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[bookmark: _Toc157551690]Introduction 
The hospitality industry has faced huge challenges in recent years due to the COVID-19 pandemic. It has affected the hospitality businesses negatively in various ways (Halder, 2021). Financial management of these businesses has a crucial role to play in addressing the growing challenges. The author has analysed the various aspects of Corinthia Hotel Group and Ibis Hotels to draw a comparison between them. Ibis Hotels is the brand of Accor Hotel Group. Corinthia Hotel was established in 1962 by Pisani in Malta (Corinthia, 2023). Now the company has 17 hotels in 12 countries. Accor Hotel was established in 1967 in France. Currently, it has over 5,100 rooms in more than 110 countries (Accor, 2023). 
[bookmark: _Toc157551691]Total Revenue 
Revenue is the measurement of the total sales of the products and services. In the hospitality industry, the total revenue calculation considers the number of subscriptions for the services or room rentals and the sale of various products and services (Tranter, Stuart-Hill and Parker, 2014). Revenue is financial data that is widely used to evaluate the performance of business activities. Higher revenue is always preferred as it shows that the company’s operation is efficient and it has well-established markets for selling its products and services (Wild, 2018). The total revenue trend of Corinthia Hotel Group and Accor Hotel Group is suitable to make a comparison between the two hotel groups about their financial performance in recent years. In 2022, Accor Hotel Group attained a 91.65% revenue growth while Corinthia Hotel Group attained an 84.5% revenue growth (Accor Group, 2022). Although both companies have significant growth in their revenues in 2022, Accor Hotel Group has more increases. In addition, in terms of absolute figures, Accor Group’s revenue was €4224 million in 2022 while Corinthia Hotel Group’s total revenue was only €238 million that year (Corinthia Group, 2022). The difference in revenue generation between the two hotel groups is significant meaning that Accor Hotel Group has more capabilities to generate its revenue. However, the last 4 years revenue trend shows that Accor Hotel Group has had more fluctuations in its revenue due to various internal and external factors.Figure 1 Revenue Trend for Last Three Years
Source: Author

The impacts of various external and internal factors can be different for these two hotel groups because of the sources of their revenues. Hotel groups can ensure a steady flow of revenue by making their sources of revenue resilient to the challenges and sustainable. In 2022, Accor Hotel Group generates 75.61% of its revenue from hotel services. The hotel group generates 25% of its revenue from other assets (Accor Group, 2022). On the other hand, Corinthia Hotel Group in the same year generates 84.75% of its revenue from its various hotel segments. 7.78% comes from the catering business services (Corinthia Group, 2022). The rental income from investment property accounts for 4.66% of the total revenue. The comparison shows that Corinthia Hotel Group is more dependent on its hotel services. It has comparatively less number of diversified sources for revenue generation than Accor Hotel Group.
The fluctuations in the revenue of both hotel groups can be due to various factors that are explained below:
· Economic downturns: Economic downturns have negative impacts on the revenue generation of both hotel groups. Because it can reduce the demand for hotel rooms. Lower demands for hotel rooms force the companies to reduce the prices of their services. As a result, they will have lower revenue generation. The last four years data shows that both companies faced a decline in their revenues in 2019. The decline in revenues was mainly from the negative impact of the COVID-19 pandemic (Corinthia Group, 2022; Accor Group, 2022). The pandemic has caused economic downturns in so many countries where hotel groups operate their businesses. The lower demand from business and international travellers contributed to the decline in revenues (Jones and Comfort, 2020). Although both companies faced the same challenge, Accor Group could show more resilience because it has comparatively larger scale operations, a global presence, and a diversified portfolio of brands.
· Changes in consumer behaviour: The changes in the customer’s preferences and tastes have affected the revenue generation of hotel companies. Customers have shifted their preferences to more affordable and sustainable options after the COVID-19 pandemic (Kim et al., 2021). Accor Hotel Group has a diversified set of brand portfolio that provides support to meet the changing preferences of the customers. 
