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Executive Summary

The report makes a comparative analysis between Corinthia Group Hotels and Ibis Hotels in terms of financial management including total revenue, sources and trends and challenges, and strategies like market positioning, growth potential and commitment to sustainability. As results from the analysis Corinthia Hotels and Ibis Hotels target different market segments with varying demand characteristics. Corinthia focuses on luxury and exclusivity, while Ibis targets a more price-sensitive market. Their supply strategies align with their market positioning, and both brands have strong growth potential. The report recommends enhancing the customer experience according to each brand's distinct market position and operational scale. Corinthia should focus on exclusivity and luxury personalization, while Ibis should prioritize efficiency and practicality. These strategies can lead to increased revenue and customer satisfaction for both brands.
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Introduction

The report analyses the case of Corinthia Group Hotels and Ibis Hotels in terms of their financial management and strategies using comparative analysis. It starts by presenting the information from the financial reports of both groups. In the second part the report analysis and compares Corinthia and Ibis brands looking at source of revenue, revenue trends and factors driving growth and decline, their market positioning and business models, growth potential and their financial commitment to sustainability. The report tries to critically evaluate and analyse the financial information strategies and the position of the two groups. The report ends with a recommendation for each group.   

Corinthia Group
Corinthia Group reported a total revenue of €238.2 million for the year 2022 (Annual Statement, 2022). Their focus is on establishing Corinthia Hotels as a global luxury hotel brand through acquisition, development, ownership, and operation of hotels (Corinthia Group, 2024). They also manage hotels on behalf of partners and investors and engage also in the development and sale of office, retail, and residential properties (Insider Plus, 2023). 
Corinthia business has an issued capital of €615 million and an asset valuation of €1.544 billion in 2022 (Corinthia Financial Analysis, 2023). For the year 2022, Corinthia Group reported a total revenue of €238.2 million (Corinthia Financial Reports, 2023); (Appendix 1a).
The war in Ukraine and situation in Russia have had a negative impact on the Hotel and Commercial Centre in St Petersburg, while a project in Moscow has been put on hold and the group decide to repay a loan for the St Petersburg property due to the uncertainties in Russia. Despite these challenges, Corinthia has managed to sustain a healthy recovery after the covid pandemic (Corinthia Annual Report, 2022); (Appendix 1b).
The business strategy of Corinthia is centred around maximizing revenue and profitability from hotel operations and other businesses. It involves disposing of non-core properties and those that do not meet Corinthia Brand standards, while also exploring opportunities to put the Corinthia flag on luxury third party-owned properties and make minor investments in such properties (Annual Report, 2022).

Ibis Hotels
Ibis Hotels, part of the Accor Group is one of the largest brand networks, with 1,269 hotels currently open worldwide and 143 in development. Additionally, Ibis has the highest brand awareness in its category, with an average of 66% in key countries (Ibis, 2024); (Accor Press, 2024). 
Ibis Hotels has shown a strong financial performance in last years. In the third quarter of 2023, the Accor Group, which includes Ibis Hotels, reported a revenue of €1,286 million, a 13% increase on a like-for-like basis compared to the same period in 2022. This growth was attributed to various factors including a 15% increase in Revenue Per Available Room (RevPAR) compared to the third quarter of 2022, demonstrating a strong business momentum across all markets​​ (Accor Press a, 2023) (appendix 2).  
The full-year results for 2022 also show a solid recovery for Accor group, with a revenue of €4,224 million, an 80% like-for-like increase compared to the fiscal year 2021 showing a healthy recovery from the pandemic impact (Accor Press, c, 2023).
The performance of Ibis Hotels, specifically, is reflected in the overall group results, as it is a key brand within the Accor Group's portfolio. The growth factors include a strong rebound in travel demand, particularly in leisure and business tourism, and a focus on brand attractiveness and strategic expansions. 
Their strategy is based on the fact that the Economy segment is the least volatile in case of economic downturns (Ibis Factsheet, 2022); (Ibis, 2024).



Analysis and comparison of Corinthia Hotels and Ibis Hotels
Corinthia Hotels is a luxury hotel brand with a focus on high-end, premium services and experiences, which often results in higher per-room revenue but on a smaller scale due to their exclusivity and limited number of properties. Ibis Hotels, being part of the larger Accor Group and positioned in the economy segment, operates on a different model, focusing on a higher volume of rooms at more affordable prices, catering to a broader market.

