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Corinthia Hotels International Limited operates hotels under multiple brands. Exclusive management licences allow Corinthia Hotels International Limited to use hotels bearing the Corinthia Brand (Karina, 2018). The regions covered by the exclusive licences are Africa, Europe, and the Middle East. The Pisani family possesses complete ownership of IHI by its position in the organisation. Positive support and encouragement are provided by Corinthia to their hotel teams worldwide, ensuring that they approach their work with inspiration and a sense of warmth and levity (Hyppönen and Petrelius, 2008). As a hotel enterprise, it is committed to providing candid and discreet service through the development of industry leaders in the hospitality field, placing a premium on genuineness, zeal, accuracy, and compassion. 
 Ibis, also known as Ibis Red and stylized as Ibis, is an Accor-owned French economy hotel brand. Established in 1974, Ibis evolved into the economic flagship brand of Accor in 2011 with the respective rebrandings of All Seasons and Etape Hôtels as Ibis Styles and Ibis Budget. As of December 2019, the Ibis brand encompasses 1,218 hotels in 70 countries, excluding style and budget hotels, and comprises 159,180 rooms (Ishraq and Zakaria, 2023). This report aims to provide a comprehensive analysis of Ibis Hotels and Corinthia Hotels, two notable entities operating within the hospitality sector. This report aims to assess the financial management strategies employed by the entities in question, considering a range of crucial factors that influence their long-term viability and financial performance. Regarding their financial management strategies and practices, the report evaluates the Corinthia Hotel Group and Ibis Hotels.
[bookmark: _Toc157704551]Total Revenue
The annual reports of Ibis hotels from 2012 to 2018 reveal a comparatively slower revenue growth rate in the industry (Cheng, 2019). This has led to a downward trend in ibis' market share. A business that maintains its market share experiences revenue growth equivalent to that of the market. An analysis of the annual reports of ibis budget hotels spanning the fiscal years 2012 to 2015 reveals the following sales figures: $39,086 million, $41,058 million, $44,249 million, and $46,585 million, representing an annualised sales growth rate of 5.7% (Business Standard, 2021). At the end of 2022, Ibis had generated Rs 800 crore in revenue. Since the company commenced operations in 2004, it has maintained a profitable status for an extended period. In the forthcoming five years, the company anticipates more than doubling its revenue to 6,000 rooms from the current 4,000 (Aherne, 2023). A year-over-year increase of 35% in first-half revenues to €2.4 billion was reported by Accor, the proprietor of Ibis Hotels. Due to its solid performance during the initial half of the current year, Accor has increased its financial results forecast for the entire year. Accor projects annual revenues ranging from €930 million to €970 million. It had previously set its sights on €920 million to €960 million (Aherne, 2023).
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Total value and annual change at Ibis
Source: (IBISWorld, 2023).
Growjo (2022) presented that the estimated annual revenue of Corinthia London stands at $60.4 million. The estimated revenue per employee at Corinthia London is $279,400. Corinthia Hotels accomplished favourable outcomes in fiscal year 2017, with a 10% year-on-year increase in revenue per room (RevPAR) and a €2.4 million increase in revenue from €23.4 million in FY2016 to €25.8 million (Zippia, 2023). The improvement in gross operating profit by €0.9 million resulted from this year-on-year growth. During the fiscal year 2018, management persisted in executing a plan to increase revenue from the leisure, corporate, and conference & event sectors while gradually reducing the volume of low-rated sectors (including tour operator and group business). The hotel's performance improved in FY2017 compared to the previous year, as RevPAR rose from €74 in FY2016 to €82 (Hendriyatmoko and Poernomo, 2023). The annual revenue reached €15.8 million, reflecting a 12% growth from €14.1 million in FY2016. The gross operating profit before incentive fees rose by 21% to €7.1 million (International Hotel Investments p.l.c., 2020).
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Source: (International Hotel Investments p.l.c., 2020).
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[bookmark: _Toc157704553]Market share, customer demographic, and brand perception of Ibis Hotels
· Ibis hotels are found worldwide, with over 1,200 hotels in approximately 65 countries. Ibis is one of the many hotels under the Accor Hotels umbrella. It is often positioned as a leader in the budget-friendly hotel segment (Hargreaves, 2015).
