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1. Executive summary

The purpose of this report is to provide a detailed analysis and comparison
between two very well-known hotels in the hospitality industry, Corinthia Hotels, and
Ibis Hotels. This report aims to evaluate and compare the approaches of these two
hotels to financial management. Examining aspects such as total revenue, market
position, growth potential and their commitment to corporate social responsibility
(CSR), understanding how these strategies influence their financial performance and
sustainability. Comparing and analysing their financial performance based on financial
reports, and website performance.

In producing this report, was adopted a mixed methodology, combining
secondary data analysis with comparative measurements. Secondary data was
collected from public financial reports, market studies, trade publications and
hospitality articles. These sources allowed access to detailed information on the
financial performance, market strategies and CSR initiatives of Corinthia Hotels and
Ibis Hotels. Evaluating and interpreting using industry terminology, standards,
strategies, and best practices for their success in the hotel industry followed by

examples and conclude with a recommendation for each hotel based on the analysis

and justification from the research.
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2. Introduction

Corinthia brand was founded in Malta in 1962, transformed in a real magic of
Malta Corinthia hotel in 1968, Corinthia brand owned and managed by International
Hotel Investments (IHI) with 24 hotels on 3 continents, 15 of them Corinthia branded
proprieties and continuously expanded luxury brand known for its exceptional service
and top facilities. The group operates several five-star hotels in various key locations
around the world and they are focused on a high-class hospitality experience
(Corinthia Hotels, 2024a), (Corinthia Hotels, 2024Db).

On the other hand, Ibis Hotels part of the Accor group with a network of 1,269
hotels, 159,180 rooms and 17,474 rooms in the pipeline differ from a five-star hotel
being an economy hotel. The first Ibis economy hotel was founded in France in 1974.
Ibis is a more accessible hotel chain, oriented towards offering basic but quality
services. With locations in 70 countries, Ibis is primarily aimed at travellers looking for
practical and convenient accommodation options (Accor, 2024).

By comparing these two different business models, the report aims to provide
a broad perspective on financial management strategies in the hotel industry and

provide customised recommendations for each hotel chain.

The comparative analysis focused on identifying and evaluating the key
differences and similarities between the two groups of hotels, providing in this way a

balanced and in-depth perspective on each topic analysed.

3. Analysis and Comparison of Key Sectors
3.1 Total Revenues
Corinthia Hotels and Ibis Hotels' total revenue analysis provides essential
insight into the financial performance and business strategies of the two hotel chains.

Corinthia, being a luxury brand, generates substantial revenue through high
nightly rates and premium services offered. These revenues are supported by a
clientele seeking exclusive and personalised accommodation experiences. Their
revenues are significantly influenced by the strategic locations of the hotels. Revenues
are also diversified by offering additional services such as spas, gourmet restaurants
and event facilities (Corinthia Hotels, 2024c).




Analysing Corinthia 2022 annual report we can see a gradually recovery from

pandemic period also a few factors including inflation, interest rates and energy bills

hike affecting these figures, (see Appendix 1), s Al

2019 2020 2021 2022

€000 €000 €000 €000
Owned Hotels Revenue 219,404 63,197 103,595 201,894
Rental Income 13,694 12,520 10,250 11,104
Catering Income 25,081 8,468 10,121 18,533
Fee Income from third parties 10,107 7,724 5,300 6,676
Turnover 268,286 91,909 129,266 238,207

(Corinthia Group, 2022).

On the other hand, Ibis focuses on the affordable accommodation market
segment. Their revenue comes mainly from the high number of occupied rooms and
operational efficie ares are lower, but this is offset by high sales volume and
reaching a wider Ht share, including business and leisure travellers looking for
practical accommodation options. In addition, |bis has incorporated additional revenue

models by offering additional value-added services (Cheng, 2020).

The revenue per available room (RevPAR) has been improved comparing to
previous years resulting a growth and a consolidated revenue which secured a
dominant place on the market (Accor, 2022), (see Appendix 2),

Occupancy rate Average RevPAR

2022 room rate

VS. 2019 chg %

Yo chg pts LFL L LFL Cchg %% LFL

Economy 62.3 (7.4) 62 +11.3 39 (0.3)

(Accor Group, 2022).

