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[bookmark: _Toc156549100]Executive Summary
This research analyses the financials of two hospitality companies Corinthia Hotel Group and Ibis Hotels. The contrast between them is that Corinthia Hotel provides luxury services while Ibis is known for operating as a budget-friendly business. This report aims to cover the revenue models, market positioning, and growth possibilities while evaluating the CSR commitment. 
Luxury and exclusivity drive Corinthia Hotel Group’s earnings from premium lodgings, spas, and fine dining (Corinthia Hotels, 2023a). This maximises the strategic worldwide growth leading to a strong luxury market position which boosts revenue. 
By contrast, Ibis explains ways in which budget-friendly accommodation reservations are practical in terms of food and beverage offerings (Accor, 2022a). The income of the Ibis hotels is affected by the market coverage and brand loyalty programmes which may influence the economy. 
Corinthia brand represents elegance, exclusivity, and excellent service. Ibis Hotels dominates the inexpensive to mid-range category, serving budget-conscious visitors and professionals. For efficiency, practicality, and service consistency. Corinthia Hotel Group expands in luxury areas via partnerships and high standards (Corinthia Group, 2021a). Has economic sensitivity and high operational expenses. Ibis Hotels diversifies service models, and franchises strategically, and integrates technology to grow (Accor, 2022b). Challenges include economic downturns and network service standardisation. To capitalise on luxury travel and experiences, Corinthia Hotel Group should seek burgeoning premium markets. To satisfy budget-conscious, tech-savvy travellers, Ibis Hotels should promote technology and sustainability. 
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Introduction 
[bookmark: _Hlk156989728]This report aims to increase understanding of the perspectives of financial aspects by considering ways in which their financial management and sustainability aspects are performed through using in-depth research. 
Research demonstrated that hotels are among the most competitive businesses as per Martín-Rios and Ciobanu (2019, p. 218). Hence, businesses are globally recognised regarding the competitive landscape within the operating industry, the financial management strategies and practises play a crucial role in sustainability and growth (Hayes et al., 2022).
Analysis of these characteristics increases understanding of the current status of hotels and the steps that must be taken for future increased performance. By analysing such characteristics, the current hotel status and the steps that should be taken to develop performance will be considered.  A comparison between Corinthia and Ibis Hotels will be developed based on revenue sources, previous trends, and ways that influence the revenue streams. 	













[bookmark: _Toc156549102]Total Revenue Analysis
[bookmark: _Hlk156989779]The concept of revenue management (RM) involves the company's earnings, profits, and all sources of income (Helmold, 2020). Comparative financial analysis of Corinthia Hotels with 25 hotels in 16 countries (Corinthia Group, 2021b), and Ibis brand, a hotel chain owned by Accor Group with 1269 hotels in over 70 countries (Accor, 2022c). The scope of the total revenue analysis is to evaluate ways in which the price elasticity is measured through a change in total revenues coming from a change in the price of the delivered product.
Corinthia Hotels Revenue
The Group generated revenue of €282.0 million in 2023, an increase of +18% from the prior year (Figure 1). Annual reports for 2022 indicate a Corinthia Group income of €201.8 million from Hotel Operations (Figure 2). An increase of +95% compared to 2021. Demonstrating that the targeted luxury market is productive for the chosen business.
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[bookmark: _Hlk156989947]Figure 1. Comprehensive Income, Corinthia, 2023 (International Hotel Investments, 2023)
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Figure 2. Corinthia Group Revenue, 2021-2022 (Corinthia Group, 2022)
Corinthia Group's main sources of income are rents from investment properties, hotel management, and catering businesses (Figure 2). State-of-the-art accommodations feature spas, fine dining, and corporate meeting centres (Corinthia Hotels, 2023b). 
Ibis Hotels (Accor Group) Revenue
The Accor Group reported 2023 Hotel Operations revenue of €2,402 million, up 35% versus 2022 (Figure 3). Information about the total income of Ibis Hotel is not shown in any source, but the annual financial report for the Premium, Midscale, and Economy division of Accor, which belongs to the economy and budget hotel segment, shows a total revenue of €1,418 million in 2023 (Figure 3).
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Figure 3. Reported Revenue, Accor, 2023 (Accor, 2023)
The group's highest revenues come from the Premium, Midscale, and Economy divisions, which also include the Ibis hotels (Figure 3). This brand is the leader in the number of rooms available (Figure 4), which is why it is one of the essential brands that brings income to the Accor Group.
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[bookmark: _Hlk156990024]Figure 4. Economy Hotel Brands at 31 December 2022, Accor (Accor, 2022d)



