NATURE OF BUSINESS

TYPE OF BUSINESS:

EDWARDIAN HOTEL GROUP LIMITED a subsidiary of the Edwardian Group Ltd.

“ Provision of hotel accommodation, conference facilities  and meals”

CHARACTERSTICS:

Location: London, UK

9 out of the 10 Radisson Hotels are in the city of London with one near the Heathrow Airport. Two Hotels are due to open in 2003 in Birmingham and Manchester.

Date of creation: 

The Edwardian Group was created by Mr. Jaswinder Singh in 1977. The Radisson Edwardian Hotel Group was formed in 1993 as a joint marketing initiative between Radisson Hotels World-wide and Edwardian Group Limited.

Target Market and segments:

European and American Business Clientele with a small niche of leisure segment.

Position in the Market:

Although the Radisson Edwardian Hotels don’t currently feature in the top 10 branded hotels in the UK (Guide to Hotel Brands in the UK- Martin Information), the Hotels are well placed to get to the top with all the renovation and remodelling that is being carried out. 

Radisson Edwardian Hotels has recently been named ‘Hotel Supplier of the Year’ at the annual Carlson Wagonlit Travel Supplier Evening, held on 25th June at the spectacular Earth Galleries in the Natural History Museum, London. The award was presented by Jim Tweedie, Executive Vice President for CWT North Europe and John Munford, Commercial Director for CWT UK. 

The concept in 5 lines:

· Customer Care.

· Service First.

· Tradition, elegance and luxury.

· Technology.

· Customer satisfaction leading to repeat business.

Structure:

Radisson Edwardian Hotels is a joint initiative between Radisson Hotels World-wide and Edwardian Hotel Group Limited. The 20 year partnership involves no equity transfer. Edwardian Hotels benefit from the Radisson technological expertise and global distribution. Radisson Hotels benefit from the strategic strength of having a major presence in London.

As a part of the agreement, Edwardian Hotels rebranded to “Radisson Edwardian hotels” but Edwardian retains total control over pricing and strategy decisions.

As of January 2001, the following companies were wholly owned, principal subsidiaries of the Edwardian Group Limited, except for The Linx Corporation Ltd. which is 99.9% owned and Eastern Flavour Ltd. which is 33% owned.

Name of Subsidiary


Principal Activity

Edwardian Exclusive Hotels Ltd.
Hotel Services

Edwardian International Hotels Ltd.
Hotel Services

Edwardian Ltd.*
Hotel Services

Pastoria Hotel Ltd.*
Hotel Services

Vanderbilt Hotels Ltd.*
Hotel Services

The Linx Corporation Ltd.*
London Leisure/ Theatre Brakes

Edwardian Management Services Ltd.*
Management Services

Edwardian Sales Inc.
US Marketing

Dicetask Ltd*
Construction Services

Edwardian Exclusive (Finance) Ltd.*
Investment Holding Company

Edwardian (Finance) Ltd.
Investment Holding Company

Edwardian Hotels Ltd.
Investment Holding Company

Edwardian International (Finance) Ltd.*
Investment Holding Company

*Indirect Subsidiary undertakings of the Edwardian Group Ltd.

All the companies are registered in England and Wales with the exception of Edwardian Sales Inc. Which is incorporated in California, USA.

Source (Company Annual Report)

No. Of employees:

2000: 1544 (Operations-1424, Administration, Sls. And Mktg.-120)

1999: 1575 (Operations-1452, Administration, Sls. And Mktg.-123)

Management:

Chairman: Jasminder Singh

Board of Directors: Mr. SK Gulhati, Mr. SM Shah, Mr. H Singh, Mrs. Kaur, Mr. BM Singh, 

        Mr. BG Robson, Mrs. A Singh and JR Morley.

Figures:

Turnover- Year 2000- £88,408,000                7% increase over 1999

                 Year 1999- £82,105,000
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Profit Margin- Year 2000- 11.40%


          Year 1999- 16.28%

Net Profit- Year 2000- 10,084,000


     Year 1999-  13 285 000

Source (Company Annual Report)

The Radisson Edwardian Hotels 2000 profit Margin of 11.40% has decreased by 4.78% from the 1999 figure of 16.28%. This Profit Margin is still very good compared with the pre-tax industry average of approximately 9.6% for the full service properties*. The decrease in the profit is explained to be the continuing remodelling and renovation of properties.

*Hotel Operating Statistics-1996, Smith Travel Research.

Marketing:

The Marketing initiative with the Radisson Hotels World-wide has given a good technological backing to the Edwardian Group. With enviable properties in the Centre of London, these Hotels definitely have an edge over others. Being in London, also means intense competition with some of the world’s best brands. This definitely calls for a synchronised marketing plan that puts Radisson Edwardian properties above the rest. Due to the close proximity of all the Radisson properties, there is a danger of internal competition. Therefore proper yield management techniques need to be followed to optimise the rates and ensure maximum revenue. This means the Right Price for the Right Segment at the Right Time at the Right Hotel.

The Radisson Edwardian Hotels website, www.radissonedwardian.com provides exhaustive information about all its properties and also has online availability thanks to the RADISSON HOTEL’S, Curtis-C system. Radisson Hotels have introduced a new brand positioning strategy and leisure campaign that focuses on the special needs of today’s time crunched, tech-savvy traveller, whom they call the members of the “Go-Generation”.