Hotels follow supply and demand economic theory, where the quantity sold is
determined by the price they set. According to the notion, the quantity a hotel sells is
determined by the price it sets; as the price rises, it sells less, but as it decreases, it
sells more, this explains why the occupancy percentage and average daily rate (ADR)
interact: when prices rise, the quantity sold decreases, increasing ADR at the expense

of occupancy (Martin, 2019).
upancy ( 1 )




Both hotels suffered a shift in demand during COVID-19 and now they are trying
to recover even if their financial position is still at risk because of increased inflation,
foreign exchange rates and geopolitical economic challenges. Corinthia Group Hotels
with assets in Russia and Libia mainly impact group financial results, reflecting the

increased uncertainty and volatility in these countries since the beginning of the war
(Corinthia Group, 2022).

When comparing the revenues of these two hotels, it is important to understand
that their different business models lead to different revenue structures. Corinthia
relies on premium fares and luxury services, while Ibis capitalizes on volume and
operational efficiency. Although Corinthia’s absolute revenues per unit may be higher,
Ibis benefits from a wider geographic reach and a higher number of transactions,

which may lead to competitive total revenues at the group level.

According to Accor Brand lbis (2023), Why Invest in Ibis? The leader of
economy brands |bis with brand awareness of 66%, a brand margin of 10,1Euro and
a great business model to generate high occupancy and GOP margins in the industry

(see Appendix 3).

According to Matsuoka (2022), factors that influence revenue include location,
quality of service, customer reviews and market trends. For example, Corinthia's
premium locations in cities like London or Paris attract a higher nightly rate. In contrast,
Ibis, with its expanded presence, including in smaller cities and emerging markets, can
appeal to a wider audience. Also, global events such as economic changes can have
different impacts on these business models, with Ibis possibly more resilient in times
of recession due to its affordable prices.

Therefore, both hotel chains have revenue generation strategies tailored to their
market segment. While Corinthia is based on luxury and exclusive services, |bis
focuses on accessibility and efficiency. Understanding these differences is important
to assess the financial performance and long-term sustainability of each brand,
identifying target markets, analyse market trends, competition, strategies, and

revenue streams (Debutify, 2023).




3.2 Market position
Evaluating the market position of Corinthia Hotels and Ibis Hotels requires an
analysis of various factors such as market share, customer demographics and brand
perception.

Corinthia occupies a distinct position in the luxury hotel market. With hotels
located in premium locations attracts an affluent clientele, including high-end business

and tourists seeking for exclusive experiences. The brand is associated with

Demographics Specification

ion, personalised service and a unique experience, aspects that contribute
to a positive perception of the brand. This is reflected in customer reviews and industry
awards that highlight the exceptional quality of their services (Corinthia Hotels, 2024a).

In contrast, Ibis Hotels caters to a different market segment, oriented towards
affordable and practical accommodation. Their positioning focuses on efficiency,
affordability, and a global presence. With an extensive network of hotels, Ibis attracts
a wide range of customers, including budget business travellers, families and tourists
looking for reasonably priced accommodation options. The brand is perceived as

reliable and convenient, with a focus on standardised service and basic comfort (Ibis,

2024) ;(Cheng, 2020).

When comparing the market position of Corinthia with that of Ibis, it is evident
that the brands operate in very different market segments. Corinthia enjoys prestige
associated with the luxury segment, while Ibis has broad appeal among travellers
looking for budget accommodation. The market share of each brand reflects these
differences, the total company sales divided by total industry sales with Corinthia
focusing on a smaller but highly profitable share and Ibis covering a wider market
segment (Corinthia Hotels, 2024b); (Staci, 2019).

Factors that influence market position include branding strategies, hotel
locations and adaptability to market demands. Corinthia is based on branding that
emphasizes exclusivity and luxury, while Ibis emphasizes affordability and
consistency.

In addition, market developments such as demographic changes and travel
trends can significantly influence each brand’'s market position (Kotler et al., 2020).




While Corinthia and Ibis occupy very different positions in the hotel market each
effectively maximizes its market segment through branding and operational strategies
tailored to the needs of its customers. Understanding these differences is important to
appreciate their approaches to the global hotel market and to identify opportunities for

growth and improvement (Whitla et al., 2007).