Comparative Analysis
Corinthia Group prioritises financial management to establish Corinthia Hotels as a luxury brand. Although the specific financial details for Ibis Hotels cannot be found in any source, the annual financial reports of the parent company Accor show the impressive revenue of this brand. Corinthia Group's €282.0 million revenue reflects a focus on various sectors, while Ibis Hotels, as part of a larger group, contributes to Accor's substantial consolidated revenue. 






[bookmark: _Toc156549103]Market Position Assessment
[bookmark: _Hlk156990285][bookmark: _Hlk156990293]Hotel groups' competitiveness, client loyalty, and sustainability depend on their market position (Kasim et al., 2018). This section compares Corinthia Group with Ibis Hotels' market share, customer demographics, and brand perception. To identify the strategic market positioning of both hotel groups will be used Bowman's strategy clock. This strategy is based on the analysis of the ratio between the price and the value perceived by the customers (Echchakoui, 2018).
Corinthia Hotels
The brand's luxury market share is high, especially at flagship locations. The group operates a limited number of hotels, maintaining an exclusive presence (Figure 6).
[image: ]
Figure 6. Hotel Portfolio, Corinthia, 2022 (International Hotel Investments, 2023)
Corinthia is noted for its superb service, exquisite elegance, and unique amenities. The brand is known for its quality, attention to detail, and elite guest experience (Gabrielle Shaw, 2020).
Ibis Hotels
Ibis's no-frills, value-for-money strategy attracts youthful visitors, backpackers, budget-conscious travellers, and business professionals (Cheng, 2019).
Ibis Hotels has a wider global footprint, which is why it is known by 66% of people worldwide. (Figure 7). This includes a high brand awareness, which increases the business performance within the operating industry. Moreover, by ensuring that the brand perception remains at a high level it will increase the business awareness and customers will perceive Ibis hotels as being more convenient to use. In addition to this, by aiming for a high score brand reputation, the number of bookings will generate a higher amount of profit as well as increased market share within the operating industry. 
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[bookmark: _Hlk156990804]Figure 7. Ibis performance worldwide (Accor, 2023b)






Comparative Analysis
Corinthia targets niche markets with exclusivity, luxury, and personalised services. In contrast, Ibis is practical, convenient, and affordable, appealing to a wider audience. 
Offering services for a certain market segment at a premium price, the Corinthia Group positions in the Focused Differentiation segment (Figure 8). The perceived value of the brand ultimately becomes synonymous with quality. Building a reputation by offering fair prices for reasonable services, Ibis Hotels is positioned in the Hybrid segment (Figure 9). They offer services with a higher perceived value than competitors, creating customer loyalty.
However, Corinthia does not use a low pricing scheme, as it strongly targets a niche market. In addition, it provides a focused differentiation as it aims to generate luxurious services for a high price, compared to Ibis which aims to provide high services at low prices. 
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Figure 8. Bowman’s Strategy Clock: Corinthia Figure 9. Bowman’s Strategy Clock: Ibis
 (Source: Developed by Author)





[bookmark: _Toc156549104]Growth Potential Evaluation
A hotel group's development potential relies on its expansion strategy, market possibilities, and capacity to overcome obstacles (Nikolskaya et al., 2018). This section analyses Corinthia Hotel Group and Ibis Hotels' development potential, strategic methods, market opportunities, and possible hurdles.
	Corinthia Hotels
	Ibis Hotels

	Expansion strategies and market opportunities:

	In the first half of 2024, Corinthia Group will open the doors of new hotels, and at the beginning of this year, will start the construction of the Oasis project in Malta (Corinthia Group, 2022).
Partnerships with famous restaurant brands such as Kai, Carlo Cracco, or Tom Kerridge maintain the Corinthia Group's restaurant ecosystem at a luxury level, making them formidable competitors in culinary talent (Corinthia Group, 2022).
	Covering the global market with 2555 properties and diversifying the Ibis Styles and Ibis Budget concepts, Ibis Brand tends to expand its customer base (Accor, 2022d). 
Accelerating its development, from 2023-2026, Accor Group, the parent company of Ibis Hotels, proposed to expand on European territory with another 1200 rooms in 8 countries (Hospitality Net, 2023).
For half of 2024, the Ibis brand aims to open the first Ibis Styles hotel in Brazil, located on the seashore (Accor, 2024).

	Barriers to growth:

	Economic, social, and political unstable markets exposed to Corinthia Group decrease the value of the assessed property (Figure 10), as it is rapidly expanding the strategy in regards to competitional risks, potential or existing competitors, leading to higher recognition and increased profitability. Hence, Political aspects should be constantly analysed, allowing an evaluation of potential barriers that could reduce business productivity. 
	Ibis Hotels' rates are competitive and their accommodations and services are comparable to those of hotel chains like Holiday Inn Express or Travelodge (Cheng, 2019). Budget hotels have a variety of affordable options and similar costs.
Airbnb's online platform provides individuals with an opportunity to rent living space and other short-term accommodations at a lower price than budget hotels (Reinhold and Dolnicar, 2018). 


[image: ]
Figure 10. Adjustments to carrying amount of Corinthia Hotel properties, 2022
(Corinthia Group, 2022)


Comparative Analysis
To meet customer expectations, Corinthia continuously invests in maintaining the opulence and state-of-the-art facilities of its hotels. Ibis, on the other hand, is growing in the cheap and mid-range travel categories, focusing on urban development. However, it must maintain service consistency and stand out in a competitive industry.







[bookmark: _Toc156549105]CSR Financial Commitment Analysis
CSR demonstrates a company's dedication to acting responsibly, boosting the economy, and improving employee’s lives, families, the community, and society (Fond and Lynes, 2018). Corinthia Hotels and Ibis Hotels' financial commitment to CSR activities, including sustainability, community participation, and ethical business practises, is assessed in this section.
Corinthia Group
Corinthia Group's sustainability practises include the concept of green roofs and eco-gardens, systems for cooling and heating, reusing rain and grey water, energy-efficient and low-impact lighting, and waste management systems (Corinthia Hotels, 2023c).

Although guests grew by 71% in 2022, the overall waste production remained at a moderate level of 15% (Figure 11). This should have decreased by ensuring contracts with subcontractors are established efficiently to collect hazardous waste efficiently.
[image: ]
Figure 11. Managing waste, Corinthia, 2021-2022 (Corinthia Group, 2022) 
The energy consumed per occupied room decreased by 32% within a year (Figure 12). More energy-efficient equipment would help to significantly lower energy consumption.
[image: ]
Figure 12. Direct energy per occupied room, Corinthia (Corinthia Group, 2022)

Corinthia Group is directly involved in local and global projects focused on education and healthcare, such as QP, Corinthia Caterers Foundation, and SOAR Hub Service (Insider Plus, 2023).
Ethical practise in organisational behaviour is applied through: the Group Data Protection Reporting Policy, Health and Safety, Security Management, Food Safety, and Ethical Conduct (Corinthia Group, 2022).


During the 2021-2022 period, the organisation experienced a significant increase in the average training hours its employees received (Figure 13). Various in-person and online learning programmes are offered to employees to improve their operational skills.
[image: ]
Figure 13. Average hours of training, Corinthia, 2021-2022 (Corinthia Group, 2022)

Ibis Hotels (Accor Group)
[image: ]
Figure 14. Accor new sustainability strategic framework, 2022 (Accor, 2022d)
Ibis supports sustainable development via the 'Planet 21' initiative. Energy, water, and carbon footprint reduction are funded to decrease environmental effects (Accor, 2020a).
Currently, 84% of Accor hotels have zero single-use plastic in the guest experience (Accor, 2022d). 
They saved over 833,000 meals with the TOO GOOD TO GO application (Accor, 2022c).
Ibis' local and worldwide community involvement projects concentrate on health, education, and social inclusion such us: the Creation of the ALL Heartist Fund in 2020, becoming part of the Sustainable Hospitality Alliance (SHA) in 2021 or becoming a signatory of OneInThreeWomen in 2022 (Accor, 2023c).
Accor describes several important business ethical practises within the company: social dialogue, defeating all forms of harassment and bullying, a balance between work and personal lives, health, safety, and working conditions, and transparency, communication, and fairness (Accor, 2020b).