The Group has recently appointed WDPA Communications as their new through-the-line agency following a competitive pitch. The appointment of WDPA consolidates all of Radisson Edwardian’s UK marketing activity with one agency and covers brand strategy, above and below-the-line marketing communications and on-line activity – a key area for hotel operators. WDPA’s first task will be to assist Radisson Edwardian in developing their brand and communicating the group's proposition through both above and below media. WDPA’s first work for Radisson Edwardian will appear in the Autumn. 

Chris Maude, Radisson Edwardian’s Marketing & Sales Director comments. ‘By working with a single agency across all communication channels we are able to ensure that we present a consistent brand message. The UK premium hotel market is highly competitive. As an independent operator we have a very strong proposition. It’s vital that we communicate this effectively through all communication channels. We felt that WDPA were best able to offer the mix of strong creativity and through-the line expertise we were looking for’. 

The Radisson Edwardian account team at WDPA will headed by Huw Williams, Planning Director. 

CORPORATE CULTURE

Organisational culture refers to beliefs, values, attitudes and describes the way things are done in a particular organisation and forms the basis for the rules of acceptable and unacceptable behaviour.

A founding principle of the company, Radisson Hotels, “Service First”, provides the basis for their culture. This encompasses Radisson Edwardian’s intense focus of anticipating and meeting customer needs. Through all market cycles, Radisson Edwardian Hotels constantly achieve outstanding customer recognition and maintain industry leading customer preference.

The Corporate Culture of Radisson Edwardian Hotels will be relatively interesting to study for the following reasons:

In the US, where the capitalist ethic has been embraced, making profits is seen as worthy aim. By contrast, British corporate culture seen before the 1980s was more attached to maintenance of status quo rather than innovation, comfort rather than attainment and the civilised enjoyment rather than the creation of wealth. Consequently, the US companies would have more profit- focused missions and the UK more socially conscious. In the 1980s, Mrs. Thatcher aimed to create “an enterprise culture” where profit and enterprise would flourish. This will certainly be interesting to study about a company that is a blend of both such cultures. This also further refers to the employees working in the organisation from diverse cultures.

Cultural Web:

The term Cultural Web (Source: Johnson and Scholes, 1993) is a useful device for highlighting the different stands of an organisation’s culture: symbols, rituals, stories and power which add up to a paradigm: an agreed way of doing things.

Let me now examine the Cultural Web Of the Radisson Edwardian Hotels.

RITUALS:

· Customer Care  is what forms a basis of this or any other Hotel.

· Quality Of service is what distinguishes one hotel from the other which often forms a basis  of choice for a customer.

· Emphasis of Security, right from the time the guest makes a booking, especially online to the time the guest checks out of the hotel is one of the prime concerns for customers.

STORIES (This will include all that the customers read in the newspapers):

· Radisson Edwardian Heathrow Hotel, voted the best airport hotel for the sixth time.

· Radisson Edwardian Hotels sign a deal for their first 5* luxury hotel outside London.

· Radisson Edwardian Hotels and Thames Valley University launch a new foundation degree qualification.

· Guest Security.

· Radisson Edwardian Hotels will give Birmingham its finest hotel.

SYMBOLS:

· Edwardian Buildings.

· City Hotels with Business Clientele

· Radisson Hotels Technology (Curtis C)

· Investment in Staff training.

POWER:

· Chairman

· Board of Directors

· Radisson Hotels World-wide.

All the above stands lead to the following paradigm about the Radisson Edwardian Hotels:

PARADIGM

· Tradition, elegance and luxury.

· Excellence in service.

· Englishness.

· Priority to Guest security.

· Involved in training and also hospitality education.

· Technology.

This is the image that the Radisson Hotels project, if all the above strands are considered. It is what we may call “the general impression” in simple terms. If this is the image that the Radisson Edwardian Hotels wish to project, then they are doing all right, but if no, then there needs to be a paradigm shift.

STAKE HOLDERS’ ANALYSIS:

This is a useful way of identifying the variety of different forces that act on an organisation’s mission.

Definition:

A stakeholder is any person or group with an interest in an organisation (much broader than an owner or share holder)

Radisson Edwardian Hotels can be categorised as having ‘external’ stakeholders and ‘internal’ stakeholders. Interest alone is insufficient  to explain the relative influence of the stakeholder groups on mission. Power may be defined as the ability to influence policy.

I have categorised the Internal stakeholders based on:

· Position in hierarchy

· Charisma

· Comprehensive intelligence about the organisation.

· Specialised knowledge

· Patronage

· Control of Resources

· Formation of Coalitions

Following are the internal stakeholders of the Radisson Edwardian Hotels:

· Chairman (1)
· Board of Directors (2)
· Senior Management (3)
· Middle Management (4)
· Skilled Employees (5)
· Unskilled Employees (6)
I have categorised the External Stakeholders power based on:

· Control Of Resources (eg. Finance)

· Constitutional Role (eg. Shareholders)

· Public Relations skills

· Control of distribution links (technology,etc.)

· Formation of coalitions.

Following are the external stakeholders of the Radisson Edwardian Hotels:

· Radisson Hotels World-wide (Technological expertise and global presence) (7)

· Official Bankers- HSBC AND Barclays (Financial assistance-expiring 2012) (8)
· Hotel Clients (9)
· Area Companies (Corporate business) (10)

· Travel agencies. (11)
· London Tourist Board (Integral part of the policy making and governing body for tourism in London. (12)
· Key Partners (SAS Airlines, British Airways, United Airlines, bmi british midland, Hertz, Coca Cola and American Express ) (13)

· Individual Shareholders (14)

· Local Municipal Council (For the relevant permits and licenses) (15)
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