Analysing the engagement of Ibis and Corinthia on their website in the last 3
months, even if Ibis is on the lead of monthly visits Corinthia quality visit duration and
page per visit are visibly higher, Corinthia engages people on their website for longer

visiting multiple pages, and keeping their attention, more likely to act (Similar Web,

2024}, (See Appendix 4}

3.3 Growth Potential
Analysing the growth potential of Corinthia Hotels and Ibis Hotels involves

examining their expansion strategies, market opportunities and potential barriers.

Corinthia, with its focus on the luxury segment, has growth potential focused on
expanding into new luxury markets and diversifying its offerings. This includes opening
new hotels in exclusive destinations and investing in high-guality services and facilities
to attract a more affluent clientele. Using the aid of cutting-edge technologies, such as
IDeaS G3, to produce the highest room rates and high occupancy levels, TSAs
targets by increasing total room revenue consistently and generating upselling
revenue during the reservation and check-in stages with all hotels. A major challenge

for Corinthia is maintaining a high standard while expanding, as well as managing the
high costs associated with luxury operations (Corinthia Hotels, 2024b).

Ibis, operating in the affordable accommodation segment, has growth potential
by expanding into emerging markets and small and medium-sized cities, where

demand for budget accom ion is arowing. Exploring new business models, such

as partnering with real es
challenge of keeping costs low and adapting to local market conditions in different

regions (Hospitality On, 2023).

Market Opportunities




For Ibis, opportunities include adapting to the demands of local markets and
expanding into urban areas where demand for budget accommodation is growing, new

programs like Ibis Music are successful in bringing people together (TTN, 2019).

Both hotel chains have significant growth potential, but they must navigate
challenges specific to their market segments. Their growth strategies need to be
adopted to align with the current trends of the hospitality industry and the ever-

changing demands of their customers.

Experts in revenue management can measure demand and create a more
effective sales plan to increase revenue by understanding different consumer types
and their purchasing patterns (HajMirzaei et al.,2022).

3.4Financial Commitment to CSR (Corporate Social Responsibility)
Assessing the financial commitment of Corinthia Hotels and Ibis Hotels to CSR
provides important insight into how these companies approach sustainability and
social responsibility, consumer awareness, and companies integrate sustainable

development into their growth strategies for ethical and gainful reasons.

Corinthia demonstrates a strong commitment to CSR, focusing on
environmental sustainability, heritage preservation and contribution to local
communities. Their CSR investment includes initiatives to protect the environment by
using sustainable resources and reducing their carbon footprint. Corinthia aIso
engages in cultural and conservation projects, reflecting its commitment to the
preservation of cultural heritage in the locations where it operates. These actions not
only improve brand reputation but also contribute to a richer customer experience
(Corinthia Group, 2024); (Hospitality Insights, 2020).

Ibis, with a more accessibility-focused approach, places significant emphasis
on operational efficiency and sustainability in its CSR practices. Their efforts include
reducing energy and water consumption, efficient waste management and the use of
environmentally friendly materials in their hotels. lbis also engages in social
responsibility programs that support local communities, such as youth employment

programs and vocational training initiatives (Accor, 2020).




A recent study shows that among CSR-related postings, posts that promote
CSR practices, have an even greater impact than the message approach and have a

major impact on engagement (Kucukusta et al., 2019).

Comparing Corinthia's CSR commitment with that of |bis, can see differences
in strategies that reflect their market positioning and available resources. Corinthia
focuses on luxury and conservation initiatives, while Ibis focuses on efficiency and
affordability. Both approaches are valuable and reflect a conscious commitment to

economic, legal, ethical, and philanthropic responsibilities. Sl ik

The process of identifying stakeholder demands on an organization and
negotiating one's level of responsibility towards the economy, environment, and
saciety is referred to as corporate sacial responsibility (CSR), consumers, marketing
and communication, employees, management, shareholders, and stakeholder's

accountability (Font and Lynes, 2018).

Prior research has mostly examined the relationship between CSR and
financial success metrics, analysing the influence on customers, employees,
community, stakeholders, and shareholders (Alatawi et al., 2023).

Investments in CSR can have a significant financial impact on both chains. For
Corinthia, CSR helps to strengthen the luxury brand image and attract an
environmentally and culturally conscious customer segment. In the case of Ibis, CSR

efforts help reduce costs through energy efficiency and build a responsible and

affordable brand reputation.