Application of Theories:

Economic Theory: Both group's expansion and revenue generation can be analysed through the lens of supply and demand. As a luxury hotel brand, Corinthia targets a specific market segment where the demand for high-end accommodation and services is consistent, allowing for premium pricing. The demand for luxury hotels like Corinthia is often influenced by economic conditions but tends to be more resilient during economic downturns compared to lower-end hotels (Baines et al., 2017); (Brassington & Pettitt, 2013).
As an economy hotel brand, Ibis likely faces elastic demand, where pricing plays a crucial role in attracting budget-conscious customers. Being an economy brand, Ibis may experience fluctuations in demand based on economic conditions, with higher sensitivity to economic downturns and price competitiveness (Brassington & Pettitt, 2013).
Pricing Strategies. 
Corinthia Hotels employs premium pricing strategies while Ibis uses competitive pricing strategies. Corinthia’s prices are less elastic, meaning changes in price have a smaller impact on demand due to the unique value proposition (Armstrong et al., 2015) and brand prestige (customer perception) (Brassington & Pettitt, 2013) while demand for Ibis is more elastic, with price changes likely to have a more significant impact on the demand due to the higher price sensitivity of its target market (Brassington & Pettitt, 2013).
Bowman's Strategy Clock. 
Developed by Bowman (1995) it builds on Porter’s generic strategies this model is relevant in understanding Corinthia's competitive positioning (Baines et al., 2017). Corinthia positions in the 'differentiation' or 'focused differentiation' sectors, catering to a market segment that values unique, high-quality services at a premium price. The customers perceive a positive difference between Corinthia offerings and competitors’ offerings. 
Ibis has a low-price strategy, focusing on cost leadership in the economy segment of the market. 
According to Porter’s three generic strategies (Baines et al., 2017) Corinthia focus on differentiation, it targets a fine customer segment and competes by offering unique features. This approach has resulted in a strong brand and an understanding of the target market's preferences, allowing Corinthia to provide products with world-class attributes. 
Ibis targets specific market segments based on geographic regions, income levels, and product specialization. Their strategy is to compete through offering low prices and establishing themselves as a cost leader in their niche market (id.). Ibis has the highest brand awareness in its category (Ibis, 2024). 

