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Financial Management in the Hotel Industry
For a long time, the hotel industry in the United Kingdom (UK) has been one of the most competitive industries for luxury and budget brands across the country. To remain competitive in the industry, hotel brands have been employing various financial management techniques in the market while other hotels simply exit the market when they cannot catch up. Among the few hotel brands across the UK that have managed to remain competitive and operational due to their creative financial management practices are Corinthia Hotels and Ibis Hotels. Although the two hotel brands are based in different countries, Corinthia and Ibis hotels are recognized for their exceptional branding and effective financial management practices in the hospitality industry. This paper will provide a comprehensive financial management analysis and appraisal for both Corinthia hotels and Ibis hotels within the UK by focusing on their revenue, market position, growth potential and financial commitment to CSR.  
Total Revenue Analysis 
Despite many challenges from increased inflation to high energy costs, Corinthia hotels performed relatively well in the 2022-2023 financial period across Europe, especially in the UK. According to the hotel's 2022 financial report, Corinthia Hotels generated a total of €238.2 million in revenue with 95 per cent of the revenue coming from the increased hotels segment (Corinthia Hotel Group, 2022). According to financial reports, Ibis Hotels performed relatively well in the 2022 financial year under the Accor parent company compared to Corinthia Hotels. With revenue of more than €4 billion and €23 billion in business volume across its hotels, Ibis Hotels surpassed its expectations despite being a budget hotel under Accor (Accor, 2022).  
As the British hotel industry becomes extremely competitive, with new emerging brands coming up every year, the Corinthia hotel brand has focused its revenue source on luxury across its UK hotel operations. With a gross operating profit of €18.5 million in the UK alone, Corinthia hotel group have enjoyed a strong reputation as a luxury brand synonymous with British customers (Cocks, 2022). However, compared with its rival Ibis hotels, the budget hotel's source of revenue mainly comes from Ibis' brand recognition as an economy hotel brand for British travellers and tourists. Ibis Hotels enjoys brand awareness of 79 per cent in the UK hotel industry compared to other hotel brands nationwide (Kunst, 2023). This makes Ibis' brand awareness a major source of its revenue, especially among low-income travellers and tourists across Britain.  
Market Position 
In financial management practices, the market positioning strategy of a company within a particular market depends on the operating environment of the company at the end of the day. This means that for a company to adopt a specific positioning strategy, the competitive forces influencing the operating environment of the company must be determined first (Wernke, Jungles and Barros, 2020). Therefore, the strategic positioning of Corinthia Hotel and Ibis Hotel depends on the brand's market share, consumer segment, and brand awareness. These aspects of the brands make up the competitive forces that eventually influence the brands' market position in the industry in the long run. Consequently, assessing these competitive forces or factors in detail will provide a comprehensive outlook on the competitive nature of the brands against each other within the industry at the end of the period.  
In terms of market share, Corinthia London hotels attracted more luxury-oriented consumers compared to Ibis hotels, which attracted more budget-friendly consumers. With over 225 rooms, 51 suites and 7 penthouses in some of the Corinthia hotels, Corinthia attracted more celebrities who were focused on meeting Tom Kerridge, and other Michelin-star Chefs across the hotels (Forbes, 2019). On the other hand, Ibis hotels were more centred on serving hotel operations that serve middle-to-low-class citizens across the United Kingdom, making the Ibis hotels more popular among British travellers and tourists across the United Kingdom. Corinthia hotels were a bit expensive since they operated as luxury hotels, thereby making it extremely expensive for middle-income consumers to operate within their budget in such hotels. 

Compared to Corinthia London hotels, Ibis hotels were designed to be low-budget economy hotels, which focused on offering low-priced rooms and accommodations for short-term travellers. This enhanced Ibis' brand awareness due to the positive consumer perception among middle-to-low-income consumers (Kunst, 2023). On the other hand, the Corinthia hotel group, especially those located in London, centred their brand positioning on appealing to high-income consumers across the United Kingdom. According to an article by Park (2023), Corinthia hotels were so popular among the rich clientele in Britain that the hotel would serve 100 different guests with 100 different expectations. Therefore, looking at the customer base of Corinthia Hotel Group and Ibis Hotels, the competitive forces such as market share, consumer demographics, and brand perception significantly influenced the positioning strategy of both hotel brands in the United Kingdom quite differently. Corinthia Hotel was more focused on a differentiation strategy, while Ibis' budget-friendly accommodation was more geared toward price leadership positioning strategy. 
Growth Potential 
In financial management, gaining an advantage in a relatively competitive environment such as the hospitality sector can be a significant challenge for many organizations. However, growth has been focused on expanding its portfolio across the United Kingdom and other European markets for the past 60 years for a brand like Corinthia Hotel Group. Although Corinthia Hotel Group is already famous across the United Kingdom, the hotel brand has been focused on international expansion from the Middle East to Eastern Europe in countries like Dubai and Russia (Gollan, 2020). Therefore, for a brand like Corinthia Hotel Group, expansion is more outward than within the UK since the hotel brand has already exhausted most of the British market.  
On the other hand, Ibis Hotels has also been focused on growing its portfolio by shifting from standard international hotels to relatively affordable luxury hotels across the United Kingdom. The shift from standard hotels to star-category hotels that meet international standards is meant to provide luxury experiences at affordable prices for low and middle-income customers. In Burton-Upon-Trent, United Kingdom, Ibis Styles Hotel is under construction with an expectation of more than 81 luxury rooms. It is forecast to be complete by the second half of 2024 (Accor, 2023). Therefore, despite providing economy-class hotel rooms, Ibis' growth is geared towards outperforming luxury brands like Corinthia Hotel Group. This gives Ibis a competitive edge over Corinthia, considering the large market share and cost leadership strategy of the budget economy hotel brand. In financial management practices, cost leadership strategy is easy to implement and quite advantageous compared to differentiation strategy because organizations can adopt similar product or service features to their competitors and still sell at a lower price (Ali and Anwar, 2021).  
