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Executive Summary
The objective of this Business Report is to conduct a thorough analysis and comparison between 2 hotel chains, Corinthia Hotel Group, representing the luxury hotel category, and Ibis Hotels, operating in the economy segment. This report will have as a starting point their financial management strategies and practices, utilizing information extracted from their official websites and their annual reports and financial statements.
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Introduction
Report’s aim:
	The aim of this report is to assess the financial management approaches of both entities, Corinthia Hotels and Ibis Hotels, examining key areas that influence their financial performance and long-term viability. The two organizations will be compared in terms of total revenue, market position, brand perception, growth potential and financial commitment to Corporate Social Responsibility.
Introduction about Corinthia Hotels:
International Hotel Investments owns and manages the Corinthia Brand. Its business consists in owning hotels and real estate, hotel management, development, project management and industrial catering. (Insider.ihiplc.com, 2024)
Established nearly six decades ago in 1962, by the Pisani family in Malta, the Corinthia Group has secured its standing among the foremost global entities in the realm of luxury hospitality. Consistently earning top accolades for its hotels across various countries, Corinthia employs a multifaceted approach, serving as owners, developers, and operators in the industry. This positioning has solidified Corinthia as an international hotel brand capable of competing at the highest echelons of the hospitality sector. Current operations encompass Corinthia Hotels located in Malta, London, Lisbon, Prague, Budapest, St Petersburg, Tripoli, Khartoum, and Tunis. Simultaneously, ongoing mixed-use development projects are in progress in cities such as Rome, Brussels, Moscow, New York, Bucharest, Doha, Dubai, and Malta. (corinthiaoasis.com, 2024)
	Hotel location
	Rooms
	Holding

	BRUSSELS
	126
	50%

	BUDAPEST
	414
	100%

	LISBON
	518
	100%

	LONDON Corinthia Hotel & Residences
	283
	50%

	MALTA Corinthia Palace Hotel – Attard
	147
	100%

	Corinthia Hotel – St George’s Bay
	248
	100%

	Radisson Blu Resort & Spa – Golden Sands
	329
	100%

	Marina Hotel – St George’s Bay
	200
	100%

	Radisson Blu Resort – St Julian’s
	252
	100%

	PRAGUE
	539
	100%

	ST PETERSBURG
	388
	100%

	TRIPOLI
	300
	100%



Fig. 1 Corinthia owned and managed hotels (corinthiagroup.com, 2022)
Introduction about Ibis Hotels:
AccorHotels is a cohesive group bound by a shared enthusiasm for hospitality and motivated by a collective commitment to ensuring everyone feels welcome. As the world's leading hotel operator, AccorHotels provides its customers, partners, and employees with an extensive portfolio encompassing renowned brands across the luxury (Sofitel, Pullman, MGallery by Sofitel, Grand Mercure, The Sebel), midscale (Novotel, Suite Novotel, Mercure, Mama Shelter, Adagio), and economy (Ibis, Ibis Styles, Ibis budget, Adagio access, and HotelF1) segments. Additionally, they offer a robust marketplace and loyalty program known as Le Club AccorHotels. (Press.accor.com, 2024)
Ibis Hotels are part of the large Accor Group, and they are divided in 3 types: Ibis, Ibis Style and Ibis Budget. They belong to the economy category of the hotel chain. Below are the numbers of hotels and rooms for each of them.
	
	Ibis
	Ibis Style
	Ibis Budget

	Hotels
	1269
	642
	644

	Rooms
	159.180
	69.029
	65.601

	Countries
	70
	51
	25

	Rooms in the pipeline
	14.474
	18.875
	4.303


Fig. 2 Number of Ibis Hotels and rooms by country (Group.accor.com, 2024)

Main body
Total revenue generated by Corinthia Hotels vs Ibis Hotels.
The total revenue generated by an organization refers to the total sales revenue obtained from the sale of products and/or services. (Jagels, 2007)
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Description automatically generated]Fig.3 Income statement 2020-2021 (Corinthiagroup.com, 2021)
[image: A screenshot of a computer

Description automatically generated]
Fig.4 Income statement 2021-2022 (Corinthiagroup.com, 2022)
Total revenue for Corinthia Hotels grows each year after the Covid 19 pandemia from 91.909 mil€ in 2020, going to 129.266 mil€ in 2021 and almost doubled in 2022 up to 238.207 mil€.
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Fig.5 Values for 2021: Occupancy rate, average room rate and ReVPAR (Group.accor.com, 2021)
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Fig.6 Values for 2022: Occupancy rate, average room rate and ReVPAR (Group.accor.com, 2022)
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Fig.7 Values for 2023: Occupancy rate, average room rate and ReVPAR (Group.accor.com, 2023)