Marketing Positioning: 
Corinthia focuses on high-end, premium services. It caters to a niche market segment that values luxury, exclusivity, and personalized experiences. Corinthia Hotels typically chooses culturally rich and strategically significant destinations where they can offer unique, high-end experiences to their guests. Corinthia is value-driven and less concern with cost implications more with value creation (Baines et al., 2017). It aims towards Premium Value Propositions and has a high degree of personalised service (luxury hotels with lavish facilities and exclusive services). Corinthia Hotels targets affluent individuals, business executives, and luxury travellers. According to Dawar & Bagga (2015) centrality-distinctiveness map (C-D) map the Corinthia brand positions rather as unconventional due to its distinctiveness in the luxury sector being at the same time a residential developer and provider. 
Ibis is cost-driven focusing on minimising costs wherever possible to create and maintain the leanest possible cost structure (Baines et al., 2017). Key strategies include building long-term relationships, participating in festivals, offering music experiences, and providing convenient services like online check-in and fast check-out. Ibis hotels are known for their unique design concepts and commitment to affordable yet above-standard products and services (Ibis Hotels, 2024). Ibis Hotels targets a broader audience, including middle-income travellers, families, business travellers on a budget, and price-conscious tourists (id.). 
Corinthia Hotels has a selective presence, mainly in major cities and popular tourist destinations. Its supply is limited and focused on maintaining exclusivity and high standards while Ibis Hotels has a widespread presence, covering numerous countries and locations, including both urban and semi-urban areas. This extensive supply caters to a diverse customer base and various travel needs.
Growth Potential. 
The Corinthia Group has a cash and bank balance of €58.5 million as of June 2023 (Interim Financial Statements, 2023). The company, through Corinthia Hotels Limited, is focused on growth through management agreements. Their revenue shows significant business activity and growth, with a focus on quality and expansion through partnerships in strategic locations globally (Annual Statement, 2022).
Corinthia group is actively acquiring and developing landmark hotel projects in major cities to expand their presence worldwide (Insider Plus, 2023). They are focusing on the Gulf region and have projects in Brussels, Rome, New York, Doha, and Bucharest. The company aims to establish a global presence by offering various services and expanding into the upper 4-star and lower 5-star segment with their second brand, Verdi Hotels (Financial analysis, 2023). 
The group has also appointed a Chief Culture Officer to ensure that the organization's culture will be maintained and enhanced even with growth (Annual Report, 2021)
Ibis Hotels, on the other hand, as part of the Accor Group, has a more aggressive and broad-based expansion strategy. Accor has been working on modernizing and revitalizing the Ibis brand, including Ibis, Ibis Styles, and Ibis Budget. Their expansion has been robust, with the group opening over 200 Ibis family hotels over a period of two years, equating to an average of one opening every three days. Accor's strategy for the Ibis brand focuses on enhancing innovation and leadership in Europe by investing in owned properties. Additionally, they aim to seize new opportunities in emerging countries through management and franchise.
Ibis, under the Accor Group, demonstrates strong growth potential and resilience in the economy segment of the hotel industry. Its expansion strategy, combined with an emphasis on modernizing and evolving its service offerings, positions it well in the competitive hospitality market.
In conclusion both brands demonstrate strong growth and expansion potential on their segment. 
Total Revenue. Streams, trends and factors driving growth or decline.
Comparing the two brand it’s quick to notice that both have part of hotels owned and part managed under their brand. While Corinthia business strategy is to have a comprehensive approach to hotels and estates like developers, investors, project managers and hotels operators with main activity focuses on luxury hotels, Ibis focus only on the hotel industry.  As results from the analysis of their financial statement both brands had a revenue growth and expansion in the last two years. 
The report identifies also potential challenges to growth for both brands. For Corinthia it might include finding suitable locations that align with their luxury brand ethos, high investment costs for developing luxury properties, and maintaining exclusivity while expanding. Economic fluctuations and changing luxury travel trends may impact their growth, but as they have multiple streams of revenue while one of their income sources might be on the downtrend others might profit.
For Ibis Hotels, potential barriers could include market saturation in the economy segment, competition from other budget brands or cost advantageous alternatives like Airbnb, and the need to continually innovate to stay relevant to budget-conscious travellers. Additionally, external factors like economic conditions, regulatory changes, and shifts in travel patterns could pose challenges to their expansion plans.
Commitment to Sustainability:

The modern era of CSR is defined by Howard Bowen's book, "Social Responsibilities of the Businessman." The four-part definition of CSR was first published in 1979 and later recast by Carroll in the form of a CSR pyramid. This pyramid emphasizes the importance of economic responsibility as the foundation of CSR, highlighting the need for sustained profitability in order for businesses to fulfil their social and environmental responsibilities (Caroll, 2016). 
[image: Fig. 1]

Figure 1. Carroll’s pyramid of CSR (Caroll, 2016)
The advantages of corporate social responsibility (CSR) are wide-ranging and impactful for the management and future growth of a company. CSR serves as a mechanism that allows businesses to create a favourable public perception both externally and internally, leading to increased financial profit and an improved competitive edge (Carroll & Shabana, 2010).
Corinthia strives to be a leader in environmental innovation and take responsibility for its impact. They prioritize people and nature, promoting genuineness, openness, and positivity for staff development. Through social innovation and partnerships, they aim to create a culture of sustainability. Their focus is on providing exceptional guest experiences while meeting stakeholders' expectations through sustainable development (Corinthia Sustainability, 2024).
Accor and subsequently Ibis focuses on integrating sustainability into its business operations. It has three operational pillars - Stay, Eat, and Explore - that drive change towards sustainable practices. These pillars include sustainable hotel operations, embracing a sustainable food chain, and promoting the local ecosystem and new ways of traveling. The company is committed to reducing its environmental impact, promoting responsible sourcing and waste reduction, and preserving local culture and biodiversity. It aims to inspire guests to contribute positively to the destinations they visit (Accor, 2024).
Accor has made commitments to promote sustainability and social responsibility, including reducing greenhouse gas emissions, eliminating single-use plastics, and increasing female representation in leadership positions. Accor is also reinforcing their commitment to diversity and inclusion and aims to achieve net zero emissions by 2050 (Accor, 2024).



