to be able to function properly. By no
stretch of the imagination should the team members think that the leader is
supposed to do all of the work. A good leader knows how to judiciously spread
the work load - or delegate - equally between all of the team members. A leader
who is unwilling to delegate, be it for fear that other people on the team may not
perform to the leader's standards of perfection or due to a predisposition to
maintain total control, is not a good leader.
Delegation empowers and motivates team members.
SMART delegation (Drucker, 1954; Blanchard, 1988) is one of the tricks of the
trade:
S
M
A
R
T

simple
measurable
achievable, agreed
realistic
timely, time-bound

S
M
A
R
T
E
R

simple
measurable
achievable, agreed
realistic
timely, time-bound
ethical, exciting, enjoyable
recorded

Figure 18 SMART definitions for delegation (Drucker; Blanchard et al)

ESH Project Management Program Course Manal - All rights reserved ESHotel

48

It may be challenging for a young project manager to decide how much freedom
to allow on each delegated activity. Inexperienced people and young people may
need clear, detailed instructions whereas older, more experienced people may be
offended by too much input and consider that the leader is "micromanaging",
which communicates a lack of trust in the team member(s). To get results,
leaders need to adjust their styles to the differences in personality and working
styles on the team.
One of the problems we have encountered on teams with French students is an
unwillingness of team members to fully invest the role of leader with any
authority. This misguided egalitarianism may compromise the team's ability
to function. On the contrary, it is necessary for the team members to assume
their indispensable role of followership for the group to become a team. A good
leader is perforce someone who has at some time been a good follower. He must
develop his own auctoritas - recognition by the team members of his legitimacy
as the leader - through astute understanding of how to get everyone focused on
the common objectives.
(N.B. Auctoritas should not be misconstrued as authoritarianism. Authoritarian,
democratic and laisser-faire leadership styles will be discussed later, in section
4.4 on Team Meetings).
An effective leader has the right and responsibility to help all members of
his/her team to learn all aspects of the project, and this may involve some
training and supervision. Since all members of the team will be expected to
perform equally well during the final jury presentation of the project, the leader
needs to constantly evaluate the readiness of the team members.
Regular and frequent evaluation of and feedback to teammates are important
to enhance team performance and motivation.
The team leader may assess progress by referring to the Terms of Reference and
Project Plan established at the beginning of the project to make sure his/her
team is on track. The leader should ask himself/herself the following questions:






Are all teammates contributing equally?
Does everyone understand the tasks and objectives?
Are team meetings held often enough and carried out efficiently?
Are the objectives reasonable and attainable?
Am I, the leader, delegating and communicating enough and properly?

Team members may assess the leader's performance on:





feedback: Is the leader communicating both positive and negative
feedback in an acceptable manner and with sufficient frequency?
training: Is the leader willing to clarify objectives and offer training?
delegation: Does the leader delegate tasks equally?
style: What is the leader's decisional process, autocratic or consensual?

ESH Project Management Program Course Manal - All rights reserved ESHotel

49



administration: Is the leader strict on administrative procedures such as
reporting and deadlines?

4.2.5 Feedback and posi ve reinforcement
Feedback theories have been around for centuries. It was Catherine the Great,
the eighteenth century Empress of Russia, who first advised to praise loudly
and blame softly (Wikiquote, 2012). This is still a good rule to follow, and in the
hospitality industry we need to clarify that "blame softy" means avoiding public
scolding of personnel. In the case of serious negative feedback, the leader is well
advised to communicate with the offending party in private, away from the ears
of colleagues.
The other feedback system that we use at ESHotel is the so-called "American"
sandwich method (Ash, 1984). It is based on the realization that we often
forget to tell people when they are doing something well or right. If we praise
them, then the sting goes out of the following criticism and lessons are more apt
to be learned. Thus the method is:
1. Give positive feedback: Tell them pleasantly and sincerely what they are
doing right/well/correctly; this will show them you are paying attention
to them and value them. (Wheelan, 2005)
2. Offer some corrective feedback by stating matter-of-factly and without
undue emotion what could be done better and in what manner. State the
correction as a proposal to just do another job: "Your task the next time is
to..." Inquire if the person understands and has the skills to complete the
task asked of him. If not, make sure you provide sufficient training or
mentoring.
3. Offer reassurance or support by giving encouragement that the person
can achieve better standards or higher goals. ("I am sure that you can do
that." "I trust in your ability to master that.")
Above, all learn to eliminate the word "but" from your feedback in step two
above. For instance, "You did a good job on that but..." will immediately negate
the positive feedback. It teaches others to always be "listening for the other shoe
to drop", as we say metaphorically, so that they never register the praise.
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The “American” Sandwich for Effective Feedback
Toasty
Praise
Tasty Task
Talent
Support
Figure 19 19 Sandwich feedback ,DiscoverySchool.com (2012)

A team leader must communicate progress and successes regularly to everyone
on the team and attribute credit where credit is due, to individuals or to the team
as a whole. A good leader never puts blame on his/her team nor takes praise
exclusively for himself/herself. The leader needs to understand that he/she
alone must take blame for team failure while sharing team success.

4.2.6 Repor ng
As a line manager in a hotel, a team leader will be asked to report upward at
regular intervals. At ESHotel, team leaders are thus expected to report regularly
to the lead teacher in formal, scheduled meetings where they will be expected to:




summarize project progress in two or three minutes,
identity problems and interpret the findings, and
make recommendations and propose solutions to problems evoked.

Both at ESHotel and in corporate life, time is limited. Thus, it is recommended
that leaders submit regular reports - solicited or not - to their immediate
hierarchy using the management-by-one-page rule. That means that your
report, including interpretation and recommendations should not exceed one
page, unless you have been specifically asked for more detailed information.
Your boss just needs to know that your team is "on target". Do not submit a
spread sheet unless you are asked for it.
At ESHotel, leaders and/or deputy leaders will be expected to give the lead
teacher a weekly three-minute oral report on team progress. They should bring
an updated Control Binder containing fully completed Team Meeting Sheets, for
possible discussion and grading to each meeting.
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Figure 20 One Page Report (MS Office free clipart, 2012)

4.3 The Team Process
As we have seen above, teams are different from groups and do not happen
overnight. They require time, patience, consideration, openness, flexibility, and a
lot of serious communication on the part of both the leader and followers.
Teams are rarely self-selected and often composed in random selection. At
ESHotel, teams are composed both by taking student preferences into account
when possible while adjusting for proficiencies in language, math and other skills
in order to optimize each team's potential for success.
According to Bruce W, Tuckman's now-classic model of group development
(1965; 1977), there are five stages of team development:
1. Forming - People are grouped voluntarily or involuntarily to do
something; each person has his own idea, standards or timing about how
to accomplish the task and may express enthusiasm and positive resolve.
2. Storming - The group starts to work together and discovers differences
in approach, styles, and interpretations of objectives. Differences cause
irritation, frustration, anger, disappointment and other strong emotions
that interfere with progress and lend themselves to misunderstandings.
The leader's authenticity in that role may be challenged, particularly by
those students who are disappointed for not having been selected as
leader. Cliques may form, creating "them-versus-us" behavior. Certain
participants may try to "drop out" by no longer participating or attending
meetings, fabricating excuses for not providing expected work or
contributions.
3. Norming - After some push and pull involving discussion and clarification
of roles, objectives, timing, standards, and expectations, team members
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eventually settle down to work despite their differences because they
realize that it is in their mutual interest to attain the final goal.
4. Performing - The team attains "cruising altitude" where all systems and
people are working well together toward the final goal. Team members
have developed respect for each other or have at least settled into helping
each other perform at their best. Everyone is positively focused on the
same outcome and determined to meet the imposed expectations.
5. Adjourning - Sometimes, when a team reaches its goal and has delivered
its finished product or project, there is a moment of let down. There may
be feelings of relief or regret to see the team disband. The good feelings of
performing well together dissipate and are replaced by the anguish of
‘’What Next?’’ It is highly recommended that teams observe some kind of
formal ritual, be it a party or a final meeting to evaluate performance, to
end a project, or to bring closure to the project.

Forming

Each team member arrives with
expectations and a set of norms.

Storming
Differences are often a source of
misunderstandings

Norming
Team members find a way of working
together despite their differences

Performing

Team member benefit from each
other’s experience and all are enriched
by the sharing. They grow or "bloom"
together. The team succeeds.
Individuals attain their full potential.
Figure 21 Team Development process (Tuckman, 1965; Kleinschmit, 2004)

ESH Project Management Program Course Manal - All rights reserved ESHotel

53

Team performance can be depicted as follows:

Performing

Norming

Storming

Forming

Figure 23 Team performance impact

Figure 22 Team performance process

Performance, in terms of the process, can thus be predicted as follows:





Forming - Low average performance
Storming - Null to low performance
Norming - Low to average performance
Performing - High average to top performance

Determining how much time it takes for a team to perform is difficult to
calculate. At ESHotel, the overall semester is five months, from the beginning of
September to the end of January; groups are assigned in early September. Most
groups have settled into tentative teams by October and functional teams by
November. While we have seen teams pull together in extremis as late as
December, the delay in reaching the performing stage usually has dramatically
negative effects on the project results.
What is the impact of team size on performance?
According to Mitre.com, the optimum team size is between seven and eleven
people (Mitre.com, 2012). Larger teams make it difficult for individuals to
express themselves and can lead to loss of motivation and talent. Smaller teams
do not offer enough diversity to fuel team learning through sufficient sharing of
expertise or talent development. Consequently, a team needs to be large enough
to supply a certain amount of diversity in knowledge, skills and experience yet
small enough so that all members know each other, have strong personal regard
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for each other - recognizing both strengths and weaknesses - and take on specific
roles in order to meet the common goal.

Figure 24 Team Capability vs. Team Size Nominal Curve (Mitre.com, 2012)

ESHotel strives to develop teams of four to six people, with no fewer than three
and no more than six. This decision was dictated not only by the size limitations
of the class, but also for reasons stemming from certain studies, including the
famous one done by Frenchman Maximilien Ringelmann (1861–1931) who
analyzed people's efforts as they worked alone and in groups at pulling against
each other on a rope in a game of tug of war. He then measured the pull force. As
he added more and more people to the rope, Ringelmann discovered what is now
known as "the Ringelmann effect", that while the total force generated by the
group rose, the average force exerted by each group member declined. This
discredited the theory that team effort results in increased effort. Ringelmann
attributed this to what was then called "social loafing" (paresse cachée), a
condition where the slacking off of individual members is "hidden" because of
the team effort. (To avoid this effect at ESHotel, team leaders are asked to assess
individual team members' contributions on a weekly basis. Also, the final 360degree evaluation of all team members will reveal and penalize social loafing.)
According to J. Richard Hackman in the Harvard Business Review (2011), "The
larger the group, the higher the likelihood of social loafing, sometimes called free
riding (parasitage), and the more effort it takes to keep members' activities
coordinated. Small teams are more efficient--and far less frustrating."
Probably the best justification of small teams is that members themselves prefer
teams of four or five as being most efficient (de Rond, 2012). The jury is still out
on whether odd or even numbers contribute the most to high performance.
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It is also thought that teams do better with one less person than is comfortable to
do the job easily. By keeping the pressure on through careful understaffing, team
members may feel more responsible and motivated to perform better. Also, in
smaller groups, individual efforts are more conspicuous and open for praise,
which also motivates individuals to perform better. (Managing People at Work,
2012.)

4.4 The Team Meeting Format
As we have seen above, there is a potential conflict between the relatively long
time required for a group of people to transform into a team and the urgency
with which high performance is desired. In order to solve this conundrum,
ESHotel recommends applying the Team Meeting Model in all of its master
classes.
Used correctly and systematically, the Team Meeting Model is both an
organizational and energetical tool that can increase productivity by improving
the atmosphere, participation, creativity, empowerment, awareness of others
and others' awareness of the team. Further, it refocuses energy away from "the
boss" and more on lateral exchanges between members of the team, thus
reinforcing learning.

4.4.1 Mee ng organiza onal structure and polarity
Most organizations use a rigid, traditional and structured meeting format with
meetings always taking place in the same room, with the same people playing the
same roles, and seating distributed either around a large table or in a U-shaped
configuration. People know how this works so they arrive late. The addition of
an agenda means that meetings are apt to be boring because they are focused on
reports and PowerPoint presentations. This kind of ritualized process usually
corresponds to a corporate or national culture that prizes analysis and
predictability. In such a configuration, it should not be surprising that it is
difficult to bring change to that culture. (Cardon, 2004)
Meeting room formats and polarity, or the the locus of power and energy, will
have an inversely proportionate impact on creativity in problem-solving, coresponsibility, empowerment and corporate culture development. The more
power is concentrated in one person or role, the more likely the result in the
opposite pole or roles will be passivity or resistance. This is very much like a law
of mechanical physics that predicts that expression of energy will produce an
automatic counter displacement of energy in the other direction,
The following examples demonstrate this "law" of human polarity and explain
the reasoning for trying to establish circularity rather than polarity on a team.
A redistribution of power on teams to include more sharing of responsibility will
empower teammates, transform resistance to creativity, and
facilitate acceptance of corporate culture or team goals.
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Polarity,
reprinted with permission from Alan
Cardon, Metasystemes (2012)



The Institutional or Paternalistic Model: In this model, the locus of
power is the leader and the audience is treated as a fan-shaped block. The
more dominant the leader, the stronger the energy he projects, and thus
the more there is likely to be passivity or resisance in the audience.
This model, dominant in French corporations and traditional hierarchy, is
also the model for public speaking.



The Technocratic or Northern Model: This is another
kind of boss-oriented, paternalistic model even though
the boss may not necessarily be present. The
discussion is controlled, analytical, intellectual and
focused on content to present to the boss. The
"leader" may actually be just an overhead projector
through which all participants run their PowerPoints
through. This model is good for just sharing information.
Figure 26 Technocratic Polarity,
with reprinted with permission from Alan
Cardon, Metasystemes (2012)



The Relational or Clannic Model: Here it looks like
everyone is equal, including the boss, who is just part of the
group. The risk of this configuration is that polarity will
eventually take over and two cliques or clans will
emerge with "barons" staking out their territory. Used
judiciously, this style of meeting provides interesting
information to the leader so that he can identify the push
and pull energies on his team.
Figure 27 Relational Polarity,
reprinted with permission from Alan
Cardon, Metasystemes (2012)



The Circular, Network, or Matrix Model: In this model,
there is an opportunity for transversal communication,
knowledge sharing, and creativity. However, because it
appears to be chaotic and de-structured it will be
experienced with frustration if the rules are not first
learned and obeyed.

Figure 28 Circular Polarity, reprinted
with permission from Alan Cardon,
Metasystemes (2012)

While all models have their uses, the Circular or Matrix Model is the one that best
supports good team objectives of improving communication and reducing social
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loafing. It is the model we encourage during group work at ESHotel.

4.4.2 How to use the Team Mee ng Model

The Team Meeting Model will help the team get off to rapid productivity as long
as simple guidelines and roles are adhered to. They are as follows:
Time
Most work can be accomplished in short meetings - the shorter the better! At
first, do a trial and error test to see how groups perform in sessions of fifteen
minutes per topic. If too short, increase the sessions to twenty or thirty minutes
in increments of five minutes. Remember that keeping some time constraints
will help team players focus.
Each session should start out with a clear statement of the purpose for the
meeting: What is the objective? What problem needs to be solved? If you have
four items on your agenda, it would be advisable to break the hour into four
separate Team Meeting sessions, each devoted to a separate subject. If the team
finds a solution in less time than allotted, then the meeting is adjourned and the
group moves on to the next subject.
N.B. Each session must have different people in the team roles at each session in
order to maintain circularity!
Rules
1. Be on time.
2. Respect your role and the time limit.
3. Look at team members in the eyes.
4. Sit straight or on the edge of your chair to
convey attention and energy.
5. Take responsibility for yourself and
participate often and thoughtfully.
6. Avoid monopolizing the discussion. If you
have several things to say, space them out in
time.
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7. Allow yourself the right to be wrong; listen to
others' opinions.
8. Keep humor light and infrequent.
9. If two people are blocked in a debate, ask
others to give their opinions.
10. Thank everyone on the team at the end of a
timed work session. (Cardon, A., 2008)
Figure 29 Team Meeting Rules (Cardon, 2012)

Roles
Throughout the exercise, each person will play two roles: a participant in the
discussion and a team function. Each person on the team needs to have the
opportunity to play each role several times, including the team leader. This
programmed systemic rotation contributes to the circularity and thus
improves the team's performance.
The team roles are clearly defined in the following table:
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Team Function / Role
Boss: In the classroom, the "boss" is the teacher:
The boss does not intervene in the meeting. S/he listens outside the
circle; his/her silence is his approval of what's going on. S/he only
speaks if s/he does not agree with the team's conclusions but must
refrain from trying to form or feed the team's conclusions.
Facilitator:
1. The band leader or conductor, s/he manages the group's energy
during the meeting session.
2. S/he is the only person who can get up and write on the
blackboard.
3. S/he coaches the group in case of conflict.
4. S/he is at the group's service; encourages everyone equally to
participate (and to turn off cell phones and computers).
5. S/he does not look at the person who is speaking, to show that s/he
is listening and not trying to influence the speaker's participation.
Timekeeper:

Every 5 minutes, s/he announces the time that has gone by and the
time that's left.

S/he manages the rhythm of the discussion by announcing the time
but is not alone responsible for the group's respect of the time
passage.

S/he can announce before the end of the discussion that it's time to
draw conclusions.
Decision Driver:

S/he is the meeting scribe but NOT the secretary. S/he writes
down, word for word, what the group decides.

S/he pushes the group to take decisions.

S/he passes out copies of decisions taken at the end of the meeting.

S/he gives the oral presentation of the conclusions at the end of the
session if an oral summary is requested in the classroom.
Meeting Coach:

In a monologue at the end of the meeting, s/he gives each
participant a hint at how to improve participation the next time.

The coach starts by a self-evaluation. (Was the coach able to
multitask, that is, to notice other people while participating in the
discussions? Did the coach notice positive aspects or just critical
aspects of the group?)
1. The preferred feedback model is the American sandwich
technique (+ / - / +). Example: "Joe, I think you offered some good
ideas. Your task the next time is to wait until other people have
finished their sentences before speaking. I'm confident that you can
do that with practice."
Host: If the situation is relevant, this is the member of the team who
receives the team and who takes care of everything for the team
such as supplying coffee, water, pencils, etc. S/he is the only one
permitted to leave the room, for instance, to see about the heating
or the air-conditioning or to go for photocopies, etc. (Obviously, if a
participant needs to leave the room for personal reasons, it is
permitted; however, all participants should turn off their cell
phones and computers during the exercise.)

Participant Role
(Boss / Teacher - the person
who will evaluate the team)

Participant

Participant

Participant

Participant

Participant

Figure 30 Team Function Roles, (Cardon, 2004)
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4.5 Leadership Assessment, according to I Opt
As mentioned in section 4.2.3. above, the main responsibility for team
communication lies with the leader. That is why leadership as well as intercultural management are addressed in depth at the M2 level in conjunction with
the Strategic Human Resource Management course. Nevertheless, students in
M1 also are offered the opportunity to have their leadership style preferences
analyzed by Professional Communications, Inc., USA, in return for a thirty-dollarper-person fee that is included in school tuition.
Consequently, this manual section deals only with the I Opt Leadership Survey
that students take during orientation and does not attempt to discuss other
assessments such as the Meyers-Briggs Type Indicator (MBTI). The one-page,
twenty-four-question I Opt survey in English takes about ten to fifteen minutes
to complete on a computer. The completed questionnaire is then sent by email
to the USA for analysis.
The results describe a "snapshot" of the person today and do not necessarily
indicate a life-long profile. Indeed, over the years of using this evaluation tool,
we have seen that there is a typical "student profile", which favors the detailand obstacle-oriented-let's-not-take-any-risks axis. We expect that as students
increase their professional experience, they will be forced to move upward on
the action axis to a more professional profile.
A 14-page Advanced Leadership Report is then generated in English and sent
to ESHotel for distribution to the student. A personalized coaching session is
scheduled for each student separately with the program lead teacher or class
coach. During the coaching session, the student discusses not only his own
leadership profile but also those of his fellow teammates. By understanding
what different profiles imply (strengths and areas in need of understanding or
improvement), students are more willing to adapt their team participation
approaches to the needs (strategies) of others.
The I Opt survey does not measure Intellectual Quotient (I.Q.), nor does it
characterize student personalities. Rather, it assesses how students process
information, thus revealing their preferences in dealing with input and predicts
their style of output. (The assessment was developed by academics in the USA
and meets all criteria for studies grounded in science).) Identifying a person's
needs, strategies and style reveals his strengths and vulnerabilities. Every
strategy has both. (Professional Communications, Inc., 2012)
No one person behaves consistently in just one or two styles. We are all capable
of accessing all styles but we usually strongly favor one or two: a dominant style
that we use instinctively, out of preference; and a secondary style that we adopt
when we are unable to use the dominant style due to some change in the
environment. An example of this change of style would be that we might like to
pursue activities requiring lots of action, quick reflexes and rapid decisionmaking but when we are asked to write an academic paper we knuckle down to
focus on detail and insist on taking our time. This is a needs-driven change of
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strategy. The Advanced Leader Report takes a look at the two style preferences
(needs) and discusses what might drive each student's change of strategy.
But what does this have to do with leadership?
Leadership can be defined as a process whereby an individual (the leader)
influences a group (or team) of individuals to achieve a common goal. It is a kind
of equation establishing a balance between the leader and the followers. Before
we can expect our students to guide others, we need them to first understand
that leadership is about juggling the strengths and vulnerabilities of the
aggregate of the leader's and the followers' approach.
To simplify, the I Opt systems uses the following four styles. [N.B. The plus and
minus signs have been added by ESHotel to indicate which traits are generally
considered to be positive (strengths) and negative (weaknesses) though this may
naturally vary with project objectives:
Reactive Stimulator:
+ action-oriented, decisive, rapid response, high intensity, opportunityoriented, high information sharing;
- dislike of detail, short range horizon, uncertain focus, low rule
compliance, low certainty of outcome
Logical Processor:
+ action-oriented, decisive, measured response, methodical, high
operational detail and clarity, high rule compliance;
- moderate range horizon, reserved information sharing, obstacle oriented
Hypothetical Analyzer:
+ analytically-oriented, high conceptual detail, high certainty of outcome,
clarity, and rule compliance, good planning;
- reluctant execution, hesitantly decisive, project level horizon, reserved
information sharing, obstacle-oriented
Relational Innovator:
+ idea-oriented, rapid idea generation, high creativity, opportunity
oriented, high information sharing;
- minimal detail, low rule compliance, uncertain focus, uneven quality, low
certainty of outcome and clarity, outline planning
Since no one person consistently uses one or the other style and may fluctuate
between styles rapidly, the I Opt systems considers that there are four categories
that represent "averages" between two polarities. These averages offer attitude
types that are excellent career-preference indicators.
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Changer: the "average" between Reactive Stimulator and Relational Innovator:
+ experimental orientation, high uniqueness, rapid deployment;
- uneven optimality, disruption factor, incomplete specifications
Performer: the "average" between Logical Processor and Reactive Stimulator:
+ resolution-oriented, prompt response, satisfactory optimality,
practical methods, good tangible outcomes;
- task specific, intense focus
Conservator: the "average" between Hypothetical Analyzer and Logical
Processor
+ precise execution, high certainty of outcome, careful planning and
procedures, methodical, high commitment;
- low risk tolerance, deliberate (slow) response, skeptical posture
Perfector: the "average" between Relational Innovator and Hypothetical
Analyzer
+ evaluation/planning-oriented, analytical methods, conceptual
optimality, contingency focus, high certainty of conclusion;
- no risk tolerance (low action), unhurried response, considered
skepticism
After the identification of the student's preference styles, the individual's results
are compared to the average population.
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Figure 31 I Opt Leadership Graph (reprinted with permission)
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The styles are then plotted on two axes:
//
REACTIVE STIMULATOR

PERFORMER
3.3%

LOGICAL PROCESSOR

RELATIONAL INNOVATOR

CHANGER
1%

PERFECTOR
22.1%

CONSERVATOR
73.6%
HYPOTHETICAL ANALYZER

Figure 32 I Opt Leadership Style diagram (reprinted with permission)

During leadership coaching, students are encouraged to see both the advantages
and disadvantages of their personal profiles as well as their teammates'. They
are brought to understand that:
a) there is no one particular style that makes a better leader than
another;
b) good leadership depends on the leader's capacity to adapt to the style
of his teammates by delegating tasks (when possible) that satisfy the
needs of each individual, thus the importance of assigning roles to
each team member;
c) the rigors of professional life will force students to modify their styles,
usually upward on the central axis toward more action and less
dithering in perfectionist mode, for which they may not be rewarded
in the field.
In this sense, students understand that leadership is also about followership, or
adapting one's style to the needs of the project as well as to teammates' profiles.
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4.5 Intercultural Intelligence

4.5.1 Introduc on: Emergence of "interculturality"
There is confusion about whether studies in this area should be called: "crosscultural" or "intercultural". Within the field, a subtle distinction is recognized:
"cross-cultural" implies "bridging" a gap, whereas "intercultural" implies "filling"
the gap. (To this we can add another dimension: "intracultural", which will be
developed further later in this chapter.) In general, professionals in the
hospitality field believe that filling the gap is the most conducive to bringing
peace and harmony to the world (Kleinschmit, 2005) so we will prefer the
terminology "intercultural" in this course.
With just what should we "fill the gap" to make it easier for hospitality students
to interface seamlessly with international clientele around the world? Should we
study just The French and The English? By The "English", do we mean The
British or The Americans? What about the BRICs, South East Asia and Africa?
And Arab culture? Is it the same as Muslim culture? Is there a Jewish culture? Is
it legitimate for us to even lecture about cultures from our own "ethnocentric" or
self-important self-cultural point of view? Should we be teaching cultures of the
past or be preparing students for the post-modern culture of globalization with
its social fragmentation and cultural fusion? Just how do we get it right?
To best address the needs of hospitality students, the study of interculturality at
ESHotel aims simply to:





increase sensitivity to others in general so that they may fulfill their
roles as positive agents in the service industry;
heighten self-awareness through regular, targeted feedback so that they
can better evaluate their impact on others, avoid racism or hurtful
behavior toward other cultures, and behave with aplomb and diplomacy
during their internships; and
recognize and translate individual competencies to leadership
competencies that will enhance teamwork.