4. Recommendations for Corinthia Hotels
Optimize return on risk to manage and control market risk exposers. To reduce capital
costs, the company may issue additional shares or adjust the dividends paid to

shareholders.

5. Recommendations for Ibis Hotels
Ibis could explore expansion into emerging markets, through foreign direct
investments, taking into consideration risk awareness from corporate to
organisational, creating alliances with competitors, and improving and developing

distribution channels by involving travelling agencies in expanding the target segment.

recommendations




6. Conclusion
This report compared Corinthia Hotels and Ibis Hotels, highlighting different
approaches in the hospitality industry. Corinthia, with its positioning in the luxury
segment, focuses on offering exclusive experiences and personalised services,
generating revenue through premium fares and CSR initiatives geared towards
conservation and sustainability. Ibis, on the other hand, approaches the affordable
accommodation market based on operational efficiency and an extensive geographic

coverage, with an emphasis on CSR practices focused on efficiency and sustainability.

Both hotel chains demonstrate growth potential, each adapting its strategies to
meet the demands of the market segment it serves. While Corinthia can try to control
market risk exposure, Ibis can expand into emerging markets and improve cost
efficiency. This analysis highlights the importance of adapting business and CSR
strategies to remain relevant and competitive in the dynamic hospitality industry.
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Appendix 1 Corinthia Annual Report 2022

2019 2020 2021 2022

€000 €000 €'000 €000
Owned Hotels Revenue 219,404 63,197 103,595 201,894
Rental Income 13,694 12,520 10,250 11,104
Catering Income 25,081 8,468 10,121 18,533
Fee Income from third parties 10,107 7,724 5,300 6,676
Turnover 268,286 91,909 129,266 238,207
Select Costs Highlights
Payroll (93,442) (47,373) (50,528) (86,034)
Energy (8,384) (4,972) (6,007) (11,886)
Operating results before depreciation and fair value 69,790 (3,807) 26,528 51,706
Margin 26.01% -4.14% 20.52% 21.71%
Adjusted operating results before depreciation and fair value* 60,290 (3,173) 22,657 41,974
Select Below-the-line ltems
Fair value movements 5,220 (7,481) (4,164) (10,752)
Depreciation (36,766) (35.779) (30,613) (29,164)
Net interest costs (23,219) (22,852) (24,478) (27,720)
Net profit/Loss before Tax 13,912 (90,362) (39,584) (1,094)
Tax (8,793) 14,713 9,256 (1,248)
Net profit/Loss after tax 5119 (75,649) (30,328) (2,342)

* Adjusted to reflect actual % shareholding ownership in subsidiary operations

(Corinthia Group, 2022).

The argument of inflationary cost rises in comparison to actual costs from previous
years are emphasized by the statistics above. Removing subsidies from the

pandemic era and slowly rebuilding have a detrimental influence on payroll.

The expense of energy is a result of the conflict in Europe, which affects some
countries more than others. Undoubtedly, in 2022, global dynamics will progressively
realign utility costs with respect to prospective revenue; nonetheless, this is already
an immediate term reality.
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Appendix 2 Accor Financial Result 2022

Accor - Consolidated financial statements and notes
December 31, 2022

Consolidated income statement

(€ in million) Notes 2021 2022
Revenue 4 2,204 4,224

(Accor Group, 2022).

The recovery was propelled by a sharp rise in prices, fuelled by demand and
exacerbated by inflation. The "RevPAR" (revenue per available room) of Accor-
branded hotels is already higher than in 2019 (+2%), but it will be down 46% in 2021.
Only Asia performs at a lower level than before the crisis. Hotel occupancy rates
have steadily grown to 60%, up from 42% in 2021. The consolidated revenue in
2022 is €4,224 million, up from €2,204 million in 2021, and is comparable to the
€4,049 million in revenue in fiscal year 2019, which the Group uses as a reference
year in 2020 and 2021.
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BRAND BRAND
PERCEPTION

AWARENESS

60%

LOYALTY DIRECT HOTEL
L. T
—

71,1%

ALL ACCOR COM,
BRANDS.COM, VOICE —
1%

B2B GLOBAL SALES
{inel. GDS)

Central Brand Delivery : CBD (%)
D memuees the Suniess n oo s beugh by A o the Ratel through the 3 main groep lver:
0%t rcem mights of a hot are v 7 Aczar & B Sake, irisuton [l channeh poweed

(Accor Bands Ibis, 2023).