Alternatively, the United Kingdom is facing a lot of economic issues as a result of Brexit, the post-pandemic, inflation, and high energy costs. This myriad of issues facing the economy will likely become a barrier to the economic growth of Corinthia Hotel Group and Ibis Hotels. For instance, the United Kingdom relies heavily on gas supplies, which account for the most share of energy in the country compared to other European countries (International Hotel Investments plc, 2022). The high energy cost in the United Kingdom will likely affect Corinthia Hotel Group's and Ibis hotels' growth potential due to higher cost of living on household income. Any increased cost of living due to high energy costs will likely cut profit for both hotels, thereby reducing their competitive advantage.  
Financial Commitment to Corporate Social Responsibility 
In the age of climate change and global warming, corporate social responsibility is becoming an important subject matter for both non-profit and for-profit organizations. The hotel industry, especially in the UK, is one sector that contributes significantly to the effects of climate change and requires a proper financial commitment to corporate social responsibility to mitigate against it. The UK's food service and accommodation industry produced at least 48.75 kilograms of carbon dioxide per capita in 2019 alone (Statista, 2021). This is enough to exacerbate global warming effects in the long term. As businesses integrate social and environmental issues into their daily operations and interact with their stakeholders voluntarily, social corporate responsibility plays an important role in elevating these social and environmental concerns (Akbari et al., 2021). 
For an entity like Corinthia Hotel Group, its corporate social responsibility investment lies in its ability to curb high energy costs that have been significantly derailing most of its operations across the United Kingdom and other regions. Corinthia Hotel Group have invested heavily in energy efficiency and waste reduction initiatives from renewable energy systems, energy data collection, energy monitoring and analysis, and water and waste conservation programs as part of its corporate social responsibility in the United Kingdom (Corinthia Hotel Group, 2022). Corinthia Hotel Group have also invested heavily in employee wellbeing programs across its hotel operations to ensure a conducive work environment for its employees and comply with employment regulations mandated by UK laws.  
On the other hand, when it comes to financial commitment to corporate social responsibility, Ibis Hotels has significantly invested in environmental sustainability. As part of its financial management practices, Ibis has focused its corporate social responsibility goals on protecting the environment through toxic waste reduction and providing a conducive work environment for one of its key stakeholders, the hotel's employees. According to the 2022 financial report by Accor (2022), Ibis under its parent company, Accor, has not only managed to eliminate single-use plastic in 80 per cent of its hotels, but the hotel brand also places significant investment in empowering its more than 290,000 employees through effective recruitment, development and training programs. Ibis Hotels' corporate social responsibility initiative and financial commitment to reducing single-plastic use across most of its hotels are positive signs towards sustainability and ethical business practices. Despite being a budget hotel brand across the UK and other regions, Ibis Hotel's commitment to recruitment, development and training of its employees on empowerment and better working conditions is also a positive sign towards community engagement in the long run.  
Recommendations 
When considering the growth potential, brand perception, and corporate social responsibility of both Corinthia Hotel Group and Ibis Hotels, Corinthia Hotel Group is significantly lagging behind Ibis Hotels in the UK hospitality industry. Despite the luxury hotel brand serving relatively good dishes and offering the best customer service, the Corinthia hotel group's high prices discourage average British consumers and travellers from seeking any service, considering the high cost of living amid the post-pandemic economic issues (Rayner, 2021). Corinthia Hotel Group needs to adopt a focused strategy instead of its differentiation strategy that significantly places the luxury hotel group at a disadvantage when competing with a budget hotel brand like Ibis. A focused strategy, as a third generic strategy in business strategy, enables an organization to emphasise a narrow competitive scope more than a broad one (Reksoprodjo, Rifqi and Khadijah, 2022). Therefore, by adopting a focused generic strategy as a financial management strategy, Corinthia Hotel Group is bound to maximize profits, improve its financial performance, ensure sustainability goals are met and improve its brand perception in the rather competitive hospitality industry in the UK.  
However, despite Ibis Hotels' strong brand perception among average British travellers and tourists within the UK and impressive sustainability initiatives, Ibis Hotels needs proper budget planning and control to mitigate against the multicultural issues facing the UK society and the hospitality industry. While Ibis managed to generate more revenue compared to the Corinthia hotel group, the budget hotel is more likely to face multicultural issues that Ibis employees may not be equipped to handle, thus resulting in low revenue yield and sales in the long run (Cheng, 2020). Although Ibis Hotel Company accounted for employee recruitment, development, and training in its earlier budget, better budget planning is needed to ensure all employees are adequately trained in dealing with multicultural customers in the long term.  
Conclusion 
In the UK hospitality industry, proper financial management strategies and practices coupled with effective sustainability initiatives are crucial elements of competitive advantage. When comparing the financial management practices and sustainability efforts of Corinthia Hotel Group and Ibis Hotels, it is more appropriate to conclude that Ibis Hotels is better positioned in the hospitality industry than Corinthia Hotel Group. Ibis Hotels' strong brand perception, higher revenue accumulation and environmentally sustainable initiatives give it a competitive edge over Corinthia Hotel Group in the industry. However, with the adaptation of a focused generic strategy and proper budgeting, Corinthia Hotel Group is more likely to improve its financial performance and sustainability and gain a competitive advantage over budget hotel brands like Ibis. Conversely, Ibis Hotels needs to put more effort into its budget planning to ensure multicultural issues are maintained by the budget hotel's competitive advantage in terms of financial performance and enhanced sustainability.  
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