Overall, it is hoped that students will gain a sense of appropriateness through
the awareness of context which can only be achieved in conjunction with body
awareness and breathing techniques (Castiglioni, 2012) initiated in the
Orientation program as well as learning the basic principles of NLP (Neurolinguistic Programming), which are integrated into the course.
Instead of giving students a list of rules or ‘’Do's and Don'ts’’, as has been done in
the past, thus reinforcing questionable stereotypes, we hope to provide our
students with a pass key to unlock their ability to decipher foreign cultures.
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This short guide sets out:
1) to provide a framework of understanding that students can apply to
any culture, be it national or corporate culture; and, more important,
2) to develop self-awareness (Care) in our students that will help them
relate to others (Connect) in a pleasant manner (Enjoy) so that they can
perform at their peak (Commit), thanks to which they will earn the
gratification of intercultural relations (Enjoy).
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Figure 33 Intercultural Performance Pyramid, C. Konold (2012)

4.5.2 History of intercultural studies
The "father" of intercultural communication is Edward T. Hall, an American who,
in the 1950s, was the first to identify that different cultures have different
concepts of space and time (The Interculturalist, 2011). For instance, in Western
cultures we don't like to have people stand too close to us, but in some cultures,
it's culturally recommended (perhaps, as was once suggested to the author,
because you can tell a lot about a person from his breath and you would not want
to make a contract with a person in bad health). Hall labeled different cultural
concepts of time: "monochronic" for a culture valuing punctuality, which applies
to Germanic and Anglo-Saxon cultures) and "polychronic" for cultures which
have varying concepts of time, depending on context, which usually describes
Latin or southern cultures.

ESH Project Management Program Course Manal - All rights reserved ESHotel

67

Hall also made a distinction between high-context and low-context cultures. (See
Appendix 4.1 High-Low Context & Monochronic & Polychronic Time Priorities.)
By high context, he implied that the culture was "readable" only by the in-group
that already knew the bells and whistles, the secret codes. On the other hand, in
a low-context culture, what you hear and see is exactly what is meant; you can
count on face value and do not need to read between the lines.
Some high context cultures are: Arab, Chinese, French, Japanese, Russian,
Turkish, Vietnamese and Midwestern United States. Some low-context cultures
are: North American, Australian, English, Canadian (English speaking), German,
Irish, New Zealander, and Scandinavian. (Hall, 1976)
Since the 1950s, other researchers and philosophers have taken it many steps
further, developing not only theories on national cultures but also corporate
cultures. Some theorists whose ideas have enriched this text are Kalvero Oberg,
Geert Hofstede, Fons Trompenaars and many more. (The Interculturalist, 2012)
"Culture" refers to reference points (values, behavior, objects) shared by a group
of people resulting in an identity with distinctive and similar expectations.
Culture enables people to make (the right) decisions; thus, it reduces or
eliminates feelings of anguish or insecurity. When a culture is threatened by
diversity (not only other cultures but also gender, age, sexual orientation or
race) the group tends to become insecure and aggressive. Diversity becomes an
issue only if a culture creates subgroups and self-serving biases kick in. A culture
that perceives itself as being under attack will reaffirm itself (Kleinschmit, 2005).
A example of this is the continuing resistance by certain categories of the Muslim
population to laws banning headscarves in both France and the United States
even though this practice is not specifically mentioned in the Qur'an (Dorminey,
2012) (Qur’an 24:31 from en.wikipedia.org).

4.5.3 Economic, poli cal and emo onal consequences
Intercultural understanding is essential in this day and age, when there are
economic, political and emotional consequences that also specifically impact the
hospitality industry:


Thirty per cent of all international mergers fail because of lack of cultural
understanding. (Global Relocation Trend, 2006)



Forty to fifty per cent of expatriate business people leave their jobs when
they return from an overseas posting because the home company does
not understand that the former expats are having cultural troubles readjusting to their home culture, thus increasing staff turnover and
retention costs. (Global Relocation Trend, 2006)



Since September 11, 2001, the US-based Sikh community has come under
attack because of people's misguided belief that Sikhs are Muslims.
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(Newsday, 2012)


Tourists traveling to foreign cultures inadvertently dismay local
populations. For instance at the Club Med Cherating Malaysia, local
Muslim populations were scandalized by bikini-clad clients, thus causing
commercial problems for Club Med once they were forced to apply a ban
on bikini-wearing. (Spokesman-Review, 2002)



Recently, thousands of dollars have gone into toilet seat replacement in
the West where traditional wooden or plastic toilet seats have been
ruined because Asians and Middle Easterners, who prefer so-called
Turkish or squat toilets, stand on the fragile toilet seat rims with their
shoes, ruining the finish or breaking the seat altogether. This cultural
habit was addressed directly and remedied by International College
Wales Swansea by putting up toilet-use instructions. (BBC News, 2012)

Figure 34 Toilet Use Instructions, International College Wales Swansea (ICWS)

Unfortunately, this relatively easy and direct solution has not been
adopted everywhere. Consequently, tourists are finding more and more
that public and even private commercial facilities are simply removing
toilet seats or, on highways, coming up with all-porcelain seats that also
accommodate feet. To complicate toilet etiquette even further, some
German traditions consider it impolite for men to urinate standing up
(Hennes, 1987). In Greece, it is assumed that everyone knows one should
put used toilet paper into a waste basket rather than flush it down the
toilet so as not to overburden fragile septic systems.
The upside to these cultural differences is that it leads to lots of creativity
and humor. (For everything you ever wanted to know about bathroom
etiquette you can consult The International Center of Bathroom
Etiquette's Web site at http://www.icbe.org/.)


In the early 1980s, prior to faxes and Internet, France lost an important

multimillion dollar contract to sell planes to Malaysia because the functionary in
the back room in Lyon who received the telex messages from the Malaysian
government refused to give the telex the required priority, simply because he
assumed Malaysia was a developing country and thus not worth any attention.
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Not only did this cause a significant financial loss to France, it also nearly created
a diplomatic incident. (de La Mettrie, 1987)



Also in Malaysia, a Frenchman came to the capital, Kuala Lumpur, to try to sell
the ATR 42, a 40-place short-hop turboprop to the Malaysians for internal
flights. When one of the Malaysians in attendance asked him for the exact
number of seats on the plane, the Frenchman replied, "In principal, forty but
given the small stature of Asiatics, you could probably get 50 in." This comment
shocked the Malaysians and of course France lost the sales, resulting in
considerable financial loss for French industry. (Annoot, 2012)

4.5.4 The process of interculturality
The following describes the process we go through when we travel or live
abroad and have to function in another culture. This same process can be
applied to changing corporate cultures.
1. First contact: From the base of our own, home culture (first culture),
we start to inform ourselves about the culture we are going to interact
with, such as might occur on a trip. We are excited or scared, have only
vague ideas about the other countries or cultures (and probably a lot of
misconceptions), but our own identity is not challenged.

Figure 35 First Culture (Kleinschmit, 2005)

2. Interaction (second culture): We start to live or travel in a foreign
country (or subculture: a culture within a culture) and suddenly our
identity is challenged and we are made to feel compromised. We are
confused. We can't predict reactions or outcomes. In this stage we may
feel "cultural fatigue"; we are not sure we're really happy to be living,
traveling or working in the new culture.

Figure 36 Second Culture (Kleinschmit, 2005)

3. Shared Experience (third culture): We start learning more about the
new culture and begin to understand it. Suddenly, if things go right, we
feel happy and at ease with the new culture.

Figure 37 Third Culture (Kleinschmit, 2005)
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Involvement with the new, third culture may vary from one person to another
and, according to Kleinschmit (2005) have various end results:
a) Our home culture (white circle) meets a
foreign culture (blue) but we don't really
interact or mix on any meaningful level.

+

b) We are sort of lost, confused, and incapable of
understanding the new culture and are thus in
kind of uncomfortable culture shock.
c) We become totally bicultural, adopting both
cultures equally.
d) We mostly reject the new culture and insist
on carrying on primarily in our own culture.
e) We are like chameleons, adopting one culture
after another as we move from one country or
region to another.
f) We become so totally steeped in many
different cultures that we no longer see
diversity in the different cultures. This is
cultural "soup" that may happen, if
infrequently, to people who travel constantly.
4. Full Potential (fourth culture): According to Kleinschmit (2005), this is
the ideal, sought-for stage for all people who travel, live and work in
different cultures. It's the stage when we have a strong sense of identity
that allows us to accept each culture's differences while remaining whole.
It's feeling at home and at ease everywhere, curious to learn new cultures,
not threatened by differences but stimulated by them. This stage is what
we call "full potential" because it's a stage when self-awareness and
introspection have led to an inner ease and integration of several cultures.

Figure 38 Fourth Culture (adapted from Kleinschmit, 2005) brain fully in gear (Open Clip Art Library)
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Some famous quotes with intercultural implications
Our problems begin when we go out the door.
Paraphrase of "J'ai découvert que tout le malheur des hommes vient d'une seule
chose, qui est de ne savoir pas demeurer en repos dans une chambre."
(Pascal, Blaise, Pensées, Thoughts on Mind and Style, 139: Diversions)
"You Can't Go Home Again"
The title of a novel by the American writer Thomas Wolfe (published
posthumously in 1940) implies that once you leave home, you will never
experience it the same way when you go back. (Wikipedia, n.d.)
Figure 39 Famous Intercultural Quotes

4.5.5 An Intercultural Analysis Framework
How do we describe the differences or similarities between two cultures? Do we
say things like: "Oh, they eat snails and we don't" or "They have big families and
we have small families"? Or maybe, "They kiss with their noses!" or "Isn't it
terrible that they are so corrupt?"
The commonality in all of these observations (and judgments!) is values.
When we need to describe "the other guy", especially if he's really different from
us, we often resort to sweeping generalities (e.g., "The French eat frogs."), or
stereotypes ("Politicians are crooks.") which categorize people as a group while
ignoring their individual differences. To some measure, we cannot describe "the
other" without generalizing. Generalizations reveal our own values and what we
perceive to be the values of others.
Generalizations and stereotyping help us organize our thinking and are not
necessarily negative. They become negative when they represent ungrounded
beliefs that limit our behavior ("Americans are rich and selfish so I don't want to
have anything to do with them!"). Generalizations that dictate our attitudes and
behavior are prejudices; they are an almost inevitable result of stereotyping,
which is why it is dangerous. It can cause strong dislikes and hatred that are the
basis for racism.

4.5.6 "The Ladder of Inference"
Intercultural situations provide us with almost limitless occasions to find
ourselves "climbing 'The Ladder of Inference' ". The ladder describes the
"pathway" wherein a person selects some aspect (fact) from an observed
behavior and then adds meaning (value) which leads him to adopt a new belief
about the world. Once the belief is adopted, it acts as a kind of filter that will
accept only the data that reflect and support the belief. Finally, the person takes
action based on the belief. This handy visual image, developed by Harvard
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professor Chris Argyris (1990), helps us become aware of our thinking patterns –
and alter them – before we reach extreme stages of prejudice and racism.
Here are the rungs of the ladder, starting at the bottom:
1. A behavior is observed (fact).
The French are known for their cuisine.
2. A narrow selection of one aspect of the observed behavior is preferred.
(This filtering process is called "cherry picking".) The French eat frogs.
3. Meaning is attached to the aspect of the behavior. (Value is added.)
Frogs are slimy and disgusting.
4. An assumption is made based on the subjective meaning. If the French eat
slimy, disgusting frogs, the French must be poor or strange, or both.
5. A conclusion about the behavior based on the assumption and meaning
ascribed to it. French cuisine is for poor, weird peope.
6. The conclusion leads to a new belief which is then applied generally in the
world. I do not like weird people so French food must be disgusting.
7. Future action is based on the new belief. I hate French food and will not
eat it.

Figure 40 Ladder of Inference, Argyris, C. (1990)

People who "climb the ladder" rapidly and frequently have severely limited
flexibility and tolerance, especially in the area of interculturality. They use
straightjacket thinking by setting up rigid boundaries of their model of the world.
They use rule words like must, necessary, should, can't, won't and limiting
words like all, always, every, none, never, each, etc.
The purpose of intercultural study and training is to loosen those "rules" and
"limits" as well as to help people stay off the "Ladder of Inference". One way to
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stay off the ladder is to remember to qualify any generalizations with words like
"most", "many", "often" and "in my experience".
Here are some hypothetical examples:
"In my experience, most Argentine men are jealous." (I do not know that
they all are but every Argentine man I have ever met, with one exception,
is.)
"In my experience, many French are shy." (I do not know that they all are,
but this could explain why I always have to initiate conversation and no
French person ever asks me anything about myself.)
"In my experience, Africans are often late." (I do not know that all Africans
from all over Africa are always late, but those whom I have met are
consistently late.)
Another way we can avoid drawing incorrect and unpleasant conclusions that
may lead us up the ladder of inference to racism is to look beyond behavior and
appearances to discover the motivating factors. Those motivating factors are
called values.

4.5.7 Scanning Values
Culture is the aggregate of the beliefs, values, behaviors, attitudes and artifacts
shared by a group of people who identify with or define themselves by these
attributes (Kleinschmitt, 2005). Culture may be represented diagrammatically as
concentric circles where the first two rings are "implicit" (not necessarily visible
or expressed at all times) and the third ring is "explicit" and sensory (visible,
auditory, tactile). Our artifacts spring from our behaviors and attitudes as they in
turn spring from our beliefs and values.

1
2
3

BELIEFS & VALUES
BEHAVIORS & ATTITUDES
APPEARANCE & OBJECTS
(ARTIFACTS)

Figure 41 Culture described, Kleinschmit (2008)

ESH Project Management Program Course Manal - All rights reserved ESHotel

74

4.5.8 The Eight Core Values

SCALE

Eight Core Values of (cultural) Orientation and Preferences were established by
theorists such as Adler, Hall, Hofstede, Trompenaars, Kluckholm & Strodbeck,
Prime, and Usunier. (Cornes, 2004)

NATURE
OTHERS
POWER
RULES
ACTIVITY
AFFECT
SPACE
TIME

Domination
Individualism
Equality
Universalism
Doing
Expression
Private
Economic time
Monochronism
Past

Harmony

Present

Subjugation
Communalism
Hierarchy
Particularism
Being
Neutralization
Public
Eventual time
Polychronism
Future

Figure 42 Eight Core Values, Cornes, A. (2004)

Generally, we can use these eight elements to scan each new culture and to place
it on a scale that runs from one extreme to the other.
1. Nature
On the above scale, Nature is on a continuum from the left, or "domination",
moving through "harmony" and, at the far right (the opposite pole), there is
"subjugation". What does this teach us?
In the Western world, and particularly in the Judeo-Christian world of North
America, the cultural attitude toward nature is one of control (God commands
man to rule over the Earth and animals). This belief places value on man's
domination of nature. The implication that Man dominates Nature favors certain
cultural attitudes:



short-term mindset, goal-driven culture (high competition, "win"oriented affirmation, high ambition and a lot of "doing") and leads to
excessive domination of nature (building dams, air-conditioning, heating,
and the development of wind and solar energy to master the climate
crisis).
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The middle point is the cosmocentric mind-set of traditional Asian cultures
which value harmony with nature and believe that man needs to go with the
natural order of things. Agriculture is based on planting and cultivating "at the
right time" according to natural rhythms; it endeavors to respect the natural
growing cycle rather than emphasizing increased production at all costs.
Lastly, on the other extreme of attitude is subjugation to Nature. Humans,
mostly of isolated, self-sufficient societies with little contact with the rest of the
world, believe they have to "submit" to Nature. This leads to attitudes of:



fatalism where people perceive "dominationists" as fools (Hinduism's
karma and sacred cows; Islam's "Insh'Allah"; magic and the use of "grigri"
in Black Africa
suspicion of Western culture, leading to the propagation in developing
countries, particularly Africa, of many anti-Western conspiracy theories
(some rural cultures believe the West is intentionally infecting them with
measles, T.B. or, worse, the AIDS virus, which is why they refuse to accept
vaccines and other Western allopathic medicines). Local practices such as
"black magic" and superstition may be seen as more important because
they preserve the sacred relationship between Man and Nature.
2. Others

The second value, "Others", refers to how we view other people. The scale runs,
from left to right, from communalism in Asia, Latin-America, and Arabic
countries (where identity is defined by relation to the reference group: family,
clan, firm, and the link is considered as permanent), to individualism prevalent
in most Western countries. In the latter societies, value is placed on an
autonomous conception of self and self-actualization. This attitude is dominant
certainly in the U.S. and most Western European countries, including France.
This relationship to the other has considerable intercultural implications. There
is no "standard" value of "other" in Asia. In Korea, where loyalty to family is
highly valued, it does not inhibit individual mobility. In Japan, however, where
more importance is placed on loyalty to one's country or firm, there is less
mobility in order to preserve the value of "loyalty". (Cornes, 2004)
India represents an entirely different category where the legal unit is not the
individual but rather the "Joint Hindu Family" (the J.H.F. includes anyone with a
common ancestor). (Gosh & Basu, 2008) This has huge implications for
patrimony; it encourages joint eating practices and religious rituals between
families. A sense of otherness is difficult to pinpoint in Hindu communities.
Africa is opposed to both extremes of "communalism" and "individualism" and
falls somewhere in the middle ground. (Cornes, 2004)
The above is intended just as a short introduction to what is a vast subject. The
purpose of this current work is to inspire interest but not to delve into these
cultural themes at depth. Nevertheless, we believe they deserve further
investigation.
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The following shows some of the consequences of these values on society, from
politics and education to business and management.
POWER
RULES
SPACE
COMMUNICATION
DECISION-MAKING
PROCESS
LEADERSHIP
NEGOTIATIONS
DECISION TIME
EXECUTION

Communalistic
Hierarchical
Particularistic
Public
Implicit
Collective

Individualistic
Egalitarian
Universalistic
Private
Explicit
Individual

Authoritarian
Groups reporting to
hierarchy
Longer time/slower
Fast

Participative
Small teams of decision
makers
Fast
Longer/slower

Figure 43 Others as a value

3. Power
Geert Hofstede especially speaks about "power distance", defining it as “the
extent to which the less powerful members of organizations and institutions
(like the family) expect and accept that power is distributed unequally”
(Hofstede, 2010). This power distance measures the gap between the individual
and the decision-makers in society.
This notion has become particularly important in corporations recently where
"flat" structures (companies where there is less distance between the boss and
his workers, i.e. less hierarchy) have proven more cost efficient and more highly
productive in many instances.
In society at large, power distance might be perceived in the proximity, in social
terms, between the mere citizen and the mayor of his commune; between the
citizen and the president of his country. The greater the distance, the less power
an individual possesses.
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LARGE POWER DISTANCE
hierarchical
vertical
everyone has his place
(low social mobility)

SMALL POWER DISTANCE
egalitarian
horizontal
social mobility

Latin cultures
Africa, Japan, Korea
Confucianism

Anglo-Saxon cultures
Scandinavians

respect
loyalty
seniority
qualifications

communication style same for all
capabilities over education

INDIA
internalized caste system
social organization based on religion
FRANCE
hierarchical
education over capabilities

GERMANY
Higher degrees are obtained
only with really need.
Capabilities are valued over education
but educational degrees hold high
social importance and titles are used
with pride, almost like titles of nobility
of yore ("Herr Doktor").

Figure 44 Power distance as a value

4. Rules
Rules and norms serve as guidelines for society to know what is "right" or
"wrong", what is acceptable or intolerable. These rules can be either explicit:
clear, visible, stated, accessible to everyone immediately, or implicit: "hidden"
from anyone who just enters the culture because they are "understood" rather
than expressed. These rules pertain mostly to methods or procedures known as
"politeness", "manners", "breeding" or "social etiquette". They range from
particularism (the attitudes that rules are flexible and apply to everyone except
some in a special group) or universalism which steadfastly holds that rules
apply to everyone equally.
France stands somewhere in its own category, somewhere between or
overlapping both of these categories. In other words, some rules may be "broken
intelligently" though "the law" must be upheld. To generalize mercilessly, the
French tend to give verbal tribute to universalism but practice particularism.
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PARTICULARISM
"Cela dépend…"
Rules apply to all but the
"in group" (Privileges of the

UNIVERSALISM
"The president is first among
equals."
Rules apply to everyone
equally.