Observing the above values, we find that for the hotels in the economy class of the Accor Group, respectively the Ibis hotels that we analyze in this report, from 2021 to the first half of 2023 both the average price per room and the occupancy rate and ReVPAR increased. The average price of a room increased from 49€ with 44% occupancy in 2021 to 62€ with 62% occupancy in 2022, reaching 90€ and 64% occupancy in June 2023. This almost double value shows the fact that after the pandemic period from 2020 people have resumed their lives and travel for business or recreation.
As a conclusion from those values referring to elasticity of demand, which is related to the responsiveness of demand when prices are changed, (Jagels, 2007) it is found that demand has increased even though the price per room has increased, so in this case the number of rooms sold has increased. Being an economy class hotel, most reservations are made by customers. Compared to economy class hotels, customers of Corinthia Hotels don’t book rooms out of the need to sleep somewhere but often travel internationally for pleasure, amenities and hotel’s services.
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Fig.8 Premium,Mid&Economy revenue first half 2022 vs first half 2023 (Group.accor.com,2022)
Comparing the values in the first half of 2022 with those in the same period of 2023, there is a significant increase of 31% in total revenue. This increase leads to higher room occupancy and with higher demand, an increase in the price per room can also be considered.
Source of revenue for Corinthia Hotels vs Ibis Hotels:

The Corinthia Hotel Group generates revenue through various sources such as: room bookings, income from guests staying in hotel rooms, food and beverage services, revenue from on-site restaurants, bars, and catering services, serving both in-house guests and external patrons. Event hosting like conferences, weddings, meetings, and other events within the hotel's event spaces, spa and wellness services, retail and merchandising for example sales from on-site boutique shops, offering luxury goods, branded merchandise, revenue from loyalty programs, where guests pay for exclusive memberships or receive benefits for repeated stays and real estate development revenue may come from property sales or leasing. (Insider.ihiplc.com, 2024)
Ibis Hotels because they are offering prices on budget can’t have the same amenities as a luxury hotel. Guests booking an economical hotel don’t have the same expectations as one that is using luxury hotels. 



Market position and brand perception for Corinthia Hotels vs Ibis Hotels
Comparing Corinthia Hotels, a luxury brand with an economy class one like Ibis Hotels in terms of their market position and brand perception highlights distinct characteristics and implications. 
The market position for Corinthia Hotels occupies a niche market position, targeting affluent customers seeking premium experiences, while Ibis Hotels is positioned to attract a broader audience by offering more affordable accommodations and basic services.
 The brand perception of Corinthia Hotels emphasizes exclusivity, opulence, and exceptional service, aiming to create a perception of sophistication and prestige. The economy hotel focuses on practicality, budget-friendly options, and efficiency, aiming for a perception of affordability and value. (Insider.ihiplc.com,2024)
 Customer expectations are very different in each category. Guests of Corinthia Hotels expect personalized service, luxurious amenities, and attention to detail, contributing to a high-end and memorable experience.
Customers of Ibis Hotels anticipate cost-effective accommodations with essential amenities, valuing simplicity and practicality. 
The luxury hotels have a smaller market share due to a more selective customer base, but often commands higher profit margins, while economy hotels tend to attract a larger market share by catering to a broader demographic, albeit with potentially lower profit margins per customer. 

Growth potential for Corinthia Hotels vs Ibis Hotels:
Comparing Corinthia Hotels with Ibis Hotels in terms of their growth potential reveals insights into different trajectories: 
Corinthia Hotels have limited expansion as the growth may be constrained by the niche market it caters to, as affluent travellers seeking premium experiences form a smaller and more exclusive customer base.
 Expansion opportunities may involve entering new upscale markets or establishing flagship properties in key global destinations to maintain exclusivity. Growth may also involve diversification into luxury services beyond accommodations, such as exclusive partnerships, high-end events, or unique experiences. 
Ibis Hotels have a wider market reach because growth potential is often higher due to the larger market of budget-conscious travellers, allowing for the possibility of expanding into a broader range of locations. 
 Utilizing franchise models or partnerships can expedite growth, with a focus on high-traffic areas or regions with increasing demand for affordable accommodations. Ability to adapt to changing consumer preferences and emerging markets, exploring innovative services or technological advancements to enhance efficiency.
Financial Commitment to CSR for Corinthia Hotels vs Ibis Hotels:

	Luxury hotels such as Corinthia Hotels have higher financial capacity compared with economy hotels like Ibis Hotels. Corinthia Hotels with higher profit margins, have greater financial resources to allocate towards CSR initiatives and they focus on prestige as CSR efforts may be tailored to align with the hotel's image of sophistication, often involving high-profile partnerships, sustainable practices, and community engagement initiatives.
Corinthia London has chosen to collaborate with the highly regarded consultancy, BRE, to develop a comprehensive CSR strategy. This strategy aims for an all-encompassing approach, covering responsible sourcing, sustainability, philanthropy, charity initiatives, staff welfare, and social community engagement, among other aspects. (Corinthiagroup.com)
Actively endorsing the Richmond Foundation's 'Kids in Development' (K.I.Ds) program, which focuses on assisting children profoundly impacted by early trauma that has led to fragmented functioning.
In London, the Corinthia team initiated two philanthropic campaigns: 'Everyday Heroes' and 'NHS Nurse Heroes.’ Both competitions were promoted through their social media channels.
The Marina Hotel Corinthia family directed their efforts towards another commendable cause by providing donations to the Ursuline Sisters. These contributions support the operations of one of their residential homes, Angela House in Pietà, Malta. Additionally, the nuns oversee three more residential homes across Malta, offering a nurturing environment for children to thrive holistically in a secure and professionally sustained atmosphere. (Insider.ihiplc.com, 2024)
Ibis Hotels hold the belief that hospitality possesses the ability to pave the way for a brighter future. They actively engage in positive actions to support and empower the communities where they operate while also prioritizing the protection of the planet that visitors explore.
A sustainable commitment to improve your hotel's performance it’s Accor premise.
[image: ]
Fig.9 Environment and CSR for Accor group. (Group.accor.com, 2024)
Accor has demonstrated a longstanding dedication to sustainable development. In 2020, the Group reaffirmed its pledge to actively contribute to achieving global net-zero carbon emissions by 2050. This commitment includes reducing its absolute emissions by 46% (Scope 1&2) and 28% (Scope 3) by the year 2030. Taking its sustainability transformation to the next level, Accor is now dedicated to assisting its 5,400 hotels in obtaining external sustainable certifications.    (Group.accor.com, 2024)
Comparing a luxury hotel such as Corinthia Hotels with Ibis Hotels, an economy class one in terms of their financial commitment to corporate social responsibility it is noticeable that Corinthia Hotel can afford to do more for the community as can be seen through all their contributions and involvement in different types of campaigns.
Conclusion
In summary, the comparison underscores that market position and brand perception play pivotal roles in shaping the strategies and target audiences of luxury and economy hotels. The former focuses on exclusivity and premium experiences, while the latter emphasizes accessibility and cost-effectiveness. Each approach caters to different consumer segments with unique expectations and preferences.
Referring to growth potential while Corinthia Hotels may have limited growth potential due to their exclusive positioning, Ibis Hotels can tap into a broader market, allowing for scalability and wider geographical expansion. The growth strategies for each type of hotel will be influenced by their target audience, market dynamics, location, economic factors and the adaptability of their business models.
	In conclusion, Corinthia Hotels, with their greater financial capacity, can undertake elaborate CSR initiatives, while Ibis hotels focus on practical, locally oriented efforts in line with their business model. Both hotel types have the potential to make meaningful contributions to CSR, guided by their financial capabilities and dedication to social and environmental responsibility.	
Recommendations
	The recommendation for Corinthia Hotels luxury group is to offer a wide range of auxiliary services and amenities specially designed to satisfy the most demanding tastes, to exceed guest expectations and in this way to improve their brand image. Offering wellness services directly in the nature, gastronomic art classes with famous chefs using ingredients collected right on site, riding classes on horses, camels or other animals, rides on different types: paragliding, boating, motorboat and others.
	It can be a good opportunity for Ibis Hotels to get better use of additional rooms. The recommendation for the economy class hotel chain is not to rely only on the income from renting hotel rooms. It is good to explore other options to generate profit, such as renting spaces for events and conferences, catering services or partnerships with travel agencies. These additional activities can bring extra income and reduce dependence on the tourist season.
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