Appendix 3 lbis success
We measure success through the evolution of:

BRAND
MARGIN

10,1€

Brand Margin® measures the
financial premium which the brand
name adds to the intrinsic value of
the same hotel stay with an
unbranded alternative

Our objective nCrease
Bran margin to +€12 by

Official figures, end of 2015

REPUTATION
PERFORMANCE
SCORE

80,3 us

The Reputation Performance Scare
mieasures the overall hotel online
reputation based on several sources:
Guest Satisfaction Survey (G55 & Net
Fromoter Scorel, Trip Advisar, Booking.
Cirip efc. It 5 the mast representative
otel's reputation KPI, reguires at least
100 guests’ feedback and give positive
Feputation score out of 100%

Our objective is to
increase RFS to 82,60
by 2027.

Central Brand Delivery Powered by Accor (%)

oTA

/1“

FOCUS WEB

[ACCORWES + WEB PARTNER)

TGM ROOM NIGHTS
€1 285M ROOM REVENUE

bution [thmasgh Cemiral Aeserystion System - CRSL, Lovaity & Salex & 7% CBD means that

)& Loyaty rcovptem.
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Appendix 4 Website performance lbis Accor.com vs Corinthia.com

Traffic & Engagement

Total visits
0Oct 2023 - Dec 2023 & Worldwide
Domain % 3
& ibis.accor com — 4.327M
corinthia.com = 614,546
Engagement
Metric @ ibis.accor.com
Monthly visits 1.442M
Engagement
Metric @ ibis.accor.com
Monthly visits 1.442M
Monthly unique visitors N/A
Visits / Unique visitors N/A
Visit duration 00:00:19
Pages per visit 1.86
Bounce rate 64.35%
Page Views 2.686M
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Device distribution
Oct 2023 - Dec 2023 Worldwide

Domain Desktop Maobile
# ibis.accor.com 14.9% = 85.1%
corinthia.com 30.6% NE— 69.4%

® corinthia.com

204,849

@ corinthia.com

204,849
N/A

N/A
00:02:04
3.23
52.07%

661,538




Visits over time

Oct 2023 - Dec 2023 Worldwide All traffic

B ibis.accor.com corinthia.com

4.327M 614,546

Geography

Top Countries

Oct 2023 - Dec 2023 All traffic
Country
' £ United Kingdom
Y
‘,' * {) France
£ United States
, @ Brazil
S Spain
Marketing Channels
Channels overview
Oct 2023 - Dec 2023 Worldwide All traffic
@ ibis.accorcom corinthia.com
4.020M 608,791
100%
50%
. mu —_—
Direct Email Referrals Social

19

Traffic Share
11.43% =
087% =
6.79% ®
6.75% ®

529% ®

Organic search

Group traffic share split

—TE—
[ @50%  15.0%

See more countries

Paid search Display ads




Social traffic
Qct 2023 - Dec 2023 Worldwide Desktop

B ibis.accorcom @ corinthia.com

0%

@) Facebook O Youtube

Website Performance (similarweb.com)

(Similar web,2024).
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BMIH5007 Business Report

GRADEMARK REPORT

FINAL GRADE GENERAL COMMENTS

/100

PAGE 1
QM Good
Good
PAGE 2
QM Executive Summary
An executive summary should summarise the key points of the report. It should restate the
purpose of the report, highlight the major points of the report, and describe any results,
conclusions, or recommendations from the report. It should include enough information so
the reader can understand what is discussed in the full report, without having to read it.
QM Report Structure
you need to ensure the structure is correct for a report
PAGE 3
QM purpose of introduction
define the purpose of the assignment and how are you going to answer the question. think
about using specific examples
PAGE 4
PAGE 5
QM Revenue Analysis




how can you analyse their financial data? where is the revenue coming from and what
percentage is this of the overall revenue? What other data can be utilised and are hotels
their only source of revenue generation?