Groups "look after their own".

"No man is above the law."

LATIN
ASIAN CULTURES

ANGLO-SAXON,
SCANDINAVIAN and, in USA,
especially in business
and politics

elite: the president's car does
not have to stop for red lights.)
("I know someone in my political
party who can annul your
parking fine.")

(action: "seuls les imbéciles se
font prendre") Rules are made
to be broken intelligently.
Rules are created to apply to
categories of people who have
not made them, so the
tendency is to cheat. If
someone is caught cheating,
he is apt to feel more shame
at having been caught than
guilt for having committed the
act.
SHAME

FRANCE 

(speech: "c'est la loi…")
Don't think for a minute you
are better than me!
Rules are strictly reinforced
and everyone has participated
in designing them, so people
are more apt to obey rules, or
at least feel very guilty if they
don't follow them.

Internal
control

GUILT

Figure 45 Rules as a value

Particularism and universalism may cause problems with regard to expectations
surrounding the signing of a contract. (No commission is given on a contract
when the negotiator is being paid a salary to do the job.) For instance, America's
anti-corruption law is based on the notion that all men deserve payment for the
fruit of their labor but no one gets something for nothing! It stipulates that
giving and taking bribes in return for a contract is illegal and anyone found
guilty of practices such as "kick backs" (commission money paid back to the
contract giver) risks losing his job, a large fine or even prison. Yet in certain
cultures, bribes and kick backs are considered natural, normal and necessary.
Indeed, not giving a kick back may even result in strong punishment and have
dire consequences. (Cornes, 2005)
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ASIA
A contract is the beginning of
a relationship which can only
be built on loyalty. Our
contract will depend on how
you evolve with me as we go
along and if I can continue to
trust you. You need to prove
yourself to me.

In the event of problems,
relies on mediation to solve
them. Mediation will put the
pros and cons of your
behavior in a balance to see
who is right. "Right" lies
somewhere in the grey area
and depends on the situation.

ANGLO-US
The contract is the end all.
What you see is what you
get.

lack of trust

Relies on experts (lawyers,
consultants) to draft a
contract. If the contract is
not met, takes the guilty
party to a court of law.
"Right" is black and white.

Figure 46 Rules as a value 2.

5. Acvity/Acon
This value concerns the capacity to act in order to bring about change. There are
two radically opposite value orientations in play in this category: being, in which
self-worth is established on intangible criteria (wisdom, loyalty, patience, etc.)
and at the opposite pole, doing/having which equates personal valor with
material worth or social contribution.
Cultures from Asia, India and Africa tend toward the "being" pole while the more
acquisitive, materialistic Anglo-Saxons, Germanics and Nordics markedly favor
the doing-having pole. There are inevitable differences within this latter
category, dealing with trust. Trust in a person, a person's word or in a thing is a
notion highly developed in Anglo-Saxon law. Germans have a more complex
attitude toward trust. In Latin societies, trust is strongly linked to some common
belief, religion, education, or group membership, such as a family, clan or tribe.
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Implications

Human
Resources

BEING

happiness independent of
money; activity that creates
value for the person

wisdom, social intelligence,
creativity, serenity, loyalty,
patience

networking ("guanxi", China)

PEOPLE FOCUS
person's intrinsic quality

seniority counts as wisdom:
Asia, India, Africa

Trust

LATINO
Trust requires sharing
common beliefs, religions,
education or group
membership.

DOING / HAVING
Linguistics indicate possession:
"to have…a problem, children,
insomnia, etc." rather than using
the verb "to be"
capitalistic, industrial societies
worldwide; money motivated;
happiness = material possessions

Confuses being with idleness.

Problem-solving attitudes

THINGS FOCUS
person's competencies

youth counts as energy &
innovation: U.S.A., France
ANGLO-SAXON: will trust in a
person, word, or things – The
notion is highly developed in law.


GERMANIC
Conflicted tendencies to both
trust and distrust that are made
explicit in vocabulary choice.

Figure 47 Action as a value

6. APect
For the most part, this category of value needs little introduction. Television and
the media have generally established that certain cultures, Anglo-Saxon and
Latino among them, are more emotive than others.
The cultures that we generally associate with little expressed emotion are Asian,
African and Scandinavian. Yet if we generalize too broadly in these categories,
we will be wrong about certain Latino cultures. Brazilians and Italians are very
strongly extroverted whereas other Latin countries tend to be more on the
reserved side, like France.
We can also see situational differences in affect almost everywhere because
people are generally more expressive in the privacy of their friends, family, and
home than in public. The Japanese will show variations on this value according
to the relationship. In other words, one may be very affectionate and indulgent
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in one's intimate life and establish some kind of camaraderie within the circles of
kinship and professional relationships (enabling the acceptance of compromise
and reciprocity), but be totally without feeling for "others" simply because there
is no expectation of "others".
Cultures that…
Express
emotions

... mix feelings with
business
Semitic, Slavonic and some
Latino cultures

... separate feelings from
business
Anglo-Saxon

Neutralize
emotions

Asian
African

Scandinavian

Figure 48 Affect as a value

7. Space & Distance
The value of "space", pertaining to the uses to which we put the physical area
around us, also moves on a scale between "communalistic" and "individualistic".
In an individualistic culture, "public space" implies that anyone can have access
to that space but not for all purposes. A "public building" – such as a government
building– may have highly limited access, in the sense that you will have to have
a good reason to be there before being admitted.
The notion of "public" may have an entirely different meaning in Asiatic cultures
where communalism reigns. There, a "public" space might be part of a home
that is open for family and friends to gather whenever they wish, requiring no
specific invitation. (The author has witnessed this in Africa where a part of the
home, such as a veranda, is permanently accessible to anyone wishing to just be
present in that space. That very presence may be interpreted as a kind of respect
or solidarity with the people who live in the home.) Whereas in the more
individualist Anglo-Saxon and European cultures, for instance, living quarters
are considered "private" and require an invitation to enter.
Within the "private" home, there will be an area open to the public upon
invitation but usually an inner sanctum reserved just for the family into which
guests are not invited. Americans, however, are often extremely open about
their homes. If they have invested in producing a home they are proud of, they
will be interested in showing you the whole house, including the bedrooms,
especially since the latter may double as a coatroom for social events in the
home. Guests will be entertained in the formal "living room" rather than the
informal "family room".
With regard to distance between people – or interpersonal distance, Edward T.
Hall, who is mentioned in section 4.5.1, developed the Theory of Proxemics
which determines our ability to tolerate people in varying degrees of closeness
(proximity) to different situations (Brown, 2011). He established four levels of
tolerance, each for different interpersonal relationships:
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Intimate: 0-18" (0-46 cm)
Personal: 18"-4' (46 – 122 cm)
Social: 4'-10' (122 cm – 3 meters)
Public Distance: 10' and more (3 meters +)
Figure 49 Theory of Proxemics (Hall, 1976)

Also within this category of personal "space" falls the attribution of space as to
what action is acceptable in certain "places". For instance,
Where should work be done? In a restaurant (China, France)
In an office (U.S., Scandinavia)
On a golf course (Philippines)
Can we drink together if we work together?
Obligatory (Japan)
Individually decided (other cultures)
Usage of space

Communalistic
"public" space in a home means
for the "in group" (many
generations, extended family)
Concept of private space
doesn’t exist?
Open space offices are easily
accepted in Asia.

Individualistic
"public" space – open to
everyone but not for all
purposes
"private" space – not shared
except by nuclear family
Open space offices are not
liked and accepted only with
difficulty in USA and Europe.

Latin Americans may not
accept open space.
Interpersonal
distance

SHORT/LESS
Slavonic cultures

LARGE/MORE
Japan

Figure 50 Space & distance as values (Cornes, 2004)

8. Time
The representation of time contributes to the stability and longevity of the social
system. This leads to synchronization which in turn leads to long-term
functioning. It requires collaboration of the members of society and thus builds
social structure.
Here again, we run into Edward T. Hall (1971), who first used the expressions
"monochronic" and "polychronic" approaches to time as a distinguishing cultural
factor.
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In polychronic cultures, multiple tasks are handled at the same time and time is
subordinated to interpersonal relations. The polychronic person will make plans
but is quite happy to be flexible in achieving the desired goal. He may flit from
project to project as the mood takes them gaining inspiration from one project to
utilize on the other. A polychronic attitude is characterized by spur of the
moment decisions based upon intuition, creativity, and less adherence to rigid
rules. It also means that persons in polychronic cultures may have different
notions of what is "on time". S/he may be punctual for work or a doctor's
appointment but feel that arriving 15 minutes or more after the beginning of a
meeting or a meal is still "on time".
In monochronic cultures, the value is on doing things serially, or, one at a time.
("Let's finish this discussion and then go to lunch." ; "I can't go to the movies now
because I have a report to finish.") "Time is money" is also a major concept. ("It
costs me more to handle all my accounts than to pay an accountant.") This
implies that the person knows his monetary value in terms of time. Monochronic
cultures subordinate all interpersonal relations to time considerations. Their
notion of "on time" is exactly on the stroke of the hour, in all instances, be they
professional or social.
"On-time Rules" will vary from culture to culture. Monochronic Americans will
tend to arrive at exactly within the minute of an appointment, be it professional
or social. On-time rules in France vary according the occasion and are thus
polychronic. For an evening social occasion, it is perfectly acceptable – even
anticipated! - to arrive fifteen minutes after the appointed hour (though this is
not called "late"), and thirty minutes may even be tolerated before the person is
qualified as being late. In Japan and China, it is necessary to arrive fifteen to
twenty minutes before the set hour in order to be considered "on time". (In this
author's experience of central Africa, "on time" is a lost notion.)
(See Appendix 4.1: Summary of monochronic and polychronic traits.)

4.5.9 The Cultural Value of Time
To better understand the cultural value of time, we can further break it down
into conceptualization, allocation and orientation of time.
a. Conceptualization of time: calendars
The world has many different calendars (the Buddhist calendar in Thailand; the
Islamic calendar in Saudi Arabia; the Hebraic calendar in Israel, as well as the
Gregorian calendar, which is used in the West and generally considered the
world standard calendar, to name just a few).
According to Cornes (2004) representation of time can also be broken down to
the following concept definitions:
"ANGLO-TIME" (quantitative) – Time is money; industrial time (USA, UK, Japan),
which is prevalent in most industrial societies.
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"LATINO INDUSTRIAL TIME" (hesitantly quantitative) – Presents some
resistance (often unconscious), as in France, to a purely economic concept of
time, ergo, flexibility of time may be seen as desirable.
"EVENT-BASED TIME" (qualitative) – This is a concept of time that is found in
ancient or non-industrial cultures concerning relationships, flexibility, and
adjustment. One is tempted to think of mythology and Penelope's long wait for
the return of Odysseus, which is associated with fidelity. There are also cultures
which have not yet fully integrated the quantitative representation of time as a
response to the constraints of the modern global environment. Noteworthy is
the clamor in France when daylight saving time (or summer time) was instituted
worldwide in 1974. Surveys showed that many French people believed this
change in time would have serious negative effects on health, hormones, and
happiness.
b. Allocation of time
This notion, simplified, is open to misunderstanding and debate, whereas, fully
understood, it has significant implications for the travel industry.
Monochronic
Do one thing at a time.
ANGLO-SAXON,
SCANDINAVIAN

Rigid planning

Intellectually "monochronic"
(logical, Cartesian)

FRANCE

"Mono" and "over-mono",
especially with foreigners

JAPAN

Polychronic
Do several things at a time.
LATIN AMERICAN,
AFRICAN, ASIATIC

Flexible planning
Punctuality according to the
situation or the stakes
involved
Behaviorally "polychronic"
(Latin)
"Poly" among themselves

Figure 51 Time as a value (Cornes, 2004)

c. Orientation of time
The orientation of time has to do with the periods in time with which we are
most preoccupied or on which we focus the most frequently.
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PAST
Japan, China, Thailand,
Middle East, India, Africa
(cult of ancestors)

PRESENT
Lower social classes
in rich countries or
social "transition"
cultures
USA Black, Cuban,
Hispanic cultures

France (aristocratic
preoccupation with
genealogy, history)

Treats innovation with
suspicion, values
reputation

FUTURE
"Progress" orientation

USA business culture is
short-term future oriented
(quarterly reports)
Middle-term (Europe)
Long-term (Japan) planning
on natural resources not
found in Japan
Values anti-ageing

Figure 52 Historical Time as a value (Cornes, 2004)

Interestingly, in traditional Indian and Bantu cultures the notion of waiting is
unknown. Since their cultures do not put a great deal of value on "expectations"
they do not despair or get impatient. Western cultures have important time
expectations, which results in impatience and high demands for service. (Cornes,
2004)

4.5.10 Intercultural competencies
For management purposes, it is interesting to be able to scan competencies that
generally are associated with people who function well - or perform well - in
intercultural environments. Performance is the degree to which people
influence their social environment, using personal influence, charisma or knowhow in networks, conflict-resolution (Brinkmann, 2012). Performance in an
intercultural setting may also depend on how people manage uncertainty, which
can be stated as the degree to which people appreciate the challenges of
culturally diverse environments; how open they are to cultural diversity; and
how willing they are to explore new approaches.
Here is a short check-list of intercultural competencies, traits and preferences
against which you can check yourself :
☐
☐
☐
☐
☐

open-minded
networker
tolerant
multilingual
curious

☐ people-oriented
☐ likes to share
☐ drives for change
☐ empathetic
☐ passionate about life

Figure 53 Intercultural Competencies Check-list, Brinkmann (2012); Konold (2012)
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Did you score more than five on the above check-list? If so, you probably will
perform well interculturally.

4.5.11 Sample cultural di=erences between Americans and the French
French and American cultures are taken as examples here based on the author's
personal experience as an American national who has lived for over forty years
as an expatriate in France. Many of these "lessons" from the deeply submerged
part of the high-context "iceberg" that it took years of integrating to learn.
Raised in American culture where social mobility is expected and there is easy
access to how-to books such as "The Amy Vanderbilt Complete Book of
Etiquette", it was mystifying at first not to find such a guidebook upon arrival in
France in the 1970s. Until French commoner-turned-baronness Nadine de
Rothschild started publishing her life experience in "Le Bonheur de Séduire,
L'Art de Réussir" in 2010, there was no guide for social mobility in France.
According to this author's personal experience with having to decipher French
aristocracy for professional reasons in the early 1980s, the rules of etiquette
were known only by the elite who had been steeped in a "good family
education"; that education was worn like the slim blue and red lapel threads that
denote the Ordre de Mérite and the Légion d'Honneur, respectively: with proud
discretion. There was no particular impetus to share this insider information;
social status was a closed club.
The following will not attempt to decipher French aristocracy but hopes to
impart tidbits of information useful to expatriates hoping to feel more
comfortable and accepted in France.
OQce Doors
It is expected in France that people will knock on a closed door and then enter; a
closed door in the U.S. means, Do Not Enter: You are expected to knock and then
wait for permission to enter.
Friendships
In France, it is considered that an intimate friend whom you trust will always tell
you the truth, so when a Frenchman asks a friend for his/her opinion, he expects
a frank answer, even if it's not flattering. This process may not be calm and may
involve lively, loud, apparently antagonistic discussion. An American, seeing this
reaction, would think these people were fighting and would not understand they
are best friends. In the U.S., friends expect their "best friends" to always be on
their side, always supportive and never critical although they may assume the
role of "advisor". Therefore, if a French person tells an American the truth, i.e.,
exactly what he thinks and that is not what the American wants to hear, the
American will consider the French person very rude and not a friend; and the
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French person will never understand why he can't keep any American friends!
(Carroll, 1988)
ARtudes
In France, wit or "esprit" takes precedent over all else, even good manners. In
the U.S., good manners are a first priority, no matter what! For instance, if a
French person breaks your best plate, he will try to cover it with a quick-witted
quip such as, "That plate was obviously in the wrong spot!" and then not
apologize to his hostess. The French person may never mention having broken a
plate but will try to find something suitable to replace it with – either the same
value or the same item – and give it to his hostess the next time he's invited for
dinner (if he ever is!). An American would immediately apologize to his hostess
and replace the plate exactly the next day. It would be considered excellent
manners for him to ask his hostess where she had purchased the plate and the
pattern reference; armed with that, he would make arrangements with the store
to have the plate delivered to his hostess immediately. He would find the French
reaction extremely rude and nonchalant. (Platt, 1998)
Social Behavior
In social situations in France, people are not expected to "lecture" on a subject
but rather just to keep the ball going – using their wit and "esprit" – like in a good
tennis match. Conversations are meant to include the whole group. Business is
not an acceptable subject in a French social gathering. Americans, who are less
interested in public displays of wit, are more interested in getting to know
people and think others want to know them too. So when a French person asks
an American a question, the American tends to give replies that are far too long
and too personal, thus the French person thinks he's a bore. The American
thinks the Frenchman is rude because he rapidly tries to change the subject and
get "the ball" back to the group discussion rather than continue a dialogue with
the American. The American would probably prefer talking business at all
occasions, and this is distasteful to the French who try to get away from the
stress of work in their social moments. (Carroll, 1988)
Americans would do well in France to do what the French call, "faire la blonde",
i.e., just sit around relaxed and listening in all social occasions (Platt, 1998). The
smart American will memorize at least one witty thing to say (or a quote or a
historic fact) prior to the occasion and then let it drop during the conversation.
The French will think the American is brilliant and invite him back – providing
the American has admired the food and demonstrated a good appetite. Most
French (like anyone else!) would never invite back a "bore". However, what is
boring to the French - someone who goes on and on in detail about himself or
about business, who doesn't drink or who dares to say, "Oh, I don't eat that!" or
"I don't like that" at table - may not be boring in other cultures. Americans have
a reputation in France for "lecturing" and "hogging the stage". They would do
well to remember that no one person in any social setting should speak for more
than three minutes at a time. To speak longer is to lose your audience.
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Exercises
For a fun and informative way to learn more about yourself, take the
following tests:
1) Test on Trustworthiness - http://trustsuite.trustedadvisor.com/ ; 2) Intercultural
Dining Test http://www.fekids.com/img/kln/flash/DontGrossOutTheWorld.swf
For discussion
Are Americans racist because they take polls and censuses based on sex,
age, income level, ethnic origin, religion and sexual orientation? What is
the French law and attitude toward this kind of polling/profiling? What
is similar or difference in the U.K?
Please read the following excerpt from an online video discussing the results
of the 2012 Presidential election in the United States (Up with Chris Hayes,
Opinion piece of Saturday, November 10, 2012 "Conservatives are creating
their own worst enemies", http://tv.msnbc.com/show/up-with-chris-hayes/
then answer the above questions.
"Race is a social construction. It is not something out there in the world but
rather something that we create the rules, rhetoric and identity for. In the
political process, nothing more assuredly creates firm political group identities
than the experience of prejudice, contempt, marginalization and
condescension. That is, in American history, the identity of those not classified
as white tends to be forged in the furnace of contempt by the
majority...Conservatives are creating their own electoral enemies...The beating
heart of modern Conservatism is its visceral appeal to the anxiety and fears of
white Christians. This is a different statement than saying the beating heart of
modern conservatism is white racism or white supremacy. It's not, or not
principally. It's simply white identity politics, with all the pathos and ugliness
that that implies. And if you don't believe that, go look over some of the
conservative threads or the Drudge Report or Fox News with a deep
understanding of the modern conservative anxiety base...Policy opposition is a
direct symptom of the problem, not the cause...For conservatives, there is
simply too much to be gained by deeding the feeling of persecution and siege
that many white Christians feel down to their toes...That insecurity as a fact is
real and it isn't going away. This does not mean that demography is destiny as
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it is always changing. But the only way to change things is for our leadership
to stop appealing to constituencies worst instincts."

Questions
1. What is the Ladder of Inference? Give an example of how it works.
2. What is a good definition of culture?
3. What are the four components of the Intercultural Performance Pyramid?
4. Why is the study of intercultural communication important?
5. What is the process of cultural experience?
6. What are the eight core values of cultural experience?
7. Who developed the theory of proxemics and what does it mean?
8. What is meant by polychronic and monochronic?
9. What does a closed office door mean to an American and why?
10. What is the difference between the understanding of friendship in
France and the USA?
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Chapter 5
Emotional Intelligence and Critical Thinking
Johanna Steinhaus

5.1 Emotional Intelligence or EQ
In 1983, Howard Gardner published Frames of Mind: The Theory of Multiple
Intelligences, thereby first suggesting that human intelligence and professional
potential could be evaluated beyond the standard IQ (intelligence quotient) test.
Although scholars and psychologists now speak of ‘’Emotional Intelligence,’’ or
EQ, for ‘’Emotional Quotient,’’ Gardner originally defined this as ‘’Interpersonal
Intelligence,’’ or the ability to perceive other people’s feelings through verbal and
non-verbal cues (2004, p. 39). Gardner defined another intelligence as
‘’Intrapersonal Intelligence,’’ which relates to self-awareness about one’s
thoughts, behaviors, and interaction with others (2004, p. 39). Both kinds of
intelligence affect one’s ability to work well on a team. Until recently, however,
neither was recognized as an important, quantifiable skill.
The concept of EQ was further developed by Daniel Goleman. He argues that EQ
can be as important as IQ for professional success (1988, p. 3). Furthermore, a
1996 US Department of Labor survey asked employers what skills they sought in
entry-level employees. The top three skills demanded were: ‘’oral communication, interpersonal abilities, and teamwork abilities.’’ (Goleman, p. 332, note 10).
Similarly, according to TalentSmart, a leading EQ website, ‘’EQ is responsible for
58% of your job performance.’’ (http://www.talentsmart.com/)
In other words, emotional intelligence is linked to both job acquisition and job
performance. However, Americans’ IQ rates are increasing while their EQ is
decreasing. (Goleman, 1988, p. 11). Thankfully, emotional intelligence can be
improved.
As such, during the ESH Orientation, EQ will be explored to allow students to
improve their own EQ abilities. It is presented as encompassing:
- self-realization
- self-regulation
- motivation
- empathy
- social skills
A variety of self-assessments will be used to better understand the EQ levels of
students at the beginning of the term.
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5.2 Critical Thinking
"Remember, an open mind that demands little or no evidence for ideas before
accepting them lets in an awful lot of rubbish."
-- http://www.youtube.com/watch?v=T69TOuqaqXI

Critical Thinking is an approach to studying and solving problems, making
decisions, or understanding something better (Ruggiero, 2003, p. 17). This
process involves the evaluation of claims and arguments to decide which follow
logical thinking and which do not (Ruggiero, 2003, p. 17). Critical Thinking can
also be defined as the use of questions to evaluate and analyze issues (Ruggiero,
2003, p. 18). An important skill to be used in any research project, Critical
Thinking requires an active reading and evaluation of documents to assess the
articles and ideas presented therein.
Unfortunately, it is quite common to believe one is using a logical thought
process, when in fact bias, feelings, and uncritical thought corrupt the analysis
(logical fallacies are explored in more depth in section 5.3). For example, having
many arguments to support does not automatically mean one is thinking
critically (Ruggiero, 2003, p. 18). Furthermore, critical thinking does not always
mean introducing new ideas; rather, it means providing sound, logical arguments
(Ruggiero, 2003, p. 18). Like emotional intelligence, critical thinking skills can be
learned, although doing so requires a certain amount of mental discipline
(Ruggiero, 2003, p. 20).
There are three main steps in Critical Thinking: 1. investigating (looking for
evidence or arguments), 2. interpreting (deciding what to think about the
evidence or arguments), and 3. judging (drawing a conclusion). It is important
to respect this order so that conclusions are based on evidence; it is a mistake to
start with a conclusion or even a hypothesis and search for evidence to support
this original idea (Ruggiero, 2003, p. 22 and LeBlanc, 1998, p. 1).
When analyzing a situation critically, there is always evidence to evaluate (steps
one and two of the critical thinking process). In this phase, it is important to
remain objective and identify any bias. When researching, one easy method to
evaluate evidence is to examine the reliability of the source (online or print
publication, person or professional testimony or opinion, etc.) as well as the
relevance of the source (LeBlanc, 1998, p. 151 and p. 172).
Futhermore, the use of statistics in research can be particularly problematic.
When deciding whether statistics are valid and appropriate to include in an
argument, it is important to ask what is being counted and how it is being
counted in a particular survey (LeBlanc, 1998, p. 239). In other words, were
enough voices included in the study? Are those voices representative of a larger
population? What method(s) were employed to obtain these statistics?
Above all, it is important to remember that the key component to critical
thinking is asking questions to examine the evidence and decide upon its
relevance to the main issue at hand.
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5.3 EQ, Critical Thinking and Project Management
To best prepare students for their independent or group research projects, there
is a critical thinking component to the Project Management and English
Composition / International Communication courses in M1 and M2. One
essential component, logical fallacies, are discussed in both Project Management
and English Composition. M2 students must be conversant with the short-listed
logical fallacies in section 5.4.
Other aspects of critical thinking that are addressed throughout the ESH Project
Management Program are:
1) Self-awareness and self-assessment (part of EQ introduced in Orientation
and developed in Managerial Communication and Project Management);
2) Fact-based evidence for making judgments (research methods, analytical
method used in Strategic Human Resource Management and Project
Management); and
3) Avoidance of assumptions and faulty thinking (logical fallacies taught in
English Composition and Project Management).
Fact-based evidence is developed specifically in SHRM to explore case studies
using the Analytical Method. All texts are dissected using the worksheet form
in Appendix 5.1. This process reinforces the three-step process of critical
thinking as outlined in section 5.2.