· High competition: The hospitality industry is highly competitive because there are large global players such as Marriott International that can reduce the revenues of both companies (Ann, 2023). The competitors providing affordable and innovative services can attract customers. As a result, the revenue of both hotel brands will continue to decline over the years. 
[bookmark: _Toc157551692]Growth Potential
[bookmark: _Toc157551693]Corinthia Hotel Group
Expansion Strategies
Geographic diversification: The hotel group is currently operating in Europe, Africa, and the Middle East. It can choose a geographic diversification strategy for entering the emerging luxury markets in Asia and South America. It will provide more scope for the company to generate more revenues from its various business units (Queenan, Ferguson and Stratman, 2009).
Targeted acquisitions: Small hotel chains or hotels are suitable for the acquisition strategy. The company can drive its growth by acquiring those businesses. 
Brand extensions: The company can create other sub-brands in the luxury market segment as a part of its growth strategy, like wellness or family-oriented offerings (Dressler and Paunovíc, 2021).
Partnerships: It can increase its service lines by partnering with other businesses such as airlines, travel agencies, and luxury brands. The partnership will contribute to its brand awareness and help it to develop a new market segment. 
Market Opportunities
Rising disposable income and demand for luxury travel: The global luxury travel market is expected to grow at 3.8% per year till 2030 (Grandviewresearch, 2024). Corinthia Hotel can utilise this opportunity by investing in its operations. 
Increased focus on enhanced experiences and personalised service: Corinthia Hotel provides luxury services to satisfy the customers and they become loyal customers to get the personalised and enhanced experience (Dressler and Paunovíc, 2021). 
Growing popularity of niche destinations: The niche market segments, particularly in the luxury segment, are encountering increased demands. This can create various opportunities for the company to diversify its luxury services. 
Barriers to Growth
Limited brand awareness: Corinthia Hotels has limited reach in the global market. So brand awareness is very poor compared to other international hotel chains such as Accor and Marriott Hotels (Corinthia Group, 2022). 
Competition: Some large players are dominating the luxury segment in the hospitality industry presenting intense competition. 
High investment costs: The luxury segment requires heavy investments for expansion. The limited resources of Corinthia Hotel Group can create barriers to growth. 
Economic downturns: Economic downturns can reduce the demand for the products and services of the luxury market segment.
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Expansion Strategies
Aggressive brand expansion: Accor Hotel Group has implemented an aggressive strategy for its brand expansion. The hotel group have acquired the existing hotel brands and also launched new brands to meet the diversified needs of the target market (Demirciftci and Kızılırmak, 2016). Hence, the company could expand its business into various areas of the hospitality industry. 
Focus on emerging markets: Asia and Latin America are emerging markets because these markets have higher growth potential in the future. The Hotel group implemented strategies by keeping its primary focus on Ibis Hotels. 
Digital transformation: To expand in new markets, the company has invested significantly in digital marketing, loyalty programs, and revenue management systems (Accor Group, 2022). These initiatives have improved the performance and efficiency of the company’s operations.
Franchise and management contracts: Franchising model and management contracts can be implemented to expand the business at a low cost (Demirciftci and Kızılırmak, 2016). 
Market Opportunities
The growing middle class in emerging markets: Ibis Hotels are mainly serving the middle-class market segments. The growing middle-class customers in emerging markets can provide a huge opportunity to attract new customers by the Accor Group. 
Increased demand for budget and midscale hotels: After the COVID-19 pandemic, there has been increased demand for budget and midscale hotels (Halder, 2021). Accor Hotel Group can avail this opportunity to reach those market segments. 
Focus on sustainability and eco-tourism: Accor's initiatives in sustainable tourism and eco-friendly hotels have attracted new customer segments that value sustainability aspects and these initiatives are aligned with the changing market preferences (Walker, 2020). 
Barriers to Growth
The company has a diversified portfolio of businesses. Integrating all these business operations is very challenging (Lo and Yeung, 2019). The management also faces challenges to keep the consistency of its branding and market propositions. In addition to these challenges, the recent COVID-19 pandemic and economic downturns have created barriers to the growth of the Hotel Group. 