QM Good

Good

’ Comment 1

apply this to the hotel, rather than talk about the theory

PAGE 6
QM Expand on comment
Expand on this comment. Why? How?
QM Good
Good
QM Good
Good
PAGE 7
QM Demographics Specification

can the demographics be more specific? age, background etc

QM Data Analysis

can you provide any data regarding this which you can then analyse and evaluate?

PAGE 8

QM Market Position Model

you could have introduced Bowman's Strategy Clock and determined where each hotel
group is and why? this would add to your analysis

, Comment 2

what is this?

QM Expansion Strategies




there needs to be greater analysis and evaluation. consider economic theory and how it ties with
developing countries

QM Expand on comment
Expand on this comment. Why? How?
QM Market Opportunities
which are new markets where there could be opportunities for new hotels? are there
opportunities for diversification and if so, how?
PAGE 9
QM Data Analysis
can you provide any data regarding this which you can then analyse and evaluate?
QM CSR Goals
there is lots of data you could have used to further demonstrate what they are doing, what
their goals are and whether they are actually achieving their goals
PAGE 10
QM Evidence Required
provide evidence for this
QM CSR comparison

where do their focuses lie? can you compare and contrast their CSR efforts and determine
who spends more as a % of revenue?

Comment 3

recommendations come after conclusion

QM recommendations
you need to provide specific recommendations rather than general ones, based on your
analysis of the information and your research
PAGE 11
PAGE 12

PAGE 13
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ENGAGEMENT WITH LITERATURE /10

Your work must be informed and supported by scholarly material that
is relevant to and focused on the task(s) set. You should provide
evidence that you have accessed an appropriate range of sources,
which may be academic, governmental, and industrial; these sources
may include academic journal articles, textbooks, current news articles,
organisational documents, and websites. You should consider the
credibility of your sources; academic journals are normally highly
credible sources while websites require careful consideration/selection
and should be used sparingly. Any sources you use should be current
and up-to-date, mostly published within the last five years or so, though
seminal/important works in the field may be older. You must provide
evidence of your research/own reading throughout your work, using the
Harvard referencing system, including 20 in-text citations in the main
body of your work and a reference list at the end of your work.




l

y‘ You have shown evidence of research and further 7

reading from a variety of relevant sources which is
good. More care with some information, such as
the authors of the work.

KNOWLEDGE AND UNDERSTANDING/20

Knowledge relates to the facts, information, and skills you have
acquired through your learning. You demonstrate your understanding
by interpreting the meaning of the facts and information (knowledge).
This means that you need to select and include in your work the
concepts, techniques, models, theories, etc. appropriate to the task(s)
set. You should be able to explain the theories, concepts, etc.
meaningfully to show your understanding. Your mark/grade will also
depend upon the extent to which you demonstrate your knowledge and
understanding. Guidance specific to this assessment: Display an
understanding of the financial performance of the two hospitality
operations. To be able to evaluate and interpret information gathered
using information learned in class as well as supported by independent
learning.

y"’ You have demonstrated a good level of

understanding and have presented your data well, 1 2
but you could have used more data from which to

interpret to further demonstrate your

understanding

COGNITIVE AND INTELLECTUAL /20

Guidance specific to this assessment: To be able to effectively draw
comparisons and establish similarities and differences, both between
the hospitality operations, but also when discussing the available
literature with use of comparative analysis.




y‘ You have drawn some comparisons which is good, 1 1
but these need to be analysed far more and linked
more closely to what they are doing as an
operation and to theories and models which you
have been taught in class

PRACTICAL SKILLS /40

Guidance specific to this assessment: Display a clear knowledge and
rationale of how the approaches and principles discussed are
practically implemented by the two organisations from the context of
Financial Management.

y‘ You have attempted to use theories in your work 1 8
which is good, however they could have been
applied better to help with the explanation. You
could also have referred to models which were
discussed in class, such as bowmans strategy
clock

TRANSFERABLE SKILLS /10

Guidance specific to this assessment: You should write a report in a
recognised format. All writing should be academic style, formal,
focused, concise and subject specific. It should use a font of Arial 12
point or Times New Roman 12 point, and have 1.5 line spacing. All
graphs, charts, and figures in the main body must be clearly referenced
beside or beneath. Where possible they should not be on separate
pages but should be incorporated within the text.

y“‘ Your work is coherent and formatted well, 6
however your report structure needs amending.
Consider using more graphs and tables to display
data more easily