5.4 Logical Fallacies (Pseudo-Reasoning) defined
Ad hominem - The interlocutor attacks the person making a statement rather
than the argument puts forth.
Appeal to Authority - The interlocutor dismisses an argument on the basis that
there is insufficient proof of authority or relevance of premise, or may use of a
title of importance to make you think that you don't know what you are talking
about.
Appeal to Tradition - In this fallacy, the false notion that everything in the past
is good is put forth to strengthen the argument. There is no proof that this is so.
Begging the Question - The interlocutor makes a statement wherin the
conclusion is implicitly or explicitly assumed in one of the premises.
Burden of proof - The person making the argument states that what he has said
is true until someone disproves it.
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Cherry Picking - In this case, the person putting forth an argument will select
only the best or favorable facts or figures to discuss rather than present any facts
or figures that may contradict his premise.
False cause and effect (causation is not the same as correlation) - There is no real
cause and effect even though the speaker would like to make that connection.
False Dichotomy - Only two choices are offered whereas many others are
possible.
False Dilemma - A person presents a problem as though there were only two
solutions (either/or) when there are potentially others.
Gambler's Fallacy - This is the incorrect belief that one random event can be
affected by or predicted from other.
Generalizations - These are conclusions drawn hastily or based on insufficient
information in an effort to characterize the whole based on only partial evidence.
While generalizations may be useful, they may also obscure reality.
Guilt by Association - This is an attempt to taint a man's reputation by falsely
linking his moral character to that of the people he knows.
Masked Man Fallacy - a=b Ca therefore Cb
No True Scotsman - This is an unreasoned assertion to counter another
statement based on only one example.
Non sequitur - This is a distraction from the core argument resulting from
switching from one subject to a totally unrelated subject.
Poisoning the Well - The person making an argument trys to discredit what
another person might later claim by presenting unfavorable information (be it
true or false) about the person in question.
Red Herring - This is basically a distraction or false lead that diverts the
observer's attention away from something that the interlocutor wishes to remain
hidden.
Slippery Slope - This is the assumption that once one thing happens other
worse things will happen.
Strawman - This is an oversimplification of an opponent's viewpoint because it
is too difficult to address, so that the weaker, hollow argument may be attacked.
Texas Sharpshooter - This maneuver consists of using hindsight by claiming
what you were aiming at was exactly the target you hit, even if that was not your
original intention.
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Questions
1.
2.
3.
4.

What is the definition of EQ or emotional quotient?
How does EQ differ from IQ?
What specific interpersonal skills can be improved by improving your EQ?
Why is it important to look out for logical fallacies before, during, and
after completing research?
5. What questions should you ask when assessing the validity and credibility
of statics for a research project?
6. What questions should you ask when assessing the validity and credibility
of a source / author / webpage for a research project?
7. Find and identify five logical fallacies that you find in the press, on
television, on Internet or in your environment. Label and explain the
fallacies.

Exercise: Logical Fallacy/Faulty Logic
Please name the type of faulty thinking in each of these examples.
1.

4.

You do not have a degree in hospitality so you
could not know anything about hotels.
God exists because the Bible says so and the
Bible is inspired, thus God exists.
When the rooster crows the sun rises. Thus the
rooster causes the sun to rise.
Hitler liked dogs. Thus dogs are bad.

5.

Don't listen to him because he is a loser.

6.

I know your car isn't working right. But, if
you had gone to the store one day earlier, you'd
not be having problems.
We know that evolution is false because man
did not evolve from monkeys.
We know why it rained today: because I
washed my car.

2.
3.

7.
8.
9.
10
.
11
.
12
.

You can't call yourself a real Frenchman if you don't drink
wine.
Oh, I know I am right because I used only the information in
the article that supported my point of view.
Airplanes are leaving more and more jet streams; farmers are
spraying their fields from airplanes with insecticides and
herbicides. Therefore, jet streams are really contrails or
chemical sprays conspiracy for to poison us .
Getting second place is fine with me; I really wasn't aiming
for first place.
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13
.

Try, try and try again; you always succeed on the third try.

14
.

The way we have been doing it for years is obviously still the
best way.

15
.

You can either sink or swim.

16
.

If you're not with us, you're against us.

17
.

You can't prove my neighbor is not an alien.

18
.

If we legalize marijuana, the next thing will be legalized
cocaine.

19
.

If we legalize same-sex marriage we open the door to incest.

20
.

Right now, it's a choice between the Socialists and the Far
Right.

21
.
22
.

Julian Assange (of the Wikileaks scandal) is a rapist and
menace to society so I will not consider whether or not he
was right to leak state documents.
This winter had record-breaking storms so clearly global
warming is false.

23
.

Senator Mourdock of Indiana said that a doctor told him that
women who are really raped cannot get pregnant.

24
.

France may have lost its AAA status but it has more French
sailors in the round-the-world sailing race than any other
country.
I must be a failure in life because I have not become rich and
famous.

25
.

Figure 54 Exercise on Logical Fallacies
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Chapter 6
Citation & Referencing
Constance G. Konold

6.1 Introduction
Citation and referencing guidelines spring from both intellectual curiosity and an
ethical spirit of fairness that is similar to genealogy: verification of lines of a
person's descent from ancestor to ancestor. Likewise, most people are curious to
know how ideas are born, who "fathered" them, and if the lineage is solid, serious,
and trustworthy. This helps us with organizing our thoughts and establishing the
credulity of the information we are gathering.
The value of information is determined by how trustworthy the lines of "filiation"
are and who else is interested in that information.
At some point, the notion of possession arose, adding monetary value to the notion
of filiation. Although probably apocryphal, one of the earliest notions of ownership
of words can be dated to the 6th century and is attributed to Irish King Diarmait
Mac Cerbhaill, who supposedly said, "To every cow belongs her calf, therefore to
every book belongs its copy," (Wikipedia copyright law, 2012). The first British
copyright law dates to the 16th century and to the 18th century in France. Today,
international copyright law is governed by the so-called Berne convention, first
established in 1886 and most recently updated in Paris in 1971 (Wikipedia
copyright law, 2012).
The idea of possession of rights or ownership of intellectual property has given
rise to several systems of citation, which means attributing authorship to a word,
phrase, paraphrase or idea. Direct citation is indicated by quotation marks (" or ' )
at the beginning and the end of the citation word or phrases. Quotation marks
signal that the exact word or phrase of another person or souce has been copied
exactly, or quoted. Indirect citation such as paraphrasing, by which we mean
summarizing an idea using words that are different from the author's original
words, does not require quotation marks but still requires a reference or mention
of the source.
Not to respect the rules of citation and reference results in plagiarism, which a
serious legal and intellectual offense that carries heavy punishment such as fines,
expulsion from school, or peer opprobrium, ruining one's reputation.
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6.2 Quotations and paraphrases
A quotation is an exact, word-for-word, copying of someone else’s words.
Paraphrasing is turning the words or ideas of someone else in a different way,
perhaps using a different order of words or using different vocabulary from the
author's exact words.
Some examples:
QUOTE: My father said, "Work hard and you will succeed." (Uses the father's
exact words)
PARAPHRASE: I didn't believe my father when he told me I would have to
work hard to succeed. (Transforms the father's language but he is still given
credit for the words.)
QUOTE: "Failure is success if we learn from it," said Malcolm Forbes
PARAPHRASE: There is no such thing as failure, just information to help us
learn. (Reworks the original statement into a generality. Since this very
notion has been used over time by many people and is a presupposition of
NLP, there is not necessarily any reason to cite the exact source. On the
other hand, if your subject is Malcolm Forbes, it would be preferable to
attribute the idea to him thusly: Malcolm Forbes believed that there was no
such thing as failure, just information to help us learn.)
There are also some cultural differences in application of quotation marks:




Americans always indicate the main quotation with double marks (" ... ")
and a quotation within a quotation with single marks (' ... ').
The British use the exact opposite, putting the main quotation in single
marks (' ... ') and sub-quotes in double marks (" ... ").
The French and Spanish may use angular quotation marks (« ... »), also
known as chevrons or guillemets.

There is no right or wrong, just variable preferences and traditions. Nevertheless,
students are required to be consistent with the usage of the language tradition in
which they are writing. For ESH, the preference is to use the British system for all
documents submitted for MSc (M2) coursework. The American system may be
used for papers otherwise.

6.3 Referencing
For any word, thought or idea cited in scholarly papers that is not strictly your
own, you must identify the source(s). It is not necessary to give a source for a
common word, thought or idea that is generally held by most people. However,
once you use someone's original idea or words, as seen above, an exact source or
reference is required.
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Examples:
Galileo was the first to prove mathematically that the Earth circles around
the sun. (Galileo is mentioned in the sentence as the reference.)
The Earth orbits the sun. (This fact is general knowledge; no reference to
Galileo is needed.)
"Except for mathematics, Galileo was bored with university." (Bellis, 2012)
(The above sentence contains information not previously know about
Galileo. Further, the author's words are quoted directly. )
Consequently, two things need to happen here:



quotation marks are required to show that it is a direct quote, and
credit must be attributed to the author.
The author's name is Mary Bellis. The her essay is entitled "Biography of
Galileo Galilei". The reference was found on a Web site called About.com.
The URL link to the reference is:
http://inventors.about.com/od/gstartinventors/a/Galileo_Galilei.htm
The article was not dated but I found a copyright date at the bottom of the
Internet page indicating that it had been updated in 2012.

How should this reference then be reported in a scholarly paper?
The following will attempt to anwer that question and explain several different
systems used for referencing, depending on the scholarly field of research.

6.4 Referencing methods
6.4.1 Footnotes
A footnote is a reference at the bottom of the page that is usually numbered with
a superscript (1, 2, 3) if there are many references. If, however, there are just one
or two references, they may be indicated by an asterix (*) or two (**). The
number or asterix at the bottom of the page corresponds to a number or asterisk
following the in-text reference. The bottom-of-the-page mark will be followed by
a complete reference, with, for instance, the author's name, the title and date of
publication, the page number, the publisher, etc., according to the system of
citation and referencing chosen for the paper.
Footnoting is commonly used in literary texts or in the Modern Language
Association's referencing system.
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6.4.2 In-text referencing
In this system, instead of putting complete references at the bottom of the page, a
partial reference - author's name and date of publication - is mentioned in the
text, between parentheses, immediately following the citation. A full reference is
listed at the end of the work, including the author's name, the date of publication,
the title and subtitle of the work, the chapter and page number, and, if pertinent,
the URL reference and the date accessed.
That information is fully developed in an end list that gathers all of the in-text
references. While often thought to be interchangeable, there are some
distinctions in the purpose and thus names of end-lists references:



"references" (also known as "Works cited") is a list of references that
includes only the works you have actually used in your paper;
"bibliographies", on the other hand, is a scholarly list including the
names of all of the works you consulted during your research, even if you
did not actually use them. The purpose of the bibliography is to help the
reader expand his research or knowledge on the subject.

These source lists lend authority and credulity to research by supporting
transmission of knowledge. A true scholar will look at the references or
bibliography of a work before deeming it worthwhile to read.
Referencing is needed only when there is an identifiable written or spoken source
that can be read, seen or heard by another person. This can include coins, stone
stele, videos, movies, screen plays as well as books, journals, newspapers and
magazines.
Emails and interviews may be used as references providing a copy or transcript is
kept and can be made available to the reader upon demand.
There is no need to reference your own thoughts, a historical introduction or
anything that can be qualified as "common knowledge" such as, all educated
people know that the Earth circulates around the sun, that the gestation period for
human babies is nine months, that President Obama was the first black president of
the United States, and that France is famous for wine and cheese.

6.5 Sourcing
Research referencing distinguishes between primary and secondary sources:
Primary sources are ideas, theories, models, and opinions that come
directly from the person(s) who originated them, thus they are referred
to as originators. Taking surveys with questionnaires and interviews
exploits primary sources.
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Secondary sources are commentary or interpretations that come from
others about others. Some examples would be newspapers, magazines,
reports, reference books and Internet.
When conducting academic research, the writer must be particularly careful
about the sources of information in order to avoid errors, trash and conjecture.
This has become especially difficult in the Age of Internet when anyone can put
any stupid, warped or violent message out there for all to see. It now takes an
astute, practiced reader to distinguish fact from fiction. (See Chapter 5 on Critical
Thinking.)
Here are some things you can look for to help you determine a source's
legitimacy:
1. relevance and objectivity - Does the source really deal with the core
topic? Does the writer sound "objective"? Is there a "hidden agenda"?
2. authority - Is the source well-known and written by a well-respected
person? Is it published by a known editor or in a professional or academic
journal, or a mainstream newspaper?
3. timeliness - Is the source recent? What is the date of the reference? Does
it deal with the period you are researching?
4. scope - Does hit the heart or your subject, or did you just throw it in
because it sounded impressive or interesting?

6.7 Note-taking
There is simply no getting around it: You have to take notes to be a valid
researcher!
Careful Note-taking (passive ingestion of information) and note-making (active
transformation of information using summaries and syntheses) are essential to
good research and help avoid plagiarism. Note-taking as a method will be taken
up in the chapter on the Research Process.

6.8 Referencing Styles
There are many valid reference styles around the world and no less than 14
used in the United Kingdom alone (Neville 2010). Common styles in the U.S.A.
are the American Psychological Association (APA), used mostly for social
sciences and thus management studies; the Modern Language Association
(MLA), used for literature; the Chicago style, which, as shown below, can adopt
some aspects of two formats; and finally the Harvard style, which is currently
being used widely in academic papers dealing with business research.
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ESH has elected to use the Harvard style in conformity with requirements for
MSc certification by London South Bank University. As there may be variations
of the so-called Harvard style from one university to another, students are
invited to consult LSBU guidelines at https://my.lsbu.ac.uk/page/referencingyour-work.
For generalities on the Harvard style, please refer to paragraph 6.10 of this
chapter.
The following chart summarizes the main style differences.
Style
group
Style
Names
In-Text
mention
Foot
Note
End List

In-text
HARVARD Name-date
APA
MLA
CHICAGO
(Author name
year of publication)
(none)
Reference or Bibliography

Consecutive Number

Recurrent Number

BRITISH STANDARD
(running notes)
OXFORD
CHICAGO
Consecutive superscript
number at end of reference
sentence
sequentially numbered
footnotes

BRITISH STANDARD
(numeric)
VANCOUVER
IEEE
Superscript number related to
number of reference

Reference/Works Cited or
Bibliography/Works Consulted

Reference or Bibliography

(none)

Style selections are based on arbitrary decisions that have more to do with the
history and traditions of an institution or field of research rather than any
rational selection. What is essential is not to mix the styles and respect the
school's or professor's preference. Be consistent!
ESH notes that EuroCHRIE requires the APA style for academic paper
submissions and that some hospitality-specific academic exercises, such as the
awards run by CHME, require Harvard style. ESH students are encouraged to
adapt their referencing styles to requirements.
The American Psychological Association (APA) Style is fully developed online
at the Purdue Owl if the following guidelines prove insufficient. Please note that
the Owl should be cited in your references if you follow its guidelines!
http://owl.english.purdue.edu/owl/resource/560/01/)
The other source is obviously the APA Web site itself:
http://www.apastyle.org/
Care should be taken to check for recent updates of styles before following
instructions in old guideline online. For instance, the APA changed its guidelines
substantially in the summer of 2012.
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6.9 APA Style
The basic instructions for listing a source under references is as follows:
Contributors' names (Last edited date). Title of resource. Retrieved
from http://Web address for OWL resource ; date of retrieval.
Model (using a reference with seven authors):
Angeli, E., Wagner, J., Lawrick, E., Moore, K., Anderson, M., Soderlund, L., &
Brizee, A. (2010, May 5). General format. Retrieved from
http://owl.english.purdue.edu/owl/resource/560/01/ Accessed on
September 1, 2012

6.9.1. APA in-text rules are characterized by the following:









12 point Times New Roman font
double spacing
running page headers with the TITLE flush left, all in capitals, and the
page number flush right
author-date in-text citation = last name of the author, date of publication;
looks like this: (Smith, 2010)
all citations must appear in the reference list at the end
Italicize the titles of longer works in the reference list such as books titles
Put quotation marks around the titles of shorter works, such as articles in
newspapers, magazines, blogs, etc.
If you quote verbatim, you must mention the author's last name, the
dates of publication, and the page number in the text.
According to Smith (1998), "Students often had difficulty using APA style,
especially when it was their first time" (p. 199).
Jones (1998) found "students often had difficulty using APA style" (p.
199); what implications does this have for teachers?



If you do not mention the author's name in the text, put it in parenthesis,
with the date, after the quotation, followed by the page number.
She stated, "Students often had difficulty using APA style" (Smith, 1998, p.
199), but she did not offer an explanation as to why.



If you are paraphrasing, you mention the author's last name and the date
of publication in parentheses at the end of the paraphrase.
APA style is a difficult citation format for first-time learners (Jones, 1998).
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Footnotes are used only for content (explaining something or to define
vocabulary, for instance) and copyright permission which is needed for
direct quotations of more than 500 words.

6.9.2. APA reference list rules are as follows:


Hanging indent of a half an inch (1.25 cm) (Sample of single author
reference)
Berndt, T. J. (2002). Friendship quality and social
development.
Current Directions in Psychological Science, 11, 7-10.









Alphabetize the list according the last name of the first author.
Capitalize the first letter of all words in a journal title (copy the title
exactly).
Italicize the titles of longer works, such as books.
Do not put quotes around nor italicize titles of shorter works, such as
articles.
When listing books, chapters, articles, or Web pages, capitalize only the
first letter of the first word of a title and subtitle, the first word after a
colon or a dash in the title, and proper nouns. Do not capitalize the first
letter of the second word in a hyphenated compound word.
Two-author reference (sample):
Wegener, D. T., & Petty, R. E. (1994). Mood management across affective
states: The hedonic contingency hypothesis. Journal of Personality
and Social Psychology, 66, 1034-1048.



Basic format for books:
Author, A. A. (Year of publication). Title of work: Capital letter also for
subtitle. Location: Publisher.



Works discussed in a secondary source:
Coltheart, M., Curtis, B., Atkins, P., & Haller, M. (1993). Models of reading
aloud: Dual-route and parallel-distributed-processing approaches.
Psychological Review, 100, 589-608.