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Corinthia: The hotel chain has a minimal market share in the hospitality industry because it serves a niche luxury market segment with its 17 hotels globally. Other market players have prominent market share in the luxury market segment such as Marriott or Four Seasons.
Accor: This hotel group has a significantly larger market share because it serves diversified market segments in the hospitality industry. The hotel group has a brand portfolio such as Ibis for its budget market segment, Novotel for the upscale market segment, and Fairmont for the luxury market segment. 
[bookmark: _Toc157551697]Customer Demographics
Corinthia: The hotel group targets high-end and affluent customers (Corinthia Group, 2022). 
Accor: It targets all classes of customers ranging from budget segments to affluent customers. 
[bookmark: _Toc157551698]Brand Perception
Corinthia: Its brand has used luxury, sophistication, and personalised characteristics to develop brand perception.
Accor: It has created its brand image as a reliable and diversified option for different groups of people (Accor Group, 2022). 
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CSR aspects have become crucial to brand awareness and market positioning in recent years. companies invest a considerable amount of resources for their CSR initiatives. The initiatives perform their branding and create a positive image for the target audiences (Abd-El-Salam, 2020). Investments in sustainability, community engagement, and ethical business practices are part of financial commitment to CSR. 
[bookmark: _Toc157551700]Corinthia Hotel Group 
The hotel group has invested a significant amount of money to upgrade energy efficiency across its all hotels. Hence, it can save water and energy consumption. It has partnered with "Just a Drop” for water projects which aim to remove the distress of the underserved communities. In addition, the hotel group has investments in supporting local organisations and charities. Its ethical practices have considered managing the resources from ethical sources (Corinthia Group, 2022). Moreover, it puts immense emphasis on diversity and inclusion in workplace practices. 
[bookmark: _Toc157551701]Accor Hotels Group
Accor Hotel Group has made significant investments in the "Planet21” program to achieve the sustainability goals of the company across all the group’s brands. Almost €212 million has been invested in the initiatives as of 2020. To maintain transparency in the spending, it made reports on the program’s progress. To support the local communities, it introduced the "Acting for Others” program. In its ethical business practices, the company has prioritised human rights, anti-corruption, and responsible sourcing policies (Accor Group, 2022). There is an independent ethics committee that oversees the compliance of its ethical practices. 
[bookmark: _Toc157551702]Recommendations
Corinthia Hotel Group 
The hotel group has a limited market presence internationally. It has faced barriers to expanding its operations. However, it also has various opportunities to enhance brand awareness and market presence. To address all these issues, the financial management of the company should assess different financing alternatives to support the major investments in the growth initiatives. It can consider expanding its operations to profitable market segments such as Asia and South America. This will increase the sources of revenue. It can acquire other brands or introduce new brands for another growth strategy (Queenan, Ferguson and Stratman, 2009). As a result, the customers will have more options to choose from improving their experience.
Accor Hotel Group 
The hotel group has a well-diversified brand portfolio. These brands can satisfy the needs of the various market segments. However, the market needs and choices can be changed as they are highly influenced by various external and internal environmental factors. To address these issues, the financial management has to allocate its resources to innovation and development initiatives. Investing in the digital transformation project can bring efficiency to its market offerings and business operations (Walker, 2020). Moreover, it can adopt different strategies for its various markets to ensure the effectiveness of the strategy implementations.
[bookmark: _Toc157551703]Conclusion
Corinthia Hotel Group serves the luxury segment of the market while Accor Group serves all types of market segments with its diversified market offering. Corinthia Hotel is focused on the niche market segment having a small portion of the market share but Accor has a strong market presence globally. Despite such differences, both companies have performed better in recent years and faced significant revenue growth. 
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Revenue Trend for Two Hotel Groups

Corinthia Hotels	
2019	2020	2021	2022	268	91	129	238	Accor Hotels	
2019	2020	2021	2022	4049	1621	2204	4224	





7

image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»