Comparative Analysis
Cultural preservation, strong ethical standards, and targeted, high-impact local community participation are key to Corinthia’s premium brand image and CSR strategy. Ibis, under the Accor Group, offers a more uniform and internationally integrated CSR strategy, with a large financial commitment to sustainability (Planet 21), significant community participation, and a strong emphasis on ethical business practises and workplace diversity. The large, organised financial commitment aims to achieve global environmental objectives. 
Even though both brands have great CSR goals for the future, none of them have included sustainability in their company values.
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Conclusion
Both businesses have development potential but with different strategies and market emphases. Corinthia's premium growth depends on its exclusivity and ability to adapt to wealthy tastes. Ibis's development relies on affordable travel, urbanisation, and technology. Corinthia's CSR efforts are personalised, culturally integrated, and high-impact, reflecting its premium status. However, Ibis prioritises scalability, uniformity, global sustainability, and social responsibility. Both methods, although different, demonstrate the companies' corporate responsibility and readiness to engage in sustainable, ethical, and socially responsible business operations. 
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Recommendations


Corinthia Hotels: Entering Emerging Luxury Markets.
Given Corinthia's strong luxury brand presence and demonstrated ability to offer high-end, customised services, the hotel group should concentrate on growing into new premium markets. It is recommended that Corinthia enters Asia and the Middle East as there is increased interest in such travel experiences. 
Justification:
Emerging markets will drive luxury travel growth. Corinthia may benefit from rising demand and diversify its market presence by entering these areas. This premium and exclusivity brand fits these rising economies' clients' values of prestige and customised service. Corinthia's high-end hospitality offerings in new, wealthy regions may improve revenue.


Ibis Hotels: Prioritise Technological Integration and Sustainability.
By prioritising technology integration and sustainability within Ibis’ operations and services the business will target sustainable tourists and tech-savvy which will increase the word of mouth regarding the hotel, allowing a higher brand awareness. 
Justification:
Based on customer expectations, younger tourists will choose businesses sustainable that provide tech-driven aspects. By differentiating brands, Ibis can outshine other competitive hotels within the budget industry by focusing on digital integration. In addition to this, operating efficiency is based upon the technology that saves costs and boosts service and business performance, allowing the business to develop performance. 
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CORINTHIA HOTELS LIMITED
Managed Hotel Portfolio as at 31 December 2022
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15.2 ADJUSTMENTS TO CARRYING AMOUNT OF PROPERTIES

Revaluation surplus and impairment charges recognised in other comprehensive income (within revaluation reserve), gross of
deferred ax:

Hotel property
Corinthia Hotel St George's Bay, Malta 12,169 - 12,169
Corinthia Hotel & Spa Lisbon 34911 - 34911
Corinthia Hotel Prague 17,857 - 17,857
Corinthia Hotel Budapest 25129 - 25129
Corinthia Hotel London 81,429 12,703 94,132
Marina Hotel, St George's Bay, Malta 9,206 - 9,206
Corinthia Hotel St Petersburg 13,813 (9.744) 4,069
Radisson Blu Resort, Malta 4,284 - 4,284
198,798 2,959 201,757
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Waste by Type and Disposal method 2022 2021 Change
Units kg kg kg

Hazardous waste by type and disposal method

Acids (kg) - -

Solvents (kg) - B

Toxic metals (kg) 9 23 14 61%
Other (kg) 145 126 19 15%
kitchen il (kg) 2,970 - 2970