Online Forum or Discussion Board Posting:
Include the title of the message, and the URL of the newsgroup or
discussion board. Please note that titles for items in online communities
(e.g. blogs, newsgroups, forums) are not italicized. If the author's name is
not available, provide the screen name. Place identifiers like post or
message numbers, if available, in brackets. If available, provide the URL
where the message is archived (e.g. "Message posted to..., archived at...").
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N.B. Even if you use the APA style, ESH requires the URL and the date
that you accessed the link, i..e. "Accessed September 1, 2012" in
parentheses. Further, we encourage students to mark the URLs with
hyperlinks in a smaller font to reduce the space required for the links,
unless this conflicts with instructions from your teachers.
Frook, B. D. (1999, July 23). New inventions in the cyberworld of
toylandia [Msg 25]. Message posted to
http://groups.earthlink.com/forum/messages/00025.html
(Accessed September 1, 2012)


Blog (Weblog) and Video Blog Post - Include the title of the message and
the URL. Please note that titles for items in online communities (e.g. blogs,
newsgroups, forums) are not italicized. If the author’s name is not
available, provide the screen name.
J Dean. (2008, May 7). When the self emerges: Is that me in the mirror?
[Web log comment]. Retrieved from
http://www.spring.org.uk/the1sttransport
(Accessed September 1, 2012)
Psychology Video Blog #3 [Video file]. Retrieved from
http://www.youtube.com/watch?v=lqM90eQi5-M
(Accessed September 1, 2012)



Wikis - Please note that the APA Style Guide to Electronic References warns
writers that wikis (such as Wikipedia, for example) are collaborative
projects that cannot guarantee the verifiability or expertise of their entries.
When several sources are available, give preference to the primary source
over Wikipedia.
OLPC Peru/Arahuay. (n.d.). Online at OLPC Wiki: http://wiki.laptop.
org/go/OLPC_Peru/Arahuay. (Accessed April 29, 2011)

6.10 Harvard Style
The so-called Harvard style, which is very close if not identical to the Chicago
style, is characterized by:
 in-text citations (name of author and year date, in parenthesis)
 an alphabetical list of complete references at the end, and
 corroboration between the in-text citations and the references.
First, be warned that there is no style sheet that we know of to be found on the
Harvard University Web site called Harvard Style Sheet per se. Rather, other
institutions have copied the format used by Harvard and, in some cases, adapted
them to preference. Consequently, the authors find that it is misleading to
recommend using the "Harvard style". Rather, a specific model of "The Harvard
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Style" is highly recommended. For instance, ESHotel follows the Harvard style
guidelines put forth by London South Bank University. (See
https://my.lsbu.ac.uk/assets/documents/library/h2g-library-30.pdf )
In general, however, one can say that the Harvard style requires references
characterized by:












an alphabetical listing of the author's last (family name or surname)
followed by a coma and then the first initial, with the year of publication
in parenthesis [if the publication date is not known, enter it as "(n.d.)" for
"no date"]
anonymous sources listed and alphabetized as "Anon"
listing using the title for printed material or the first proper title word if
no author or source can be identified
listing multiple entries for the same author in chronological order
listing multiple authors by putting their names in alphabetical order one
after the other (initials precede the last name for names other than the
first author) and listing the entry alphabetically by the first author
the title of the main source in italics.
the volume, edition, issue number and the exact page numbers where the
citation occurs listed after the title. (The abbreviation p. is used for one
page and pp. for a range of pages.)
town of publication and the name of the publisher, separated by a colon
journal articles with the name of the publisher or place of publication
To list electronic sources (Internet references), follow the
London South Bank University's online models at
https://my.lsbu.ac.uk/assets/documents/library/h2g-library-30.pdf
from which the following examples have been exerpted.
For an online report taken from the Web:
Author’s last or surname, initials or name of organisation if no author is
named (year of publication) Title of report. Edition if available. Place of
Publication: Publisher. [Online]. Available from: URL [Accessed dated].
For an article taken from an academic journal:
Author’s surname, initials (Year of publication) Title of the article, Title of
the Journal, volume number (issue number), page range of the article.
[Online]. Available from: URL [Accessed date].
For a Web page with author:
Author’s surname, initials or name of organisation (year published or last
update) Title of Web page/document. Edition if relevant. Place of
publication if available: Publisher if available. [Online]. Available from: full
URL [Accessed dated].
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For a Web page without author:
Title of Web page or Web document (Year published or last update)
[Online]. Available from: full URL [Accessed date].
N.B. date formats: When submitting documents for consideration by a British
institution, it is advisable to follow both British spelling and the British formula
for dates. The latter varies from the American system by putting the day before
the month and eliminating the comma between the month and the year.
Examples:
British date:
American date:

16 September 2013
September 16, 2013

Note especially that even though we say "the sixteenth of September" or
"September sixteenth", we do not use the indicator of "eenth" ("th") in writing
dates in most circumstances (headers, footers, references, etc.). Thus, to write
"16th September 2013" in your header or reference is incorrect.

6.11 Common abbreviations
The APA and Harvard styles have blessedly done away with the Latin
abbreviations such as "ibid." of yore. Nevertheless, there are some common
abbreviations that you should know and use:
abbr. (abbreviation)
abs. (abstract)
bibliogr. (bibliography
Dept. (department)
email or e-mail (electronic mail)

et al. (and all others)
fig. (figure)
n.d. (no date)
p. (page) pp. (pages)
rec. (record)

sum. (summary)
suppl. (supplement)
tab. (table)
vol. (volume)

Figure 55 List of common abbreviations

6.12 Referencing tools
As you can imagine, Internet offers some practical referencing tools to help you
manage data (and reduce the risk of plagiarism). You are invited to explore:



NoodleBib - http://www.noodletools.com/login.php , and
EndNotes - http://www.endnote.com/

These tools may help you to establish references correctly as you read and take
references from difference sources online. If you take the time to learn them
they should greatly simplify the task of putting together a proper reference or
bibliography at the end of your paper. (Please note that ESH's or London South
Bank's referencing styles, if different from online systems, take precedent over
the online system. You may need to make adaptations manually.)
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Questions
1.
2.
3.
4.
5.
6.

What is the difference between a quotation and paraphrasing?
What is the difference between citation and referencing?
What is the difference between a primary and a secondary source?
What referencing syle does ESH require for its M2 classes?
What is the format for in-text referencing?
How does London South Bank University request that electronic
references be listed?
7. What is the difference between the British and the American date format?
8. If using an electronic template or program for referencing, which style
choice takes precedent?
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Chapter 7
Conducting Research
Constance G. Konold

7.1 Introduction
Research is conducted in both M1 for the Business Plan and, more in detail, in M2
for the Research Project as well as all M2 courses offered under the auspices of
London South Bank University. Students on both levels are expected to
understand and master the philosophy, process and tools related to conducting
research.
Our standards on this subject are rigorous and apply not only to the Project
Management courses but also to all of the master-level core courses requiring
written essays or reports, in French or in English. Individual professors may
require their own specific formats and styles. Nevertheless, ESH encourages its
faculty to adhere to the Harvard style of citation and referencing detailed in
Chapter 6, and required by London South Bank University. Please refer to the
following links for citation and referencing:



https://my.lsbu.ac.uk/page/referencing-your-work
https://my.lsbu.ac.uk/assets/documents/library/h2g-library-30.pdf

Instruction in the application of these styles is addressed in Orientation, the
Project Management courses and also in the M2 English Composition course.

7.2 Project Management Research Course content












CREATIVE PROBLEM SOLVING
TIME & STRESS MANAGEMENT
TEAM MEETING FORMAT
CITATION & REFERENCING (APA STYLE ONLY)
LEADERSHIP (Individual coaching using the I Opt method)
BRAINSTORMING
MISSION, VISION, VALUE STATEMENTS
TERMS OF REFERENCE (TOR)
PLANNING (GANTT CHART, CPM, BRAIN MAPPING)
COMMUNICATION & REPORTING TOOLS (Control Binders, Time
Management booklets, interview reports, oral debriefing by One-Page
Management, etc.)
RESEARCH PROCESS (plagiarism, APA style)
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RESEARCH TOOLS - SURVEYS: INTERVIEWS, QUESTIONNAIRES
SAMPLING CRITERIA
RESEARCH DESIGN
PROBLEM STATEMENT/QUESTION
HYPOTHESIS
LOGICAL FALLACIES
WRITING A RESEARCH PAPER
ETHICS
INTRO TO DATA ANALYSIS (mean, median, mode, variance, standard
deviation)
PowerPoint & Oral Presentations

7.3 Types of research
There are many different types of research such as:


Argumentative, which aims to persuade, usually about a controversial,
debatable or emotional issue, with the intent to persuade the audience
that the author’s interpretation of the situation is viable.



Analytic, which poses a question referred to as the "research question"
and to which the researcher has no attachment to the outcome and is thus
totally objective with the intention only to offer a critical interpretation of
primary and secondary sources throughout the paper.



Basic, often used in business, refers to focused, systematic investigation
done to discover new knowledge and establish facts or principles in a
certain field like examining the consumer purchasing and learning
processes, and requiring the same objectivity, ethics and critical
interpretation as analytical research.

At ESH our students are expected to undertake Basic Research which best suits
the criteria of time and financial investment for students.

7.4 Research design: the process
Research design refers to the plan and tools required to obtain evidence relevant to
describe a phenomenon, test a theory or evaluate a program. Above all, it is a stepby-step journey or process aimed at finding answers to a question or problem.
Because students tend to want to rush into their subjects, with the risk of
compromising results, ESH imposes a timetable to research design that is not
comfortable to all students. The semester therefore has certain imposed
"breakpoints" (Kahrl, T., 2006) or phases that need to be respected:
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1. Discovery - September and October (M2) and October (M1): Students
read as much as they can about their topics; they keep an open mind,
explore the subject from all angles and remain flexible before writing
either their mission and vision statements in stone. It is only at the end of
this period of exploration that students will start asking the right
questions. Conclusions drawn too early will weaken the outcome of the
research. Preconceived solutions will falsify the results and render the
research null or of no interest.
Students write their Terms of Reference (TOR), learn to work together
using teambuilding and time management techniques, develop the project
planning using a Gantt Chart and the Critical Path Method, and discuss
their project's topic or concept.
2. Development - November, December (M1 and M2): Students are now
able to think critically about information they need in order to answer the
research question(s). In fact, they may have discovered more questions
than they had in the beginning. They must ask themselves how best to
find answers to their questions and evaluate all of the tools and methods
available to select the most appropriate solutions. They may take surveys,
run experiments, and undertake interviews to develop both qualitative
information and quantitative data which they will then analyze and retest if necessary. They will select the appropriate format for presenting
the written document.
A first, well-developed draft of the business plan and the research
projects is to be submitted before the end-of-the-year holiday break.
3. Delivery - January (M1 & M2): Students will correct and complete their
written document and develop a presentation for the jury. Presence at
both the "dress rehearsal" and jury day are obligatory. Each student is
ready to answer questions on any aspect of the project.

7.5 Research design: criteria
Research is rendered using a variety of research paper formats, all of which
should be considered until the most appropriate is found. No matter which
structure is retained, the design needs to respond to the following criteria which
define the research method:
1. The research problem must be stated and defined clearly.
2. A review of literature - a synopsis all research others have done on
the topic to date - must establish that the research problem is new or
attempts to further previous academic research on the topic.
3. An explicit research question (hypothesis) needs to drive the search
for new data.
4. The necessary data and methods of collection must be described.
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5. The methods of analysis applied to the data to prove or disprove the
hypothesis need to be described and explained.

7.6 Types of research design
There are many types of research design: action, case study, causal, cohort,
descriptive, experimental, exploratory, historical, longitudinal, observational,
philosophical and sequential. (Management Help, 2010)
Time constraints require ESH students to focus on basic research using either
of the two following design types:
Quantitative (fixed) research methods examine what is measurable using
statistics, math and computation techniques: It's purpose is MEASURING.
Qualitative (flexible) research methods entail an approach dealing with
small numbers of carefully selected individuals to produce insights into
behavior, motivation and attitudes or UNDERSTANDING through
answering the 5 Ws (who, what, where, when, why) and 1 H (how).

7.7 Research Methods: Surveys
Prior to attempting any research, students are advised to review the principles
of P.R.I.O.S. (Roberts, E., 2004) learned in M1 Communication.






P = purpose: What is the purpose of the research?
R= recipient: Who is your audience or will benefit from the research?
I = information: What kind of information is needed to make the
decisions you or your audience need to make ? Is the information really
needed to understand a process? Eliminate off-topic fillers!
O= organization: Does the research design format serve the purpose?
S = style: How much formality do you need to adopt in writing and in
presenting your paper? Is your vocabulary and tone adapted to informed
academics? to laymen?

Once the above has been answered, you can begin to decide on how to conduct
your research. You will need to decide:
1. How to collect information,
2. When to collect it, and
3. Whether you have the resources available to collect the information.
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IMPORTANT: Remember that you need approval from your teacher or
from the school director, in the form of written sign-off, before requesting
interviews or distributing your survey questionnaire online in order to
avoid annoying our partners by doubling up on inquiries to the same
institutions or people. There are different ethical and legal concerns with
regard to market surveys that may vary internationally. Check before you
get in trouble!

7.7.1 Interviews

Interviews are excellent for obtaining in-depth, behind-the-scene information on
the interviewee’s experiences. Open-ended questions - what, where, who, when,
and how - are preferable. Why-questions may be perceived as being too
aggressive or inquisitive. (Turner, J., 2004)
There are several types of interviews:
1. Informal, conversational interview - No questions are planned; it "goes
with the flow".
2. General interview guide approach – A list of questioning guidelines is
used so that all interviewers cover the same ground, to provide focus.
3. Standardized, open-ended interview – The same open-ended questions
are asked all interviewees, making the questionnaire easier to analyze
and compare.
4. Closed, fixed-response interview - All interviewees are asked the same
questions and asked to choose answers from among the same set of
alternatives. This format is useful for new or unpracticed interviewers.
To conduct a good interview, you need to prepare it in advance.
1. Set the stage to avoid distractions (avoid noise and discomforts).
2. Explain the purpose of the interview.
3. Address terms of confidentiality. The chances are you cannot fully
guarantee total confidentiality, so don’t make any promises beyond
“discretion”. Explain who will have access to the answers and how the
answers will be analyzed. If you want to quote the interviewee verbatim –
word for word – you need to obtain his formal permission. You may offer
to give them a first right to read the information prior to publishing if you
have just one or two interviewees, but not if you are doing lots. Your task
would be unending.
4. Explain the format of the interview. Tell the interviewee how long it
will take and let him know if he can ask you questions.
5. Give your contact information (business card, phone, address,
email).
6. Ask if the interviewee has any questions before you both get started
with the interview.
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7. Write as you go or ask permission to use a recorder, which is readily
available in any smart phone. Learn speedwriting but make sure you
double-check figures and statistics before you end the interview.
Questions may be designed to seek information - in the past, present or future about:
1.
2.
3.
4.
5.

Behaviors - doing
Opinions/values - thinking
Feelings - subjective opinion
Knowledge - facts
Sensory – VAKOG (visual, auditory, kinesthetic, olfactory, gustatory)
traits
6. Background/demographics - age, education, etc.
Sequence of Questions
1. Attract the interviewee’s attention.
2. Leave any controversial, sensitive or personal questions for later.
3. Vary the type of question. Alternate fact-based questions with open
questions.
4. First ask questions about the present before past or future.
5. Feedback: Ask interviewees their impressions of the interview.
Follow-up
If you want to use a tape or electronic recorder, you must remember to ask the
subject for permission. Afterward, be careful to remove the tape from your
recorder, label it and file it for future reference. Electronic notes and recordings
should also be carefully conserved.
Even if you use a recorder, it is better to also take written notes, referring to your
tapes only when you have a doubt about, say, statistics, proper names or exact
quotes. Did you say you would do something for your interviewee, like send him
or her a copy of the final document? Did s/he ask you for a contact? Above all,
remember to send your interviewee a thank-you note and get their name spelled
correctly onto your reference list.

7.7.2 Survey Ques onnaires
Many of the rules for sequencing interview questions apply also to written
questionnaires. Normally, the sequence follows a funnel pattern, beginning with
broad, general questions and working down to the more specific.
(Surveymonkey, 2013)
Use the following guidelines to set up your survey questionnaire:
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1. Decide which language(s) is(are) the most suited to your target
audience. For certain topics, we highly recommend that you make your
questionnaires available online in both English and French.
2. Identify who is taking the survey (ESH students must identify
themselves as such, using their class, the course, their team name or
number and also identify ESH with its street address, for instance:
English: "This survey is anonymous and is part of research conducted by
a group of students in a Master of Science in Hospitality Management
program. Your response is valuable to us and we thank you for your
participation. Master (class) Project Team (number)
ESH Hotel Management School - Paris & London
76, avenue Villeneuve - 92110 Clichy La Garenne, France
French: "Ce questionnaire est anonyme et fait parti de recherches conduites
par un groupe d’étudiants en Master en Hôtellerie.
Master __ Project Team Numéro___
ESH Ecole Supérieure d'Hôtellerie - Paris & London
76, avenue Villeneuve - 92110 Clichy La Garenne, France"
3.
4.
5.
6.
7.

State the purpose of the survey.
Give the time period of the questionnaire's availability online.
Ask only what you need to know.
Limit the number of questions to obtain better cooperation.
Start with fact-based questions and then go on to opinion-based
questions to best engage your respondents’ enthusiasm.
8. Test your questionnaire on a small group of people with the same
language and educational skills as the target group.
9. Finalize the questionnaire after testing feedback has been incorporated.
10. Date the form and note the version number (V1, V2, V3, etc. followed by
the exact date put online)
Your written style should match the expectations of your target group; use
simple words over sophisticated ones. Avoid negative or complicated questions,
and above all, make sure you are asking only one question at a time. If you are
using multiple choice questions, make sure that you have used the full range of
possibilities or that your add a category "Other: Explain ______" because there
may be items you have not thought about. Above all, scrutinize your vocabulary
to make sure that it is "clean", that is to say, you have not chosen words which
will automatically sway your respondent to answer in one or another way.

7.7.3 Internet-based surveys
Students are encouraged to explore all modern research tools available on the
Internet. Many of them are free up to a certain number of questions or a limited
number of responses. The beauty of these tools is that they will give you the
ability to extend your target sample to include people from around the world, if
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that is an advantage to your study. Further, these tools offer statistical
advantages as they may provide automatic calculations. (Surveymonkey, 2013)
Here are some of the services that ESH has already experimented with
successfully:





http://fr.surveymonkey.com/
http://www.esurveyspro.com/
http://freeonlinesurveys.com/
htto://doc.google.com

7.7.4 Determining your survey sample
Before you can do interviews or take a survey, you will need to spend
considerable time determining your "sample", that is to say, the profile of the
population you want to survey and the appropriate number of responses you
need in order for your survey to have any statistical validity. What are the
criteria needed to validate your sample?
Due to time constraints, ESH research is mostly qualitative. We expect students
to conduct a minimum of ten interviews for each project. Given that there is little
statistical validity in small samples, we ask students to try to obtain at least 100
responses to their online surveys.
The composition of your sample will be important in order to avoid bias swaying your respondent's answers in a certain direction - although bias is
almost impossible to eliminate entirely. You will need to try to avoid skewing
results, that is pulling them artificially in one direction or another, by
overloading your sample with, for instance, too many subjects of one sex, a
certain age, a particular social or economic bracket or an ethnic culture.
Further, you will automatically obtain favorable bias if you include your friends,
relatives, and classmates. (You might get unfavorable bias from former clients
or old boyfriends or girlfriends.) If you conduct your survey by phone during
the day, you are certain to reach unemployed categories of people like
housewives and students. If you run your survey on one of the Internet based
survey systems, your sample could be unlimited in number but likely to reach
atypical people.
Before you launch your survey, make sure that your sample group will
understand the language, the vocabulary, and the "letter and the spirit" of your
questions. Language should be kept simple and non-technical. Vocabulary
should be chosen so as not to offend minorities.
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7.8 Analyzing primary data
Students will be required to interpret data from their primary research. To do
that, they will need to understand basic notions and vocabulary that will be
explained in class:
1. Central Tendency
Mean - the average score
Median - the value that lies in the middle after ranking all the scores
Mode - the most frequently occurring score
2. Normal Distribution Curve
3. Variation & Standard Deviation (Phillips, P., 2013)
A teacher specialized in statistical analysis will teach this section and evaluate
individual team's project designs.

7.9 Writing the research paper
These instructions for writing a research paper for the ESH Master Two course
Project Management in the Hospitality Industry will follow the guidelines
required by London South Bank University: the Harvard style
Please refer only to the London South Bank University's guidelines at



http://www.lsbu.ac.uk/library/helpsheets/hs30.pdf
https://my.lsbu.ac.uk/assets/documents/library/h2g-library-30.pdf

7.9.1 Style
The desired writing style for academic research is simple, clear and
understandable. It is highly recommended that you use:







short sentences
third person (no I, my, we, etc.; the expression, "In this author's opinion," or
"In the authors' opinion" if you need to state an opinion)
the past tense except with speaking of ongoing theory, in which case the
present tense is desired; use the future tense when it fits
proper labels and accurate words to identify people in their proper roles,
such members, participants, respondents, supervisors, executives, or students
rather than call them "subjects"; this will also help you avoid
"anthropomorphisms" or stating that inanimate entities such as
companies, corporations, associations and so forth are attributed with
human capacities, such as decision making, leadership, etc.
objectivity (avoid strong attitudes and, particularly, making assumptions)
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American English and spelling is acceptable for classwork but all formal
papers must be submitted using standard British spelling.
formal English, which means no contractions such as don't, doesn't, won't,
isn't, and can't, which must be written out in full (do not, does not, will not, is
not, cannot, etc.)

7.9.2 FormaAng
Unless otherwise advised by your instructor, please use the following guidelines
for formatting your reports, theses, and research papers. Further information
may be found at https://my.lsbu.ac.uk/assets/documents/it-support/h2g-it16.pdf .










Use double line spacing, which allows for corrections and comments.
(Teachers may wish to quote the desired length of papers in terms of the
number of words desired rather than pages.) Single spacing may be used
for the table of contents, figures, references/bibliography, and long
quotations.
Use 12-point fonts, preferably serif Times New Roman or Cambria.
Do not use boldface characters in the text.
Use standard MS Word or MacBook Pages margins unless submitting a
report which will be bound on the lefthand edge, in which case set the
left-hand margin to 3 cm and the right to 2.5 cm.
Use lower-case Roman numbers (i, ii, iii, iv, etc.) for all pages prior to the
beginning of the text (chapters), such as for the:
cover or title page (number not shown)
copyright page or declaration of authorship (number not shown)
dedication (number not shown)
abstract or executive summary
table of contents - list of tables - list of figures
preface (if any)
chapters
reference list
appendices
Use consecutive pagination with Arabic numbers on text starting from
page 1 of your content placed in the lower right-hand footer of the page.
All documents submitted to the teacher for review should be submitted in
MS Word. (Students are expected to be familiar with the Word application
"Track Changes" which is used extensively in the preparation of texts).
Please do NOT submit your documents in PDF as your instructors cannot
correct or comment them in that format!

7.9.3 Headings
Unless otherwise instructed, students should always follow the London South Bank
heading, style which can be found at
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https://my.lsbu.ac.uk/assets/documents/it-support/h2g-it-16.pdf
Basically, you are free to use the automatic heading style offered to you by Microsoft
Word. You will have to know how to mark words as headings to have them appear on
the automatically created Word Table of Contents (TOC) function.

7.10 Standard Research Paper Format
There are no universally recognized formula for research paper formats. If your
instructor has not provided you with specific guidelines, it is recommended to look at
some research papers online from better universities.
ESH recommends the following research paper format:
Cover page
(Administrative pages: for ESH, please include a copyright
page and an optional dedication page)
Abstract
Key words
Biographical material of author(s): limit to one sentence
each
Table of Contents
List of Tables
List of Figures
Introduction


Context or statement of the problem



purpose of the study



research questions, objectives or hypotheses



theoretical perspectives



definition of terms



delimitations and limitations of the study

Review of Literature
Methods


research design



sample, population or subjects of inquiry

The various sections of a research paper are described on the following pages.
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7.10.1 Abstract
This is the last part of your paper you should write. It will give a concise summary of
the purpose of the study, the research problem, a brief description of the methods, the
results obtained, including specific data, and a short conclusion, in a single paragraph.

7.10.2 Table of contents

The table of contents may be created using the automatic Word (Insert - Index &
Tables) function for the Classic TOC and include at least three levels of headings.

7.10.3 List of Table and List of Figures
These lists should go on separate pages and contain references to all tables and
figures in the body of the document but not the appendix.

7.10.4 Introduc on

The introduction states one major idea per paragraph. It explains the purpose
and objectives of the study, and describes the context of the research question,
research problem or hypothesis (or, pl., hypotheses). It describes the
importance, defends the model, and provides a rationale. The context may be
that it is an academic study undertaken to achieve a certain degree; that it was
undertaken alone or in a team. It discusses what theories are applied, challenged
and are likely to be impacted. All technical vocabulary necessary to the
understanding of the report is explained. Delimitations will describe the selfimposed limits of the study that allow it to focus on just a certain area without
looking too broadly at a subject. All studies experience some kind of limitations
that are imposed on them, usually lack of time or specific deadlines, finances, or
qualified colleagues.