Recommendations

Corinthia Hotels
Enhanced Personalized Experiences: In the luxury hotel market, personalization is key to enhancing guest satisfaction and loyalty. Corinthia Hotels could leverage technology to gather and analyse guest preferences and behaviours. This data can be used to create custom experiences for guests, including personalized room settings and dining/activity suggestions. By offering unique, bespoke experiences, Corinthia can strengthen its brand value, attract more high-end clientele, and potentially increase revenue through up-selling personalized services.

Ibis Hotels:
Optimizing Digital Integration for Operational Efficiency: For a brand like Ibis, operating in the economy segment with a focus on affordability and practicality, enhancing operational efficiency can be a game-changer. Ibis could invest even more in digital technologies (already in place at some of their hotels) and AI-powered customer service to streamline operations. This not only improves operational efficiency but also enhances the customer experience by reducing wait times and providing more self-service options (Collier & Evans, 2020). Efficient operations can lead to cost savings, which could be passed on to guests in the form of competitive pricing, thereby attracting a larger customer base.
One major benefit of technology is its impact on sustainability. Technology enables flexible checks-in/out or payment options and can enhance customer personalisation at the same time offering high scalability capabilities (Collier & Evans, 2020). 



Conclusions

In summary, Corinthia Hotels and Ibis Hotels cater to distinctly different market segments with varying demand characteristics. Corinthia targets the luxury market with less price sensitivity and focuses on quality and exclusivity. In contrast, Ibis targets a broader, more price-sensitive market, emphasizing value and practicality. The supply strategies of both brands align with their market positioning and target audiences, influencing their demand dynamics in the hotel industry. Both brands’ revenues were noticed to have robust growth potential and expansion.
The report ends with recommendations focusing on enhancing customer experience, in ways that align with the distinct market positions and operational scales of Corinthia and Ibis Hotels. For Corinthia, the emphasis is on exclusivity and luxury personalization, while for Ibis, the focus is on efficiency and practicality, both of which can lead to increased revenue and customer satisfaction.
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Appendix: 
1.a
IHI acquired the rights to use the Corinthia brand in 2019, in addition to acquiring the brand in 2010. The Corinthia brand is recognized as an intangible asset worth €21.9 million in the financial statement (2022). IHI has taken steps to protect the goodwill associated with the Corinthia name and has registered its intellectual property rights globally. The Corinthia brand acquisition has been an important part of the Group's strategy to position it as a luxury hotel brand worldwide (Financial Analysis Summary, 2023).
1.b
The Annual Report (2022) states that the operating profit EBITDA for 2022 was €51.7 million, showing an improvement of €25.2 million compared to 2021. In 2019, the EBITDA figure was €69.8 million. The document also mentions that the 2022 revenue was €238.2 million, the overall revenue level was at 89% of the 2019 level. On the other hand, they reduced its personnel levels by at least 15% compared to 2019 and commanded an active control of energy consumption be put in place with positive results (id.)

2.
[image: A screenshot of a report]
Figure 2. Accor Revenue from Management and Francise Hotels comparative 3rd semester 2022/2023 (Accor Press a, 2023)
For the first quarter of 2023, Accor Group's revenue was €1,139 million, marking a significant 54% increase like-for-like compared to the first quarter of 2022. This impressive growth was driven by a 57% increase in RevPAR, and the group revised its 2023 outlook upwards, expecting double-digit RevPAR growth compared to 2022​​ (Accor Press b, 2023). 
The full-year results for 2022 also showed a solid recovery, with a revenue of €4,224 million, an 80% like-for-like increase compared to the fiscal year 2021 showing a healthy recovery from the pandemic impact. This growth was distributed across the group's divisions, with Hotel Services and Hotel Assets & Other showing improvements of 89% and 63%, respectively. The recovery was primarily driven by domestic guests, with levels surpassing those of 2019. Accor opened 299 hotels in 2022, contributing to a net organic growth in the network of 3.2% over the 12-month period​​ (Accor Press, c, 2023).
3. 
Accor has made commitments to promote sustainability and social responsibility, including reducing greenhouse gas emissions, eliminating single-use plastics, and increasing female representation in leadership positions. They have joined various initiatives and partnerships like Sustainable Hospitality Alliance to drive collaborative action in the industry and have launched a sustainability-linked bond. They have joined the Global Sustainable Tourism Council and have partnered with ‘’La Fondation des Femmes’’ to provide emergency shelter for victims of violence. Accor is also reinforcing their commitment to diversity and inclusion and aims to achieve net zero emissions by 2050 (Accor, 2024).
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