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01. 
Presentation



Today, restauration services are not recognized in
the hotel industry.

Despite its leadership in the hospitality sector,
AccorHotels is facing a great challenge : its
segment Food & Beverages (F&B) remains
unknown. With the book Service Included,
AccorHotels aims at highlighting the F&B teams'
know-how as well as uniting them around a
common culture of excellence.

Launch : May, 24th, 2018.

Service included
More than a book, a communication strategy to unite F&B teams 

around a common culture of excellence





Federate the F&B AccorHotels teams
(more than 80,000) around a "esprit
de corps" - by revealing to them the
multitude of talents and know-how
present in the Group.

Our first audience: 
AccorHotel’s men and women



02.
Conception
Each hotel is in charge of its recruitment and management
policy, and its HR management.

Nevertheless, the book has been distributed to all participating
hotels and more than 12 000 copies were delivered around the
world.



According to AccorHotels, Food and Beverage is
a humanly craft, a labor of love and passion. It’s
therefore only natural that every aspect of this
project follows the same philosophy.

Our convictions



The book, its reports and pictures were made to
celebrate the teams. For the first time, we look
over what is behind the scenes, backstage to
discover the secrets and the daily life of the
employees.

The floor was given to managers, but also to
trainers, Chefs, bartenders, waiters and maîtres
d’hôtels…Nobody was left behind.

The book sheds light on the routines that
establish a great environment for each team to
comprehend customer returns.

When you hire a new person, what is 
the philosophy you want to transmit?

C.C.: We always tell new recruits that we 
are a small, family-like operation. It’s OK 
to make mistakes; the only thing that really 
matters is treating guests well, which requires 
excellent communication between the dining 
room and the kitchen. What I look for above 
all is passion. For example, we just hired 
a young man who really isn’t very good 
technically, but I can see that he is highly 
motivated, and that’s enough for me.

The most recent addition to your collection 
is Les Cocottes at Paris’ Sofitel Arc de 
Triomphe, opened in 2016. Can you tell 
us how you got involved in that project?

C.C.: The people and the challenge are what 
made me want to go ahead, to transform the 
existing restaurant into a place that would 
bring in guests from the outside. So we turned 
it into an open and welcoming place where 

people who work in the neighborhood come 
for lunch. That’s why it was important to me 
that the restaurant have a separate entrance 
from the hotel. And in just a few weeks, we 
went from 10 or 20 meals per service to over 
200 cocottes everyday! A real success.

You’ve mentioned the Constant touch. 
What does it entail exactly?

C.C.: It’s all about authenticity. I always 
explain to my teams that there are many  
things that are simply useless on a plate –  
things you waste time and a lot of work on. 
It took me some time to get there; when 
you’re young you always want to make things 
impressive. But now I know that when  
you have a good product, that’s enough.  
For example, I make coquilles St. Jacques 
with parsley butter; the coquilles are the 
best quality – they don’t need anything 
more. You just cut them open, add the 
butter, and your plate is ready to be served. 
Why add unnecessary complications?

Is that something you apply when training 
your recruits, several of whom went on 
to become stars in their own right?

C.C.: Yes, because simply put, this will 
determine whether your restaurant is successful 
or not. You have to be capable of training people 
who will stick around for a while. Spend a bit 
of time showing them the right gesture, the right 
technique – which doesn’t require much effort – 
and they will give back what they received one 
way or another. I trained a lot of great cooks, 
like Éric Fréchon, Yves Camdeborde, Jean-
François Piège and Emmanuel Renaut; today, 
they all have two or three Michelin stars, and our 
relationship remains very much based on respect.

How do you handle training your 
teams when you manage restaurants 
in Paris, Toulouse and Geneva?

C.C.: There’s a family spirit, a sense of 
belonging to the Constant family, if you will, 
and that’s really important [the manager of 

Mr. Constant’s enterprise is none other than 
his wife of 22 years, Catherine – ed.].  
Alone, a chef is nothing; you need a good 
team around you. Of course, no one can 
excel in every domain, so you need to 
know where to put everyone for your team 
to function well. And communication is 
essential, between the chef and his team, as 
well as with guests. When I was at the Crillon 
[one of Paris’ most exclusive hotels – ed.], 
I would go and talk to the guests every day 
after service, and then I would debrief with 
my team. Today, when I’m in Paris, I drop 
by all my restaurants on rue Saint Dominique 
every morning [three of Christian Constant’s 
restaurants are located on the same street in 
Paris’ 7th arrondissement – ed.], checking on 
deliveries, deciding on the menu of the next 
few days, etc. And I also pay frequent visits 
to my restaurants in Toulouse and Geneva. 
The teams need to feel the presence of the 
chef, but at the same time, I also have to give 
them sufficient autonomy. Something I’ve 
learned over the years is to delegate to others.

“ Alone, a chef is 
nothing; you need  

a good team  
around you.”

Christian Constant,
Chef at “Les Cocottes” 
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Our strategic bias:
an ode to craftmanship
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Dry-aged meats, spicy Turkish sujuk 
sausages, as well as many other 
mezes are served at Mürver.

Fresh honey is  
always available  
for breakfast. 

“Kitchen preferences are slowly 
returning to their original form. 

People are more into local 
ingredients, local products, local 
foods – but with a modern twist.”

Öztürk Yilmaz,
Executive Chef, Mürver Restaurant
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As team management varies from hotel to hotel,
this book is mainly created to promote best pratices
and routines.

Pictures have not been retouched, there was no
sponsor. Employees were shot in their workplaces,
in their daily work.

The group showcases its internal training –towards
interviews with its team Chefs – but also twords an
external specialized catering school.

The chefs were interviewed on their daily working
practices and the place they training their teams.



03. 
Communication 
& Implementation



Even though the project is soon to get
under way, the teams do already take the
book over. For instance, the worldwide
annual AccorHotels F&B conference is
going to be named after the title of the
book – Service included - on the initiative
of the Asian region.

Outcome



04. 
Evaluation



• Internal AccorHotels tools to measure the
increase of covers proportionally to the
number of books released in every
region/hotels.

• Google analytics to measure relays and the
amount of information shared on Social Media

• Roll-out of the Book worldwide paper and
digital versions among the different audiences

Qualitative tools

• Each world area has to acquaint the book and
the strategy (some parts of the world already
suggested a regional extension of the book) –
the vice presidents of F&B are to measure the
demands and initiatives.

• Brand employment exposure – when new
talents are being recruited.

• Employee satisfaction survey throughout the
hotels are being carried out

Quantitative tools