7.10.5 Review of Literature
A review of literature is an overview of the previous research that has been
conducted and published on a particular topic. You will spend the Discovery part
of your Project Management course reading or reviewing what has been said and
done on your subject in order to gain in-depth of knowledge, to become
"experts" on your topic. The purpose of your reading is not to justify a pre-study
bias on the topic but to give you enough information to identify gaps in research
or see new directions to explore.

7.10.6 Methods
This section should be the easiest to write but students sometime over-write it
and turn it into a How To section, which it is not. The purpose is not to describe
every detail of your process but to provide proof that your study is scientifically
sound. You will want to describe the key methods and procedures you used to
conduct your study but avoid extraneous detail. You will provide information on
your research design: what procedure did you follow? What was your sampling
(who participated in the study and why were they chosen)? What material, if
any, did you use? What kind of surveys did you run to obtain your observations
or data? What equipment, if any, was required? What were the variables? What
actions did the participants take?
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Basically, you need to give enough information so that another researcher can
replicate your study based on your described methods.
This section is always written in the past tense. If you mention steps and
procedures in the method section, these elements should also be present in the
results and discussion sections. You are encourage to consult a range of online
guidelines while writing this section; a rough draft should be hammered out with
one or more teachers.
The methods section will usually have the following four sub-sections:
1. Participants: Who? How many? How did you select them?
For example: "The sample group for our survey consisted of 100
randomly selected tourists who answered our survey on
surveymonkey.com that was broadly distributed through our private
contact channels on four continents."
2. Materials: What measures, equipment, or material such as books or
images did you use to test your problem question or statement? Did you
use some financial or psychological lure to get people to participate?
For example: "To insure the participation of top executives among those
interviewed, we offered our participants the opportunity to receive a
free copy of our research results."
3. Design: What type of design (process) did you use to run your study?
List the steps taken. What were your variables? Did you use a withingroups or between-groups design?
For example: "The experiment used a between-subjects design. The
independent variables were age and beliefs."
A between-group design, widely used in social sciences, has two or
more subject groups; usually one is regarded as the treatment group
(treated with a some variable) and a control group that receives no
variable treatment and is used as the reference to prove any deviance in
the treatment group.
A within-groups design uses the same subjects, such as rats, with every
condition of the research, including the control. Measures may be
collected over time in a longitudinal (long) study.
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4. Procedure: The next part of your method section should detail the
procedures used in your experiment or study. How did you collected
data? What did you have participants do? What order or steps were
applied?
For example: "Each member of the team interviewed two hotel
management employees individually at their offices in one session that
lasted 20 minutes on average. The interviewers asked the same five
questions (list the questions) of each manager. They were each assured
of anonymity and offered the option of receiving the results of the study.
All sessions were videotaped so the information could later be verified."

7.10.6 Results
The length of this section will be determined by the amount of information you
have collected. The purpose is to present and illustrate your findings, if
necessary with figures and tables. First describe your results, analyze the data,
and prepare the analyzed data in a graph, figure, or table as well as text.
Do not include your raw data. You just want to present the final analyzed data
here. Explanations can be given during the jury session or if anyone asks for it.
Do not present opinions or discussion in this section; it is reserved for the
following section.

7.10.8 Conclusions and Discussion
The objective of this section is to provide an interpretation of your results. The
significance of the findings must be clearly described.
Avoid summarizing the whole paper here, but rather offer interpretations and
recommendations.
Briefly, interpret your data results using the past tense. Did they meet/surpass
your expectations? Why? Is your hypothesis to be retained or rejected? What
future directions should other studies take based on your results? How could
your results be linked to other studies?
Try to avoid being superficial; rather imagine applications for your results.

7.10.9 References
Use the Harvard in-text style of citation and referencing. Create a Reference
rather than a Bibliography. You may single-space the references and use a
smaller guage font (8) for URLs.

ESH Project Management Program Course Manal - All rights reserved ESHotel

125

7.7.10 Appendix
Include only information that is necessary to understanding the research paper
(e.g., questionnaires, results). Do not include research material for the Review of
Literature.
SAMPLE RESEARCH PAPERS:
http://www.insead.edu/facultyresearch/research/doc.cfm?did=50311
http://www.shannoncollege.com/wp-content/uploads/2009/12/THRIC2010-Full-Paper-S.-Duffy.pdf
http://www.sd.polyu.edu.hk/iasdr/proceeding/papers/Emotional%20design
%20for%20hotel%20stay%20experiences_%20Research%20on%20guest
%20emotions%20and%20design%20opportunities.pdf
http://www2.uwstout.edu/content/lib/thesis/2002/2002petcharakp.pdf
Figure 56 Sample Research Papers

Exercise
1. Draft an interview and a survey questionnaire according to the above
guidelines.
2. Identify your targeted sample group according to criteria of gender, age,
social and economic situation, culture, language, nationality, and sexual
orientation. What are the subgroups you specifically need to target?
3. What is/are the law/laws governing the collection of data in your country
(in this case, France)? Does your survey meet legal and ethical guidelines?
4. How and where are you going to find the requisite sample?
5. Draft a tentative schedule for conducting your research, with the end date
being no later than the end of the first week in December. Allow one
week for the analysis of your results.
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Chapter 8
Writing a Business Plan
Constance G. Konold

8.1 Introduction
All ESH M1 students work in teams of four to six to conceive, research, write and
present business plans, in French in M1 Paris and in English in M1 London.
Themes are suggested by an advisory board of hospitality professionals and ESH
faculty. Some themes that have been imagined and explored are:













Managing solid waste in the hospitality industry
Conceiving a low-cost four-star hotel
Sourcing and operating a 100% organic French restaurant
Creating an organic brasserie from scratch in a business district
Building a chain of organic fast-food restaurants
Developing a wine bar (in Shanghai, Paris and London)
Imagining an ecological hotel (in London and Annecy)
Cross-over branding between a hotel and a luxury product
Transforming a four-star hotel into a Palace
Imagining a nomad hotel (Galapagos)
Proposing a hotel-NGO partnership in developing countries
Planning a Darwin bicentennial event in 2009

Students work within a timeframe of three months. Instruction is delivered in
French and English, requiring fluent use of both languages as measured by a
required TOEIC score of 750. These constraints intentionally put pressure on the
students, to test their tolerance for stress and their ingenuity in sourcing support
from unofficial tutors, who are basically anyone who is willing to provide
emotional or intellectual support to the projects. Standards and formal guidance
is provided by a team of ESH faculty members teaching project management,
finance, marketing, French and English. A specific format for the business plan
and for the jury presentation is imposed. (See section 8.2.1)
Students are expected to do both primary and secondary research. Primary
research consists of running online surveys and conducting face-to-face
interviews.
We at ESH believe that the business plan is an excellent pedagogical tool for
business management. It gives the student an overview of business, from
strategic vision to marketing to finance. Further, business plans are useful life
tools since they are often used along with feasibility studies in hotels to develop
projects such as the addition of a spa, beauty salon, bar, new dining room,
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swimming pool or terrace. Many of our students express entrepreneurial life
goals - to someday start their own hotel or restaurant - for which the business
project is the perfect training ground, if only to prepare a request for a loan from
a bank.

8.2 Purpose
A business plan is basically a short (business) story with narrative that is meant
to be persuasive in order to obtain something, usually a bank loan or other
investment. The story must be substantiated by numbers which are expressed
in several financial statements. It usually does not need to be longer than thirty
pages. The entire document is then summarized in a one- or two-page executive
summary that is used to promote the business plan and to solicit interest among
potential investors.
Another important reason to create a business plan is not only to find investors
but rather to engage the process of researching and thinking about a project or
business in a systematic way. Planning, studying and researching promotes
critical thinking and helps avoid faulty, costly assumptions.

8.3 Formatting
There are many kinds and styles of business plans. ESH has adapted the
following generic business plan to meet it academic needs.

8.3.1 The ESH Business Plan Model
Formatting requirements:
Length: 30 pages maximum, not including appendices
In-text or foot-noted style (see Chapter 6.8)
Font: Times New Roman or Cambria size 12
interline spacing 1.5 or 2 lines
Document structure:
Cover Page
Copyright non exclusivity statement (see Appendix 8.1)
Acknowledgements (non obligatory)
Table of Content
I.
Executive summary (page 1)
II.
Project Overview (pages 2 & 3)
III.
Market study:
page 4 – environment (In what city, region, country, etc.?)
page 5 – demand study (What is the market for the project?)
page 6 – needs, attitudes, trends
page 7 – segmentation (Who does the project interest?)
page 8 – offer : competition (What is the project's competitive
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IV.

advantage?)
page 9 - distribution channel, trends (How will the project become
known?)
page 10 – SWOT (text and graphic)
Marketing Mix
page 11 – products and services (How are they sustainable?)
page 12 – product descriptions
page 13 – response to demand
page 14 - implementation (How will the project be created?)
page 15 – pricing ( competition prices and analysis)
page 16, 17, 18 – promotion (How will you launch your project? What
is your media budget, media strategy, communication plan? Write a
sample press release of 10 lines. Create a sample flier.)
page 19 – people and management (Who will do what?)
page 20 – organization (What is your organization chart?)

V.

Financial Plan
page 21 – business model (How will you make money in a sustainable
manner?)
page 22, 23 – sales forecast: 3 hypotheses (high, average, low)
page 24 – expenses and start-up expenses (What will it cost you to
create the project until the first day it makes money?)
page 15 – sales and marketing expenses
page 26 – wages and salaries (Who, what, when, how long, at what
price?)
page 27 – general administration (What legal form suits your project
best?)
page 28 – five-year income statement
page 29 – investment needs, valuation

VI.

Conclusions

Appendix (maximum under 30 pages, including student CVs)
References Style: APA or Harvard, as per teacher's instructions
Students are required to have their business plans finished ten days prior to the
jury presentations so that the documents may be sent electronically to the jury
members well before jury day.

8.3.2 The Presenta on
Each team presents its work to a professional jury in a 40-minute session with a
ten-minute question and answer period. Each member of the team is expected to
deliver part of the presentation and to be able to answer questions on any aspect
of the project.
Oral presentations are expected to include a PowerPoint presentation based on
the structure outlined below. (Please, no Prezies!) Creativity may be expressed
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through the development of a logo, staging of the presentation or features that
will demonstrate the project's branding (color, design, graphics).
PowerPoint slides should follow general rules for good presentations:








simple design and harmonious colors
clear, uncluttered text
project and/or team name on each slide
slide numbers on each slide, large enough to be seen from afar
bullet point guidelines: never one alone; no more than five per slide [We
like the rule better in French: " Une puce ne vient jamais seule ; six puces,
ça gratte ! " roughly translated, one flea (meaning bullet point) never
comes alone; six fleas make you scratch.]
no charts or tables on slides: rather they should be printed as handouts or
referred to by giving the exact page number in the business plan

The presentations should contain the following minimum slides.
Slide 1 -

Cover page

Slide 2 -

Project overview ( present the project and team; clarify the
product; recall the business model; give your sales pitch using
product specificity and originality, competitive advantages, and
other important items)

Slide 3 -

Market Study: demand

Slide 4 -

Market Study: offer

Slide 5 -

Product and services (refer to pages 11-14 of business plan)

Slide 6 -

Pricing, promotion, distribution

Slide 7 -

Management and organization (refer to pages 19-20 of business
plan)

Slide 8 -

Financial Plan: sales forecast, three options, sources of revenue,
pie chart

Slide 9 -

Financial Plan: expenses; pie chart / start-up expenses

Slide 10 - Income Statement (Do not use a chart but rather explain in
words!)
Slide 11 – Sales Pitch: The team leader should explains and sell the project to
the jury using fact-based opinions for persuasion. He should
clearly state the team's investment needs, remind the jury of the
project's strong points, finances, operations, etc.)
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Slide 12 - Question &Answer (On this slide, it is advisable to insert your
photos with names and the parts each presented, to help the jury
interact with you.)
Students should prepare a printed version of their PowerPoint presentation for
the jury, allowing space for notes, as well as a copy of the full business plan for
each jury member and all faculty in attendance. Refer to exact page numbers in
the business plan for charts and tables. All slides must be numbered clearly.

8.4 Structure
Most business plans follow more or less the same organization of presentation.
This rubric briefly describes the function or desired content of each part or
section of a business plan.

8.4.1 Project Overview
The purpose of this chapter is to describe exactly what business you will be in.
What will you do? This section must clearly define the following:
Mission Statement: Explain your raison d'être in 30 words or less.
Vision Statement: Explains what applications or what direction the project
could take if successful. Where do you see the project going in the distant future?
Are you intending to turn your restaurant into a chain or simply to make your
product unique and the very best available on the market? Can you consider
franchising? Would you take the company public or open the capital to
employees?
Value Statement or business philosophy: What are your guiding principles?
This is a good place to mention the triple-bottom line (Profit, People, Planet),
McGregor X or Y, participative or knowledge-based mangement.
Company Goals and Objectives: What are the steps or stages your project
needs to go through to attain its end goal? What are the progress markers along
the way to achievement? The types of objectives you may have could be annual
production and sales targets and measures of customer satisfaction.
Who cares?: To whom will you market your products? (Just mention your
target market here but state that the marketing plan will be developed in a later
section.)
Industry description: Describe it. Is it a growth industry? Mature? What
changes do you foresee in the industry: short term? long term? How will your
company be poised to take advantage of opportunities? Promote your project's
strengths and core competencies. What factors will make the project or company
succeed? What do you think are your major competitive advantages? What
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background experience, skills, and strengths do you and your team personally
bring to this new venture?
Legal form of ownership: What legal form of entity have you decided to create?
Sole proprietorship, partnership, corporation, limited liability corporation...?
Justify your choice.
Products and Services: Describe in depth your products or services. (Please
note that any technical specifications, drawings, photos, sales brochures, and
other bulky items belong in the Appendix). What factors will influence
competitive advantages or disadvantages? What criteria are you using to price
your products or fees or leasing structures of your products or services?

8.4.2. Marke ng Plan
(Guidelines for this topic are expanded fully in Chapter 9.)
All ventures and projects need effective marketing to survive, and this requires
careful, systematic research. You need to do market research to be certain that
you project or product is sound.
There are two kinds of market research: primary and secondary. Secondary
research stems from published information such as industry profiles, trade
journals, newspapers, magazines, census data, and demographic profiles. This
type of information is available in public libraries, industry associations,
chambers of commerce, from vendors who sell to your industry, and from
government agencies.
Primary research means first-hand data that you collect yourself. Your research
tools (surveys, interviews, questionnaires) will help you to learn about consumer
preferences. (These are fully developed in Chapter 7. ) Each team is expected to
conduct at least ten interviews and run an online survey, collecting a minimum of
100 responses.
In this section of the business plan, you will also be expected to discuss
economics, the product, customers, and competition.
8.3.3 Operational Plan
This section of the business plan intends to explain the daily operation of the
business. For instance:
describe its location and the surrounding environment, l
ist any major equipment (professional kitchen, office machinery, etc.) ,
name the people and describe the jobs they hold,
elaborate on processes or methods required for you to achieve the purpose of
the company.
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You will need to details such things as inventory, suppliers, credit policies,
accounts receivable and accounts payable.

8.4.3. Management and Organiza on
Who will manage the business on a day-to-day basis? What experience does that
person bring to the business? What special or distinctive competencies does that
person need? Is there a plan for continuation of the business if that person leaves
or is incapacitated?

8.4.4 Financial Statements
(This subject is fully developed in Chapter 10 Business Plan: Financial Planning.)
You will have many startup expenses before you even begin operating your
business. It’s important to estimate those expenses accurately and then to plan
where you will get sufficient capital. New businesses usually cost more than you
anticipate. You will need to "pad" your budget and to learn projection planning.
The financial plan consists of the following documents:
a 12-month profit and loss projection,
a four-year profit and loss projection (optional),
a cash-flow projection,
a projected balance sheet, and
a break-even calculation.
Together they constitute a reasonable estimate of your company's financial
future. More important, the process of thinking through the financial plan will
improve your insight into the inner financial workings of your company.

8.4.5. Appendix
Please include only documents that are essential to the understanding of your
business plan, such as:









Team biographies with photos or individual CVs with contact
information (Consider your business plan as an excellent promotional
tool!)
Brochures and advertising materials
Industry studies
Blueprints and plans
Maps and photos of location
Magazine or other articles
Detailed lists of equipment owned or to be purchased
Copies of leases and contracts
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Letters of support from future customers
Any other materials needed to support the assumptions in this plan
Market research studies
List of assets available as collateral for a loan
All financial tables showing how you arrived at the conclusions put forth
in the text (You will want to make sure you include all of your upstream
assumptions and calculations so that the reader sees immediately what
your thinking is.) Please note that large charts should not be put into the
text of the business plan and all financial citations should be tagged with
a reference to the document in the Appendix.

Questions
1. What is the purpose of a business plan?
2. What is the difference between a business plan and a feasibility study?
3. What is an executive summary?
4. What are generally the main parts of a business plan?
5. What are some good tips for business plan presentations?
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Chapter 9
Marketing and Strategic section of the Business Plan
Arnaud Bouvier

9.1 Marketing section
(To see the overall structure of a business plan, see Chapter 8.3.2.)
The marketing section of the business plan describes the concept of the product
or service offered and how it will be marketed or sold on the market. The
concept of “marketing mix” or Seven P’s is used to describe the elements of the
business. It is composed of the usual Four P’s (McCarthy, 1960): product, place
(or distribution: do not mix it up with the place where the hotel is located, which
is part of the Product), price and promotion; and three additional P’s: processes,
people and physical evidence.
The Seven P’s is the overall plan of the marketing section; it should be presented
in seven numbered sections, each one describing one of the elements of the mix.
The Seven P’s are usually presented in the exact order mentioned above (see 9.6
Deliverables). The detailed description and expectations for each section, or each
P, can be found in 9.3 Content and Objectives.
A good example can be taken from one of ESH's 2011 master projects concerning
the hypothetical creation of a “Low-cost Four-star Hotel”. This project mixed
two concepts - a four-star hotel and a low-cost hotel. The students were asked to
write a business plan to be presented to a board of investors. Their application of
the Seven P's perfectly illustrates the definitions and offers recommendations as
follows:
1. The Product is obviously a 4-star hotel. The related concept of "low-cost"
should impact the location, building and services.
2. The Place would be the usual hotel distribution channels and especially
low-cost channels such as last-minute Internet Web sites.
3. The Price would be the lowest possible price you can sell a four-star hotel
room: under the average of the market and if possible under the cheapest.
4. The Promotion would include bargain guides on top of the usual channels
(public relations, sales promotion, advertising and sales force).
5. The Processes might include a simplified check-in/check-out procedure,
staff versatility at the front desk and outsourcing of room service.
6. The People section would describe the staff (front-office, housekeeping
and general management) and the specific training in versatility.
7. The Physical evidence, finally, should include a logo (projecting a
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favorable image of inexpensive and four stars), plus amenities, brochure,
etc.
Marketing is a science; the goal of this section is thus to justify every choice
made in order to demonstrate the feasibility of the project. No choice can be
made without a presentation of the alternatives and a list of elements in favour
of the selected solution. Each choice must be based on relevant information from
external sources (professional articles or academic research, comparison with
other projects, books) or internal data (survey or interview).
It is very important to understand that the business plan should not only offer
one mix of the 7 P’s but also present, analyse and explain each component of the
mix with different options, and only then offer a suggestion of a possible mix.
This concept is further explained in 9.3 Content and Objectives.
The strategic part of the business plan offers a broader view of the future of the
business; it is described in the next section.

9.2 Strategic analysis
The strategic analysis of the project uses the SWOT model: Strengths and
Weaknesses (internal factors) in blocks on the top line, and Opportunities and
Threats (external factors) underneath.
INTERNAL

Strengths

Weaknesses

EXTERNAL

Opportunities

Threats

Figure 57 SWOT form

To realise the SWOT analysis, it is necessary to analyse five dimensions of the
business:
 three internal dimensions (marketing mix, organisation and culture); and
 two external dimensions (the environment and the competition).
Each dimension is then divided into positive (for the development and future of
the business) and negative factors:
 a positive internal factor is labelled a Strength,
 a negative internal factor is a Weakness,
 a positive external factor is an Opportunity,
 a negative external factor is a Threat.
Specific tools must be used to analyse each dimension:
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 the Seven P’s for the marketing mix, a functional chart for the organisation;
 the PESTEL model for the external factors of environment: Political,
Economical, Socio-cultural, Technological, Environmental and Legal (For
use of PESTEL as a marketing tool in a business plan, see Chapter 9.3.17) ;
and
 Porter’s Five Forces for the competition. (The Five Forces of Competition
are rivalry, threat of new entrants, threat of substitute products, bargaining
power of customers and bargaining power of suppliers).
Below, we have applied, as an example, the above notions to the “four-star lowcost hotel” master project and a preview of selected tool:
1. The PESTEL model would emphasise the economic downturn that
increases customer’s price sensibility and the legal aspect of four-star
classification, which can be subject to changes.
2. Porter’s Five Forces would explain the negotiation strategy with
suppliers, but also other forms of cheap lodging as competitors.
3. Corporate culture should include a mission statement such as “Provide
four-star service at a three-star rate” and corporate values such as
“quality, savings, respect and care”.
The SWOT regroups all factors divided into positive and negative columns, with
the most important ones being traditionally represented in a four-square chart
(“the SWOT”).
The goal of the strategic analysis is to offer a vision of the way the business will
behave in its environment. The marketing mix is a static description of the
business, the strategic analysis is a more dynamic approach.

9.3 Content and Objectives
9.3.1 The Seven P’s to describe the marke ng mix
9.3.11 Product
Product description is the core of the business plan. For a hotel, it includes:
name, location, design, spirit, atmosphere, rooms, equipment, and services such
as the bar, restaurants, conference rooms, spa, and business center, for instance.
If the product is a restaurant, of interest would be such things as opening hours,
the wine list, sample menus, etc.
The elements in the product description will affect the whole project. For
example, the choice of location will impact the catchment area, the initial
investment or rent, the style and atmosphere and, of course, the competition.
To justify and explain any choice relative to the product, a market study is
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necessary. Reminder: Each choice must be explained and justified.
Market Study
The market study is a quantitative and qualitative approach of the market,
destined to understand the way it really works. It uses data mining and research
on the one hand, and questionnaires, surveys and polls on the other. Data comes
from sectorial studies from governmental sources (World Travel and Tourism
Council, Ministry of Tourism, City council and, in France, the Office de tourisme,
INSEE, Mairie de Paris and so forth) or private companies (like STR Global, KPMG
or Deloitte).
The data collected usually helps answering questions on the global demand:
number of tourists in the area, the MICE (meetings, incentives, conventions and
exhibitions) market, seasonality, future events, project developments, price of
land and property, etc. Questionnaires must then be devised to answer precise
questions on the project, not covered by data collection, like the specific needs of
businesses in a precise area, the consumer perception of price and value, etc.
(See Chapter 7.7 on surveys.)
Example (locaon of the project)
Referring to the same example above of the “four-star low-cost hotel” and its
location, if we were to say the hotel must be based in London, then data
collection should provide information on the local London hotel supply,
indicating where hotels already exist (an indicator that there is a market there,
though too few hotels would certainly imply high price of property). (The
illustration below shows an example of data from the Overview of Hotel Supply,
published by the City of London (Cushman & Wakefield Hospitality, 2009).