Total Kg of hazardous waste generated 3,124 149 2,975 1997%

Non Hazardous waste by type and disposal method

Commingled (Cardboard + Plastic + Glass) (kg) 255537 118840 136,697 115%
Glass (kg) 186,593 106,768 79,825 75%
Metal (k) 24,766 6,081 18,685 307%
General waste (kg) 1,629,051 1359136 269,915 20%
Organic Waste (kg) 235182 482953  -247,771 51%.
Plastic(Kg) 99,739 38,148 61,591 161%
Total Kg of non-harardous waste generated 2430868 2,111,926 318,942 15%
Total Waste 2433992 2,112,075 321,917 15%

Note: In 2022 the Group started to quantify and record used kitchen oil that s being collected separatcly and sent for

recycling.
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2022 2021 Change
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KWh/OR Kg  kWh/OR Kg  kWh/OR
Fuel Consumed / OR
Heating/Hot Water /OR
LPG/OR 150 038 222 o051 073 -33%
LHO (Diesel/gasoline) / OR 13.18 3.53 18.31 4.90 -5.13 -28%
NG/OR 50.04 10.11 83.49 16.86 -33.45 -40%
Other (kitchen) / OR
LPG/OR 1.80 0.41 224 0.51 -0.45 -20%
LHO (Diesel/gasoline) - - - - - 0%
NG - - - - - 0%
Fuel Consumed Total Non-Transport 66.50 14.38 106.26 2278 -39.75 -37%
Electricity Generated RES (PV) / OR oo [ 06 - 005 -84%
Electricity Generated CHP / OR 0.99 0.00 275 0.00 -1.76 -64%
Electricty Consumed / OR 85.75 3267 116.14 4425 -30.39 -26%
Total Energy Consumed excl RES / OR 153.24 47.05 225.15 67.03 -71.91 -32%
Net Energy Consumed / OR 153.23 46.68 225.09 65.98 -71.87 -32%

Note: The analysis methodology was refined to st main KPI as the Dircct Energy per Occupicd room (OR) as this is more
representative of the performance of the propertics.
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Average hours of training that the organization’s

Hours Hours
employees have undertaken during the reporting period
Total no. of hours of tr ing 45,009 94,115
Total no. of labour hours 2886541 2,349,482
Total no. of hours of training vs. total number of hours. 1.6% 4.0%
Percentage of employees receiving regular performance and career development reviews % %
Number of employees receiving regular performance and career development reviews 725 7

% employees receiving regular performance and career development reviews

29% 4%
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Accor’s new Sustainability Strategic Framework
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Revenue
Costs of providing services

Gross profit

Marketing costs and administrative expenses

Other operating costs

EBITDA

Depreciation and amortisation

‘Adjustments in value of property and intangible assets
Other operational exchange losses

Changes in value of liabilties and indemnification assets
Results from operating activties

Share of profit/ (loss): equity accounted investments
Finance income

Finance costs

Other

Loss before tax

Taxation

Loss for the year

Other comprehensive income / (expense)

Gross surplus / (mpairment) - revaluation of hotel properties.
Other effects, currency translation diff. and tax

Total comprehensive income / (expense) for the year net of tax

2020 2021 2022 203
Actual Actual Actual | Forecast
€000 €000 €000 €000

51905 129266 238207 | 282017
(53956) __ (65620) _ (125586) | (161.377)
7952 63616 122 | 120610
(2873)  (32153)  (@a5e5) | (4481
(8.887) (4965 __ (16370) | (16,489
(3807) 26528 51,706 59570
(@5779)  (30613)  (29.164) | (28639
(10,521) (4032) (.027) -
57 (1,564) (300) >

- (6,228) - 2
(50050) ~ (15909) 14311 30931
(2,448) 1124 (61) .
702 506 as0 251
(23554)  (26984)  (28160) | (38312
(15,012) 621 13z (914)
(90362) ~ (39,584) (1,098) (9,088)
14713 9,256 (1,248) 861
(75643 __(30328) 2342 (8,183)
(10245) 78385 2959 .
(3807%6) _ 16983 _ (20941) | (11,010)
(@8322) _ 95368 __ (17982) | (11,010)
(23971) 65080 _ (20324) | (19193)