Figure 58 Scatter map of hotels by type in a region
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On the map, we can see that the central city has few hotels, certainly because of
the high price of property. The the density of the scatter pattern for four-star
hotels increases north of Westminster and north and south of Kensington and
Chelsea (on the left of the map), indicating that these areas both meet the
criteria: existing hotels and space are available. Another criteria must then be
added: the price of property. Prices must be checked through another study,
which would reveal that property prices in Kensington are the lowest in our
selected areas. Then - and only then - can Kensington be presented as a suitable
location for the project.
The business plan offers a possible mix, proposing Kensington as a possible
location for a four-star low-cost hotel in London, but keeping track of the
selection process so that at any time any stakeholder can return to investigate
another area, such as Chelsea or north of Westminster.

9.3.12 Place (or distribu on)
In the business plan, a distribution strategy must be elaborated, based on the
segmentation forecast. Segmentation is a division of the market in homogeneous
groups in terms of wants and needs, called segments. Target segments are
selected based on the study of the demand in the market study.
Hotel rooms are sold directly (on the hotel Web site or by contracts with
corporations or groups) or through distribution channels (online agencies, tour
operators, global distribution systems or GDS). Direct sales incur fixed cost like
the maintenance of the Web site or salaries of the sales team. Indirect sales incur
variable costs in terms of commissions that vary greatly depending on the
intermediary. It is normally only a share of the individual clientele that incurs
commissions through the Internet, but in some cases, it is a percentage of the
rooms that are allocated by contract to certain online travel agencies.
In France, in an article from L’Hôtellerie Restauration (Carbillet, 2011), it is
reported that 10% of the rooms of independent hotels must be allocated to
Expedia for example, with a commission rate between 17% and 25% of the price
of the room (VAT included). The commission rate usually depends on the origin
of the customer, local or international, and the size of the hotel.
Remember that the cost structure of the distribution must be coherent with the
segmentation of the sales. If the clientele is mainly international individuals, for
example in a boutique hotel in central Paris, then the online channel's
commissions must be applied to a large part of the rooms sold; if the clientele is
mainly corporate, for example in a large hotel in the business area, then an
important sales force must be budgeted, but online commissions will not apply.
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9.3.13 Price
This section of the business plan should present a pricing strategy for the
product or service offered. Many books and theses have been written on price
engineering in the hotel industry. Consequently, it should not be assumed that
price setting is simple and just announce a single price or price list. Revenue
management techniques, based on airfare, are applied to the pricing of rooms on
a daily basis, and it is not uncommon for hotels to have a full-time employee
dedicated to yield management.
To set prices, it is necessary to sample competitors in the area, to analyse
average prices and set a range of price (top-down approach). These prices are
then entered in the financial business model to refine the range (bottom-up
approach). This way, the chosen price range comes from an understandable
background; if challenged, it can be justified or changed.
Below is a guideline on how to set prices in a business plan:


Select a list of close competitors (called comparables) that are close
geographically and in terms of offer. If there if no comparable hotel or not
many hotels in the area, then any comparable hotel in the world will do.
The average prices offered must be adjusted for the location, for example,
based on average RevPar (Revenue Per Available Room) in both
countries.



Observe prices in the list of comparable hotels on different channels.
Check hotel Web sites and online agencies; look for singles, doubles and
suites; investigate bundles and special offers. Don't forget to always check
if breakfast or other services are included and find out the breakfast price
alone. Prices should also be sampled at different moments, for instance,
every week on a two months period.



Once a price range for comparable hotels has been established, a first
range can be set for the project. Depending on the competition and the
specific project, the chosen prices can be in the upper range of the
competition or below. Anyway, remember that the public prices on the
Internet reflect only a small part of hotel prices (for individual clientele).



Adapt prices to the segmentation. The price range set above is for
individuals; the other classic segments in the hotel industry are corporate
and groups, MICE (meeting, incentive, conference and events), travel
agencies, tour operators, and by country of origin. The typical
segmentation of a hotel’s clientele depends mainly on its category and
location. Statistics can be found in industry reports. In France, a market
mix per hotel category and location (Paris, Riviera and other regions) is
published every year (KPMG, 2013, p. 83).



Prices are discounted for volumes and early payment. For example,
discounts may range from 10% for 10 days in advance payment; 20% for
20 days; and 30% for 30 days and more. Discounts may also apply to
groups, which have high volumes and early payment; corporate clients
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that can have even higher volumes per year (for instance, for their sales
personnel dispatched to the client's location or for conferences) but
payment is usually late. A projection of sales volumes per segment with
the corresponding adjustments to the price range must be computed.


Once the target segmentation has been established in volumes per year
and a price range has been set for each segment, this information must be
entered in the financial part of the business plan to calculate a projected
room turnover. Volumes (or nights sold) are usually down when prices
are higher, and up when prices are lower. This ratio is called elasticity.
The business plan can be adjusted in terms of volumes and prices to offer
different hypothesis (optimistic, normal and pessimistic), the objective is
not really to forecast turnover but rather to try the model’s stability.

9.3.14 Promo on
The usual channels of promotion are: public relations, sales promotion,
advertising and sales force. In the business plan, examples of actions and their
corresponding budgets must be given for each channel.
The business plan must also include a description of the promotion strategy of
comparable hotels, online and offline.
Online channels of promotion each have a different cost of acquisition per
customer, or a revenue-to-cost ratio. An example based on a selection of real
hotels (AHLA, 2011, p.154) gives a range of revenue-to-cost ratios per booking
channel, where Online Travel Agencies (OTA) bring a revenue of 2.75 times the
promotional investment, while search engines bring 10 times the investment. It
is important to remark though that OTA can bring higher volumes of room
revenue than search engines.
In France, an estimation of the global marketing and promotion costs per
category of hotel (KPMG, 2013, p.115) gives a range of 2.6% to 4.7% of turnover,
including payroll expenses.
The promotion is especially important during the launch of the project and the
business plan must include a budgeted media plan for pre-launch and launch
period with media strategy and communication, a sample press release of 10
lines and an example of a flyer.

9.3.15 Processes
A process is a list of simple actions or components of a more complex task. The
description of each action must be as detailed as possible. A process includes
technical descriptions, a list of staff members involved, examples,
recommendations and answers to frequently asked questions (FAQ).
In the hotel industry, processes should be written at least for housekeeping
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(including time estimations for the cleaning of a room), front office (including
welcome phrases, additional sales procedure and guest complaints
management), catering (with room service procedures if applicable, banqueting
and stewarding) and maintenance.

9.3.16 People
This section describes the staff (front-office, housekeeping, catering and general
management) with recruitment and training processes.

9.3.17 Physical evidence (PESTEL)
This section presents the project logo and brochure, hotel amenities, decoration
and website. A business plan should include at least a Web site home page
presenting the product or service.
PESTEL is a multi-dimensional analysis of the environment, i.e. the external
factor that can influence the project. It is important to understand that only the
elements that can really have a direct impact on the project must be included;
PESTEL in a business plan is not a general presentation of the environment. The
six dimensions analysed are:
Polical
This dimension includes any political decision that has an impact on the project,
especially the financial aspects of the project; for example, frequent changes in
the tax rates (like VAT in France) or the hotel classification legislation, or
changes on the visa procedures for tourists. The political analysis must be
conducted globally, at the country level and locally.
Economical
The economical aspect is generally the most important as it sets indicators for
the cost and growth of the project. The overall growth in sales for example
should quickly converge toward the industry standards in the area, an indicator
that depends on the economical environment.
This aspect of the PESTEL analysis also has an impact on the cost of the project:
in the construction of a hotel, development cost will change with the
economical environment.
In the UK for example, cost models for hotel construction or refurbishment can
be found in Building Magazine (http://www.building.co.uk). In France, a study
from Deloitte offers a cost model for hotel development (Deloitte, 2006).
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Socio-cultural
Social and cultural or socio-cultural aspects include demographics, ethics, and
trends; they usually explain the reasons why the project is interesting now, as it
answers a new trend in demand or follows global trends in the society.
Technological
The technological environment of the project includes, among others,
construction constraints, information systems, and Internet distribution. Only
the aspects that are specific to the project should be mentioned.
Environmental
The environmental aspects include energy savings, climate change, disaster
mitigation and also the growing awareness of customers on the protection of the
environment. The ever increasing number of norms and certifications related to
the environment in the hotel industry should be taken into account.
Legal
Finally, the legal aspects include any law or project that concerns the hotel and
tourism industry. The legal environment of the project is not necessarily
changing during the business plan’s construction, but this should be checked
anyway.

9.3.2 Porter’s forces of compe

on

Competition in the business plan is first of all made of a list of comparable or
close entities that trade in the same business as the project. This list is included
in the Seven P’s marketing-mix description of the project, to determine prices.
The criteria to evaluate if the intensity of competition is strong are the number of
competitors and the transparency of the market in terms of offer, including
prices.
According to Porter (2008), there are four additional aspects to competition,
called forces: threat of new entrants, threat of substitute products, bargaining
power of customers and bargaining power of suppliers. If applicable to the
project, each one of the forces must be included in the strategic analysis.
To evaluate the threat of new entrants, it is necessary to evaluate the barriers
to enter the market, like strong investment needs, technical difficulties, scarcity
of resources (including human resources) and also to identify offers that could
be adapted to enter the market.
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To assess the threat of substitute products, the business plan should list the
products or services that answer the same specific demand as the project. Global
substitute products for the hotel industry include rental apartments, flat
exchange, bed and breakfast or "couchsurfing" in private home, which is
becoming more and more popular even in business circles among independent
entrepreneurs (Konold, 2013).
Finally, the bargaining power of customers and suppliers depends on their
respective concentration. The bargaining power is stronger when few suppliers
are available on the market; among clients, big corporate client have a stronger
negotiation power than individuals. Based on the segmentation of clients
targeted, this aspect of the competition will change and the sales strategy and
procurement cost should reflect its intensity.

9.3.2 Corporate culture
Business culture has four main components: the mission, the values, the symbols
(rituals, myths, heroes and taboos) and beliefs. Corporate culture is normally
built through time when problems are encountered. In a business plan, only two
elements of culture can be addressed: mission and values. The culture should be
derived into the processes, in particular in management processes.

9.3.21 Organisa onal chart
A classical organisational chart for a small hotel is presented below.
General Manager

Financial Controler

Salesman

Reception Manager

General Housekeeper

Receptionists x2 (versatile)

Chambermaids

Breakfast Waiters

Maintenance (versatile)

Figure 59 Organization Chart (organigramme)
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9.3.22 Value statement
The business plan will be evaluated as a demonstration of the potential of the
project. It must be based on facts (external data and analysis) to evaluate the
demand and present the choices and decisions that answer this demand. The
main points or specificities of the project, including competitive advantages and
anything new in the industry must be clearly justified. Personal views and ideas
must be explained and backed up by research, so that in the end, the reader feels
convinced and reassured.

9.4 Scope
The scope of the business plan is limited by time and available information. As a
prospective study, it is necessarily based on a number of hypotheses, in the
financial section of course, but in the description of the market and marketing
mix also. The main hypotheses of the project must be clearly stipulated.

9.5 Deliverables
The following are expected in the Marketing section of the business plan, in this
exact order (For the overall business plan structure, please refer to Chapter
8.2.1):
 Market study
o Global quantitative approach
o Specific qualitative approach
 Marketing Mix
o Product description
o Place: segmentation and distribution strategy
o Price and competitor’s analysis
o Promotion including launch budget and website example
o Processes with examples
o People and management with organisational chart
o Physical evidence with images
 SWOT analysis
o PESTEL
o Porter
o Corporate culture
o SWOT chart with the main points
The presentation to investors will include only the main points of the business
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plan in order to demonstrate the feasibility of the project, and especially
important external data, product description, competition analysis and anything
visual (Web site home page, logo, example of external communication).

9.6 Conclusions
A business plan reflects the knowledge of its authors. Through the analysis of the
demand and the choices made to answer this demand, operational knowledge
and managerial skills are put forward. When the project follows industry
standards, the investor is reassured but he does not expect a better return on
investment than the average of the market. When new ideas, propositions or
procedures are offered, the investor will doubt and must be reassured on the
reasons why it is relevant, applicable and will lead to success.
The secret of a good business plan is to rely on the existing to build something
new.

Questions
1. What are the Seven P's?
2. What are Porter's four P's?
3. What do we mean by "marketing mix"?
4. What are the two basic analytic tools used in a marketing plan?
5.What is meant by "place" among the P's?
6. How should prices be set in a business plan?
7. What kind of processes should you mention in a business plan?
8. What is the ratio used in France to estimate global marketing and
promotion costs per category of hotel?
9. What are the main indicators of corporate culture and which should be
mentioned in a business plan?
10. On what criteria will your business plans be evaluated?
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Chapter 10
Financial Planning for the Business Plan
Jérôme Loir, FCCA
The financial plan class is run in conjunction with the overall business plan built
by the students for their respective projects , which are usually based on the
opening of a restaurant or a hotel or a major event. We meet once a week for 20
weeks, until the projects are presented to the jury.
The book used during the class is: “Profit Planning for Hospitality and Tourism”,
by Peter Harris, 3rd edition.
The aim of the class is to put into practise the accounting and finance knowledge
learnt over the course of the previous and current years using the concrete
business situations of each project. This enables students to initiate their
thinking as responsible managers, accountable for any decision they make on
behalf of the business and their shareholders.
The financial plan plays a decisive role in the feasibility of the project and is
derived from the overall positioning and strategy of the business plan. It is a
forecast over five years that needs to consider all factors such as inflation,
forecasted changes in legislations (i.e., compulsory pensions schemes), economy
and business impacting events (i.e., Olympics Games 2012), etc.
The structure of the class follows the structure of the financial plan, as set below:










revenue
marginal profit
personnel costs
operating costs (variable and fixed)
opening expenditures (capital expenditure and revenue expenditure)
depreciation
cash flow
capital requirements (ways of financing)
business valuation

Students will be required to do some research and analysis in order to explain
any figures used in their business plan.
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10.1 Revenue
Revenue has to be broken down by type (food, beverage, etc.) but also by
revenue centre: restaurant, brasserie, room service, rooms, bar, private dining
room, retail, etc. (See Appendix 10.1 Income Statement). Revenue needs to be
calculated according to capacity and also occupancy, then broken down by
service and by days of the weeks, covering any variation and seasonality faced by
the business (See Appendix 10.3 Occupancy Forecast and 10.4 Spending
Forecast). All businesses are different and the student will have to do some
research on similar business models to justify their figures.

10.2 Marginal Profit
Marginal profit is the balance after costs have been deducted from revenue from
the sale of goods or services, and is expressed as a ratio or percentage. This
section involves costing all types of products sold (food, beverages, retail sales,
etc.) and also includes promotional considerations (i.e., complimentary glass of
champagne with booking, special menu prices such as a three-course dinner for
£25, a bottle of wine or free breakfast included with the room booking, etc.).
As per Appendix 10.7 Menu Costing, students will be required to cost their menu
items. This involves finding out the cost of the item, determining if they are top
sellers, and also balancing the menu. The term balancing a menu means that if an
item with a low margin is a top seller, another top seller with high margin has to
be introduced. Once calculated, students can work out their margins per
category per revenue centre (See Appendix 10.5 Margin Forecast).

10.3 Personnel cost
10.3.1 Employment law considerations for the business plan (for a UK
business):
Hiring personnel is always made with a legally binding contract. The contract is
subject to common English law and statutory employment protection. A
company can either employ their own staff or, using a third party company, they
can outsource the staff from an agency that holds the contract and obligations
with the employee.
An employee can be employed on the following basis: (HMRC, 2013 a.)
• Full-time (40 hours a week, up to 48 hours paid overtime, and above if
the employee agrees)
• Part-time (as stated in the contract)
• A casual worker (on-call basis)
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Britain's HMRC digital guide (2013) states a list of employer’s obligation relevant
to the financial planning of a company:






All employees must be paid at least the National minimum wage.
All employees have the right to be paid for statutory sick pay,
maternity pay, redundancy pay, pension, holiday (statutory 28 days a
year including bank holiday), etc.
All employers must comply with fire, health and safety requirements i
and are subject to annual audits.
All employers must subscribe to an Employer liability insurance to
cover at least up to £5 million.
All employers are subject to Employee National Insurance.

All other obligations can be found on the following Web sites:
HMRC (http://www.hmrc.gov.uk/),
Health and Safety Executive (http://www.hse.gov.uk/) and
the British government Web site on Employing People
(https://www.gov.uk/browse/employing-people)

10.3.2 HR employment considera ons:
10.3.21 Ra os are important to consider when managing the workforce:
Cost / Turnover
The HR manager will have to control staff cost and make sure it remains
reasonable. He can use industry averages using the ratio: staff cost / turnover,
expressed in percentage. However, the industry average is difficult to find as that
ratio varies depending on the type of business. A hotel, for example, is less labour
intensive than a restaurant (comparatively, expressed as percentage of
turnover). A two-star hotel is less labour intensive than a five-star hotel due to
the minimum service level required by the grading. Likewise, a five-star hotel
will also charge more for rooms, rendering them incomparable. It is important
that the company being benchmarked be very similar to the business in question.
This ratio is also dependant on turnover, which may be seasonal, depending on
the business.
In order to maintain this ratio in the desired range, the company may call on the
help of casual contracts or outsourcing to manage variations in business activity.
Nevertheless, consideration has to be given to the risk of poor reliability of
people on casual contracts (people prefer fixed sources of income) and the poor
standards of service (training and unfamiliarity with the business on both types
of employee is always an issue).
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Full Time Employee (FTE)
Another ratio is the Full Time Employee (FTE), which means the average number
of people over a period of time divided by the profit made. This ratio evaluates
the productivity of people and uses data that is publicly available in the UK for all
incorporated companies. This will enable students to benchmark their business
against others.
StaP Turnover
HR managers will have to monitor their staff turnover. (Note that the word
"turnover" can mean several things: revenue, stock turnover, asset turnover,
customer turnover as well as staff turnover, so it is important to clearly specify
"staff turnover" at least the first time you use this expression.) This is calculated
as the number of employees who leave during a given period divided by the
average number of employees during that period. The British hospitality
industry turnover is 31% (UKCES, 2012).
Staff turnover has an impact on recruitment cost and training costs. The issue
may be mitigated by: hiring apprentices; offering competitive salaries, aboveaverage benefits and good working conditions. Applied to Financial Planning, all
the above have to be considered in order to make the company attractive.
Raos used in France
The following are benchmark (comparison) guidelines used in France which
should help you make your business plans more realistic. For further
information, you can consult the L'Hotellerie-restauration Web site at
http://www.lhotellerie-restauration.fr/blogs-des-experts/Gestion/
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Hotels
Indicator
Staff ratio
Chamber maids per room
Turnover per employee
Administrative Costs
R.B.E. (résultat brut
d'exploitation)
Profit before taxes

Average Values
30 - 35% of turnover before
tax
2* = 0,20 - 0,30
3* = 0,30 - 0,40
4* = 0,50 - 0,70
2* = 80 - 90 KE
3* = 85 - 90 KE
4* = 100 - 110 KE
20% - 27%
30% - 35 %
30% - 35%

Restauration
Indicator
Material Consumption
Staff Costs
Administrative Costs
R.B.E. (résultat brut
d'exploitation)
Rent
Profit before taxes

Average Values
24% - 35%
30% - 40%
10% - 15%
15% - 25%
10% - 12%
8% - 12%

Figure 60 Ratios in France, (Oulé, J.C., LHR blog, 2010)

10.3.22 Hierarchy and Structure
Hierarchy is very important within the business as it drives the line of reporting
and responsibility. Just as importantly, it drives the rate of pay. The HR manager
will have to make sure all positions are paid consistently and that every level of
management is compensated more than the personnel reporting to them.

10.3.23 Service charge and ps
The "service charge" is a fixed, obligatory charge added to a bill; it is collected by
the employer and redistributed to the employees. The employer has no right
over the service charge but can charge an administration fee, to distribute it. The
service charge can’t form part of the minimum wage rate and is also exempt of
National insurance but subject to PAYE.
Tips are gratuities that are offered on a voluntary basis by the customer either
left in cash, by cheque or added to the credit card charge.
A detailed guide on service charges and tips is available on HMRC (2010).
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It is important that a company consider charging for service as it forms part of
the employee’s remuneration. Although it is totally separate from the company’s
accounts, a company has the obligation to make sure it complies with the service
charge regulation and have to make sure all procedures are in place to distribute
it fairly.
In addition to the HMRC guidelines (2010), a simplified version can be found on
the Kemp Little LLP Web site.

10.3.24 Personnel Cost Calcula on:
When calculating the Personnel cost, two components are needed:



staffing requirements and
cost of labour and associated charges.

The staffing requirement is a long process, as the student needs to know how
many people (employees, temps, extras, etc.) are required at every point in time,
in any existing department, including support staff. This then needs to be worked
out into shifts and must comply with employment law, in the UK or in France
(see Lexifrance.gov.fr for France's Work Code or Code du travail), as the case may
be. Acceptable working hours, attractive contracts, management structure and
hierarchies combined with service level will have to be looked at.
As soon as we know how many people are needed, we can work out the salaries
(see Appendix 10.9 Payroll Costs). Students will do some research on hospitality
recruitment sites, such as The Caterer (www.thecaterer.com) to assess the cost
of labour and their project's competitiveness in hiring and retaining staff. To that
cost will be added the cost of national insurance, pension, holiday cover,
recruitment cost, training and other staff benefits as they see fit.

10.4 Operating costs
Operating costs are divided into two categories: fixed and variable.
A list of costs (see Appendix 10.8 Operating Costs) is generated and split into the
two categories. Variable costs are the costs that will increase and decrease, in
perfect correlation with the level of trading (i.e., napkins, laundry, cleaning
products, etc.). Students will have to find the right products and industry prices.
All these costs will have to be in line with their positioning.
The second category - fixed costs - consists of utilities, rents and rates,
maintenance, and mandatory costs (audit, tax, insurance, etc.). Students will be
required to investigate and come up with similar business model figures.
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10.5 Opening Expenditures
From the above, we can then determine the profitability of the business from its
day to day operations. However, when we launch a business, we incur a
considerable amount of costs just to get it started. Those so-called start up costs
are broken down into three categories: stock, capital expenditure and revenue
expenditure.
The first type of cost is the capital expenditure, explained in the IAS 16, Property
Plant and Equipment (2012). This expenditure category includes the cost of
buying actual assets that will be needed to run the operations: buildings, fixtures
and fitting, furniture, equipment, etc. Capital expenditures are depreciated over
the life of the asset (see Appendix 10.6 Financial Position).
Revenue expenditure is the cost of running the business. For the purpose of
opening costs, it is the cost of the launch party, the marketing, the cost of buying
all the light equipment like uniforms, forks and knives, etc.
For all three types of costs, students will be required to find the actual suppliers,
use their communication skills to get quotes and then calculate accurate if
hypothetical costs. The list has to be exhaustive and realistic.

10.6 Depreciation
Depreciation is calculated as soon as the capital expenditures are finalised. It
doesn’t impact the cash flow forecast but will have an impact on the net
profitability.

10.7 Cash Flow
The cash flow forecast (see Appendix 10.2 Cash Flow) is a very important
exercise: it shows the actual cash generated by the operations. It also lends
another dimension to the pure management accounting part of the business plan
by taking into consideration tax, dividends, financing costs, debt repayments and,
more importantly, any capital expenditures needed to invest in the business in
the following years. A profitable business is not necessarily a cash generating
business and vice versa.

10.8 Capital requirement
Providing that we have all elements that make all the previous points, we are in a
position to see how much actual cash we will need to open our business and go
through the first years, until the business is self sufficient in term of cash. It is
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time to see what type of funding we need, and whether we want to finance with
equity or debt.

10.9 Business valuation
In order to attract investors, we will have to value our company. To do this, we
will use mostly an income approach known as the Weighted Average Cost of
Capital. This will discount the future net cash flow at a rate set by the capital
structure. It will then show a return on investment.

Questions
1. My project is about opening a Gastronomique Pub in central London.
Should I take into consideration events such as Champion’s league final in
my revenue forecast?
2. The costing of my cheese plate has increased over the last six months due
to the appreciation of the euro. This is one of the signature dish my
French brasserie. How can we mitigate the loss in gross profit?
3. Research shows that the type of business I am trying to open encounters
staff retention problems. What effect will it have on the business plan?
4. The company is buying 20 chairs for the outside terrace. They are made of
plastic and they should last for the next three summers. Is that a Capital
expenditure or a Revenue Expenditure? Why?
5. My business plan shows that I need an initial cash requirement of £5
million. Shall I ask for more or just the right amount?
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Exercise on Revenue Forecast An illustrative exercise, as given in class
when going through revenue, is set below:

Cheap and Cheerful Restaurant Ltd
Menu made of:
Breakfast Menu "Full English Fully
included"
Menu Prix Fixe 2 courses
Menu Prix fixe 3 Courses
House wine only - Bottle
Soft Drink
Side Dish

£10.00
£17.00
£20.00
£15.00
£2.50
£3.00

Opened:
AREA DATA for opened Restaurants
Mon - Sunday
Breakfast: 7am - 10am
Lunch: 12 pm -3pm
Dinner: 6h30 - 21h30

Table Turnaround

Occupancy

During service.

Average

4
3
3

40%
70%
80%

Restaurant Set up
12 tables of 4 people
4 Tables of 4 Outside
Question: Please generate the revenue forecast for the year starting January
2013









Lunch Food is assumed that 80% will take 2 courses and 20% 3 courses
Dinner, the split is 60% 3 courses and 40% 2 courses
Assumption for side dishes is: 1 in 2 people take up the side dish
All sales prices include 20% VAT
Linear Increase of alcohol intake trough the week up to 1/2 bottle per
person.
1 soft drink per person
Breakfast Menu is inclusive of drinks.
The restaurant is based in the London area.

Any other assumptions need to be justified
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Appendix
4.1 High Context/Low Context and Monochronic/Polychronic
5.1 Analytical Worksheet
10.1 Income Statement
10.2 Cash Flow Forecast
10.3 Occupancy Forecast
10.4 Spend Forecast
10.5 Margin Forecast
10.6 Financial Position
10.7 Menu Costing
10.8 Operating Costs
10.9 Payroll Costs
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APPENDIX 4.1 HIGH-CONTEXT VERSUS LOW-CONTEXT
By Kalina Rousseva

Low-Context Culture














Assumes their interlocutor
doesn’t know much about the
subject and needs to explain
everything
Knowledge is public,
transferable, codified, accessible
Information is transmitted on
facts and data over the
nonverbal message
Meanings displayed overtly
through direct communication
forms
Agreements tend to be written
Values direct verbal interaction
and is less able to read
nonverbal expressions
Tends to be logical and linear in
presenting ideas
Emphasizes highly structured
and consice messages.(« just the
facts, please»), give details, and
places great importance on
words and technical signs.
Intends words to be taken
literally
Depends on facts, legal
documents
Values individualism. People
play by external rules
Present, future oriented

High-Context Culture














Assumes the listener knows
everything, as much as themselves
and deliver the minimum of
information
Knowledge is situational, linked to
relations
Reliance on non-verbal codes
(gestures etc.) over verbal
messages
Tends to give ambiguous, unprecise
messages to different levels
Agreements tend to be spoken
Values indirect verbal interaction
and is more able to read nonverbal
expressions
Tends to use more « feeling » in
expression than reason.
Words less imporant than context
(« it’s obvious! ») : speakers voice,
posture, « ambiance » and even the
person’s family history and status.
Flowery language, elaborate
apologies etc. Uses metaphores
Trust is important to any step in
business
Prefers group harmony to
individual achievements
Past oriented
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To IMPROVE COMMUNICATION BETWEEN THE TWO
When dealing with people from low- When dealing with people from highcontext culture, be mindful that:
context culture, be mindful that:
•

things can be taken at face value
rather than as representative of
layers of meaning;

•

nonverbal messages and gestures
may be as important as what is
said;

•

roles and functions may be
decoupled from status and
identity;

•

•

efficiency and effectiveness may
be served by a sustained focus
on tasks;

status and identity may be
communicated nonverbally and
require appropriate
acknowledgement;

•

face-saving and tact may be
important, and need to be balanced
with the desire to communicate
fully and frankly;

•

building a good relationship can
contribute to effectiveness over
time

•

indirect routes and creative
thinking are important alternatives
to problem-solving when blocks
are encountered

•

•

direct questions and
observations are not necessarily
meant to offend, but to clarify
and advance shared goals;
indirect cues may not be enough
to get the other's attention
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Perception of Time & Priorities
MONOCHRONIC vs. POLYCHRONIC
By Kalina Rousseva
Monochronic People













Time is money. Time is a rare
economic resource. It is linear
Acitivity depends on time
Do one thing at a time
Are focused exclusively on
current task
Take time commitments
(deadlines, schedules, planning)
serliously.
Are committed to the job
Adhere to plans and procedures
Are concerned about not
disturbing others, follow rules of
privacy and consideration
Emphasize promptness
Time is divided into fixed
elements. Time for work time
and time for private life.
Are accustomed to short-term
relationships
Present and future oriented.
Changes from one generation to
the next

Polychronic People














Time is an unlimited resource, it is
thought to be cyclical
Time depends on activity
Do many things at once
Can be easily interrupted at any
moment
Consider the commitments and the
objectives to be achieved if
possible.
Are committed to people and
relations
Change offen and easily plans
Are more concerned with those
closely related (family, friends,
close business associates) than
with privacy
Base promptness on the
relationship
Time is unstructured. Tend not to
separate work time from personal
time
Have strong tendency to build
lifetime relationships
Past oriented, great sense of
tradition, history
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APPENDIX 5.1 ANALYTICAL METHOD WORKSHEET
Your name _____________ Case___________ Date __________
1) Collect RELEVANT DATA and interpretations: What are key facts/situations?

2) Identify CRITICAL ISSUES, MAIN FOCUS, TOPIC – What is the TOPIC/ PROBLEM?

3) Define the GOAL with regard to the PROBLEM: What is the mission? How can
you fix the problem? What needs to be solved?

4) Identify the CONSTRAINTS to the problem (money? personnel? competitors?...)

5) Identify all the relevant ALTERNATIVES? How many ways could this be solved?

6) Select the BEST ALTERNATIVE (Explain your logic!)

7) Develop and recommend an IMPLEMENTATION PLAN. (What are the steps to
be taken to put your recommendation into action? (Diagram or explain on the
back of this sheet.)

ESH Project Management Program Course Manal - All rights reserved ESHotel

163

APPENDIX 8.1 Business Plan Non-Exclusivity Statement
All team members should sign each copy in the original, with blue ink.

Non-Exclusivity Statement
We, the undersigned, authorize only Eshotel and ourselves to reproduce this
(select either research paper or business plan), to use exclusively for pedagogic
purposes, with the exception of any documents included herein labeled as
“Confidential”, for referencing on the school’s Web site; for maintenance in the
school’s reference library; or for submission to professional publications. This
authorization does not extend to permission to copy or realize this project in
any shape or form by any persons other than the undersigned without specific
written permission of the undersigned.
Name

Name

Name

Name

Name
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Appendix(10.1(Income(Statement((IS)
Departments
Room

Revenue

Food
Beverage
Tobacco
Room/
Equipment/Hire
Exclusive/hire
Laundry
Internet
Playlist
Other/2

Sub(Total(Revenue
Food
Beverage
Tobacco
Room/
Equipment/Hire
Gross(Profit
Exclusive/hire
Laundry
Internet
Playlist
Other/2

Sub(Total(Gross(Profit
Food
Beverage
Tobacco
Room/
Equipment/Hire
Gross(Profit(%
Exclusive/hire
Laundry
Internet
Playlist
Other/2

Average(Gross(Profit
Staff(Cost
Repairs(&(Maintenance
Energy(Cost
Sales(&(Marketing(Costs
Administration(&(General(Costs
Property(Charges
Operating(Expenses
Exceptional(Item((Opening(costs)
Operating(Profit
Francise(Fees
EBITDA
Interest(Payable
Depreciation
Profit(before(tax
Tax
Net(Profit

Pub

Lounge

Room(
Service

Meeting(
Room

Breakfast

Admin(&(
Support(
Discounts
(Non(
Revenue)
N/A

TOTAL

Appendix(10.2(Cash(Flow(Forecast
Year(X1

Year(X2

Year(X3

Year(X4

Year(X5

Examples(and(comments

EBITDA'(as'per'IS)

Earning'Before'Interest'Tax'Depreciation'and'Amortisation

Add''Deferred'Items
Add'Cash'Items'amortised
Add'Loans'raised
Add'Equity'raised
Add'decrease'in'working'capital
Add'any'other'cash'item'off'IS

Agreement'to'defer'the'franchise'fees'in'the'first'2'years
Landlord'Rent'free'period'to'be'amortised'over'the'length'of'the'lease
Loans'taken'with'the'bank'have'to'be'added'to'cash'calculation
Share'issues'
Reduction'in'inventory,'Debtors,'Increase'in'Creditors

Less'interest'payments
Less'repayments'of'loans
Less'capital'expenditures
Less'Items'deferred
Less'payments'of'dividends
Less'any'cash'items'off'IS
Less'Increase'in'working'capital

Reflects'the'payments'you'make'to'your'bank'to'repay'your'interest
Payments'made'to'repay'your'loan
Payments'for'capital'expenditure'for'example:'new'oven
If'an'item'was'deferred'from'year'1'to'year'3.
Payments'of'dividends'to'shareholders

Net'Cash

0

Increase'in'inventory,'Debtors,'Decrease'in'Creditors
0

0

0

0 Reflection'of'true'cash'position

Week

07/01/13
14/01/13
21/01/13
28/01/13
04/02/13
11/02/13
18/02/13
25/02/13
04/03/13
11/03/13
18/03/13
25/03/13
01/04/13
08/04/13
15/04/13
22/04/13
29/04/13
06/05/13
13/05/13
20/05/13
27/05/13
03/06/13
10/06/13
17/06/13
24/06/13
01/07/13
08/07/13
15/07/13
22/07/13
29/07/13
05/08/13
12/08/13
19/08/13
26/08/13
02/09/13
09/09/13
16/09/13
23/09/13
30/09/13
07/10/13
14/10/13
21/10/13
28/10/13
04/11/13
11/11/13
18/11/13
25/11/13
02/12/13
09/12/13
16/12/13
23/12/13
30/12/13
06/01/14
13/01/14
20/01/14
27/01/14
03/02/14
10/02/14
17/02/14
24/02/14
03/03/14

Date

Comments about
week
(example:
Easter)

fashion3week3

st3patrick3
st3patrick3

fashion3week3
fashion3week3

haloween3

fashion3week3

Room

560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560
560

2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800
2800

Pub(

1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400

tobacco(/(cigar

1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400

ROOM(service(

Available3Capacity

1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050
1050

lounge(

Appendix(10.3(Occupancy(Forecast((Model)

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60
61

meeting(room(

700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700
700

breakfast

1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400
1400

Room

45%
50%
65%
65%
65%
80%
85%
65%
65%
70%
65%
75%
75%
70%
65%
65%
65%
65%
65%
85%
85%
70%
70%
70%
65%
60%
60%
60%
60%
60%
60%
60%
60%
65%
70%
85%
85%
70%
70%
70%
70%
75%
80%
80%
75%
85%
75%
75%
80%
80%
80%
88%
50%
55%
70%
70%
70%
90%
90%
70%
70%

Pub(

55%
55%
55%
55%
55%
100%
55%
55%
55%
100%
100%
55%
55%
55%
55%
55%
55%
55%
55%
55%
55%
55%
55%
55%
55%
60%
60%
60%
60%
60%
60%
60%
60%
60%
60%
100%
100%
62%
62%
62%
62%
62%
62%
62%
62%
62%
62%
62%
85%
85%
95%
100%
65%
65%
65%
65%
65%
100%
65%
65%
65%

lounge(

1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
3%
3%
3%
3%
3%
3%
3%
3%
3%

tobacco(/(cigar

3Occupancy3in3%

50%
50%
50%
50%
50%
95%
50%
50%
50%
95%
95%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
55%
55%
55%
55%
55%
55%
55%
55%
55%
55%
95%
95%
57%
57%
57%
57%
57%
57%
57%
57%
57%
57%
57%
80%
80%
90%
95%
60%
60%
60%
60%
60%
95%
60%
60%
60%

ROOM(service(

3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
3%
7%
7%
7%
7%
7%
7%
7%
7%
7%

meeting(room(

40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
50%
50%
50%
50%
50%
50%
50%
50%
50%

breakfast

10%
10%
10%
10%
10%
10%
10%
15%
15%
15%
15%
15%
15%
15%
15%
16%
16%
16%
16%
16%
16%
16%
16%
16%
16%
16%
16%
17%
17%
17%
17%
17%
17%
17%
17%
17%
18%
18%
18%
18%
18%
18%
18%
18%
18%
18%
19%
19%
19%
19%
19%
19%
20%
20%
20%
20%
20%
20%
20%
25%
25%

Room

252
280
364
364
364
448
476
364
364
392
364
420
420
392
364
364
364
364
364
476
476
392
392
392
364
336
336
336
336
336
336
336
336
364
392
476
476
392
392
392
392
420
448
448
420
476
420
420
448
448
448
492,8
280
308
392
392
392
504
504
392
392

Pub(

1540
1540
1540
1540
1540
2800
1540
1540
1540
2800
2800
1540
1540
1540
1540
1540
1540
1540
1540
1540
1540
1540
1540
1540
1540
1680
1680
1680
1680
1680
1680
1680
1680
1680
1680
2800
2800
1736
1736
1736
1736
1736
1736
1736
1736
1736
1736
1736
2380
2380
2660
2800
1820
1820
1820
1820
1820
2800
1820
1820
1820

lounge(

525
525
525
525
525
997,5
525
525
525
997,5
997,5
525
525
525
525
525
525
525
525
525
525
525
525
525
525
577,5
577,5
577,5
577,5
577,5
577,5
577,5
577,5
577,5
577,5
997,5
997,5
598,5
598,5
598,5
598,5
598,5
598,5
598,5
598,5
598,5
598,5
598,5
840
840
945
997,5
630
630
630
630
630
997,5
630
630
630

tobacco(/(cigar

Occupancy

14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
14
42
42
42
42
42
42
42
42
42

ROOM(service(

42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
42
98
98
98
98
98
98
98
98
98

meeting(room(

280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
280
350
350
350
350
350
350
350
350
350

breakfast

140
140
140
140
140
140
140
210
210
210
210
210
210
210
210
224
224
224
224
224
224
224
224
224
224
224
224
238
238
238
238
238
238
238
238
238
252
252
252
252
252
252
252
252
252
252
266
266
266
266
266
266
280
280
280
280
280
280
280
350
350

Appendix(10.4:(Average(Spend(Forecast
Revenue(Centre Food
Room
Pub(
£((((((((15,00
lounge(
£((((((((30,00
tobacco(/(cigar
ROOM(service(
£((((((((30,00
meeting(room(
£((((((((30,00
breakfast
£((((((((15,00

Beverage

Tobacco

Room( Equipment(Hire
Exclusive(hire Laundry
£((((((170,00
£((((((((((6,00

£((((((((12,00
£((((((((30,00
£((((((((((8,00
£((((((((20,00
£((((((((15,00
£((((((((10,00

£((((((((((2,00 £((((((((60,00

Internet

Other(1
£((((((((((4,00

Other(2
Total(average(Spend(Per(client
£((((((180,00
£((((((((27,00
£((((((((60,00
£((((((((((8,00
£((((((((50,00
£((((((107,00
£((((((((25,00

Appendix(10.5:(Margin(Forecast
Revenue(Centre Food
Room
Pub(
73,00%
lounge(
65,00%
tobacco(/(cigar
ROOM(service( 75,00%
meeting(room( 90,00%
breakfast
80,00%

Beverage

Tobacco

Room( Equipment(Hire
Exclusive(hire
100,00%

75,00%
75,00%
75,00%
83,00%
90,00%
85,00%

20,00%

100,00%

Laundry
50,00%

playlist
50,00%

Other(1

Other(2

Appendix(10.6:(Statement(of(Financial(Position

Company(ZK(Ltd

Non$Current$Assets:
Property,(Plant(and(Equipment((PP&E)

Goodwill
Investments

£

Year(X1
£

XX
XX
XX

Total(Non(Current(Assets

XX

Current$Assets:
Cash
Inventory
Accounts(Receivable((AR)

XX
XX
XX

Total(Current(Assets

XX

Non$Current$Liabilities
Loan
Bonds

XX
XX

Total(Non(Current(Liabilities

XX

Current$Liabilities
Accounts(Payable((AP)
Other(liabilities

XX
XX

Total(Non(Current(Liabilities

XX

Shareholders'$Equity
Ordinary(Shares
Retained(Earnings
Total(Equity

XX
XX
XX

Appendix(10.7:(Menu(Costing((A(La(Carte(Costing)
ItemSelling*Price*(inv*VAT
Net*Revenue
Glass%Bollinger£((((((((15,00
Bollinger%Bottle
£((((((((65,00
Onion%Soup £((((((((((7,00
Streak%12oz £((((((((17,00
cottage%pie £((((((((12,00
Water
£((((((((((3,50
Coffee
£((((((((((3,00
Smoked%salmon
£((((((((((8,00
liver%parfait £((((((((((8,00
Mojito
£((((((((10,00
Chips
£((((((((((3,00

Food
Beverage

68,57%
75,67%

£((((((((12,50
£((((((((54,17
£((((((((((5,83
£((((((((14,17
£((((((((10,00
£((((((((((2,92
£((((((((((2,50
£((((((((((6,67
£((((((((((6,67
£((((((((((8,33
£((((((((((2,50

Cost
£((((((((((3,33
£((((((((20,00
£((((((((((1,00
£((((((((((5,70
£((((((((((2,20
£((((((((((0,65
£((((((((((0,21
£((((((((((3,00
£((((((((((1,50
£((((((((((1,80
£((((((((((0,50

Margin
73,33%
63,08%
82,86%
59,76%
78,00%
77,71%
91,60%
55,00%
77,50%
78,40%
80,00%

Top*Seller
Yes
No
No
Yes
Yes
Yes
Yes
Yes
No
Yes
Yes

Type*
Champagne
Champagne
Starter
Main
Main
Soft(Drink
Soft(Drink
Starter
Starter
Cocktail
Side

Category
Beverage
Beverage
Food
Food
Food
Beverage
Food
Food
Food
Beverage
Food

Brief*recipe
N/A
N/A
bread(M(onions(M(cheese
Beef(M(bearnaise(M(mushroom(and(tomatoe(roasted
mash(potatoe(mince(and(vegetables
N/A
Milk(and(coffee(beans
Salmon(with(cream(bread(and(cappers
Liver(M(bread
Mint(M(sugar(ice(rum(lime
Potatoes

Appendix(10.8:(Operating(Costs
Company(Name(LTD
Budget(Year(2014
Type (Fixed or
OPERATING(COSTS
Variable)
UTILITIES

JANUARY

Electricity
Gas
Water-Rates
MAINTENANCE(EXPENSES
Repairs-&-Callouts
Furniture-and-Fixtures
Heat-&-Air-Conditioning
Kitchen-Equipment
Painting-&-Decorating
Waste-Disposal
Refridgeration
Other-maintenance
SALES(&(MAINTENANCE(EXPENSES
Public-Relation-Contract
Sales-Promotion
OPERATING(EXPENSES
Staff-Meals
Operating-Stock-Renewals
External-Agency-Commissions
Luxury-Concierge-Services
Decorations-/-Flowers
Equipment-Rental
Laundry-/-Dry-Cleaning
Menus
Music--Entertainment
Printing-&-Stationary
ADMINISTRATION(&(HR(EXPENSES
Audit-&-Tax-Fees
Bank-Charges
Credit-Card-Commission-(2%-gross-turnPover)
Dues,-Subscriptions-&-Licences
HR-P-Recruitment-Advertising
HR-P-Recruitment
HR-P-Staff-Welware
IT-Maintenance-Contracts
Insurance-P-Commercial-/-Public
Petrol-for-Bus
Legal-Fees
Payroll-Processing-Expenses
Postage/Couriers
Professional-Fees
Storage-Costs
Telecommunications
Training
Insurance-Motor

PROPERTY((COSTS
Rent-payable-(Fixed-Component)-P-External
Rent-payable-(Variable-Component)-P-External
Other-Rent-payable
Credit-for-rent-free-periods,-land-lord-contributions
Rent-receivable-under-operating-leases-P-External
Rent-receivable-under-operating-leases-P-Internal
Service-Charge
Rates
Insurance-P-Buildings

Total(Operating(Costs
Variable-%
Fixed-%

FEBRUARY

MARCH

APRIL

MAY

JUNE

JULY

AUGUST

SEPTEMBER

OCTOBER

NOVEMBER

DECEMBER

YTD(Total

Appendix(10.9:(Payroll(Costs
Room
Admin+&+HR
Sales+&+Marketing
Maintenance
Reception
Concierge
Housekeeping
Kitchen
Front+of+House
Kitchen+porters
F&B
Sub+Total+Salaries
Holiday+Pay
Other+pay+
Total+Gross+Pay
National+Insurance
Auto+enrolment+Pension
Bonus
Medical+Insurance
Other+benefits
Contracted+Personnel+Cost
Cleaning+Contractors
Kitchen+Porter+Contractors
Security+contractors
Toilet+Attendants
Total+Other+personnel+Costs
TOTAL+PERSONNEL+COST

Pub

Lounge

Room+
Service

Meeting+
Room

Breakfast

Admin+&+
Support+
(Non+
Revenue)

TOTAL