· The French-based public Accor is estimated to have a workforce of approximately 300,000 individuals. The organisation holds a significant market share in the United States, specifically in hotels and motels. Their revenue contribution to the industry is estimated to be 0.4%. Despite having a lower market share, the company is regarded as a rising star due to its robust profit and revenue growth, which surpasses that of specific competitors. The Ibis brand recognises 79% of hotel guests in the United Kingdom (Statista, 2023).
· These hotels primarily cater to price-conscious travellers, solo adventurers, and business travellers on a budget. Guests should expect basic amenities, attentive but no-frills service and nightly rates that allow for a comfortable sleep without breaking the bank.
· The hotel chain has a proven standardized quality and consistent value track record. These properties are not luxurious, per se (Nuseir, 2021). Still, they are believed to be clean, appropriately maintained and reliable for short stays, even if they lack a unique character worthy of being labelled as "quaint" or offer the local flavour associated with other, more prominent brands.
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· Established in Malta more than five decades ago, this family-run business specialises in providing attentive, individualised service within an ambience adorned with premium materials selected for their understated elegance rather than flashy splendour (Corinthia Hotels, 2018).
· Corinthia Hotels operates five-star hotels in major cities. It is smaller than Ibis regarding global presence and has a tiny market share, even in the premium segment. Its market seeks to attract the luxury and upscale segments.
· Caters to affluent leisure travellers, business executives, and those seeking a sophisticated experience (Ben Issa, 2011). They offer high-end amenities, personalized service, and luxurious accommodations.
· Associated with elegance, exclusivity, and impeccable service. They are known for their grand architecture, opulent interiors, and attention to detail, attracting guests who value luxury and refined experiences.
Hence, Corinthia targets luxury-seekers, whereas Ibis targets budget-conscious travellers. Ibis features significantly lower prices than Corinthia. Ibis is also known for its standardized, efficient service, compared to Corinthia, where personalized attention and high-touch experiences are the brand's hallmarks. Ibis is reliable, value-driven, and predictable but lacks luxury and exclusivity. Conversely, Corinthia is pricier, exclusive, not universally manual, and inconsistent.
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Today, Ibis Hotels boasts an established presence and a strong reputation for value in the marketplace. It seems ripe for growth into fast-growing emerging markets, where a rapidly growing middle class with increasing travel aspirations provides fertile ground. Creating additional sub-brands, such as those aimed at families or extended-stay guests, is also a natural extension of the Ibis brand. Often, such sub-brands solidify a brand's position as a market leader by emphasising how the brand in question meets or exceeds expectations in each sub-segment. 
Occasioned by declining travel spending due to a severe worldwide economic downturn, another potential growth barrier for Ibis is the fierce competition in the budget segment itself. As is often the case in hot market segments, today's intense competition fosters more and more innovation, differentiation, and an environment in which it is increasingly difficult to avoid being ‘just another budget hotel’. Another growth hurdle that Ibis faces is the far-flung nature of its network of hotels. Suppose the brand is to maintain consistency in its experience across a broad network that spans a significant percentage of the known world. In that case, it will also require highly efficient management and effective control of what the brand stands for in the guest's mind.
In contrast, Corinthia Hotels, known for its sensual environments, can grow strategically in important luxury destinations while keeping exclusivity and the essence of its brand (Karina, 2018). The growing emphasis on wellness and health, and the mental and physical well-being that so many experiences in luxury travel are increasingly building into their programs, still offers unclaimed lands and an entire mindset among travellers to which Corinthia can cater (Corinthia Hotels, 2023).
Luxury goes with exceptionally high operational costs, and that isn't precisely the best phrase for a cutting-edge material- and design-led remodelling of one of the most iconic hotels and offices to open in Europe (Corinthia, 2023). A new Corinthia next-level flagship means that Corinthia will have to be a tad more efficient and build the new bijou hotel and residence tower to end all such towers on budget and on time. A sudden economic downturn can devastate industry quite out of proportion to even upper-middle-market travel. 
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With a donation of £5,228.00, the Corinthia Palace Hotel & Spa in Malta hosted a Mother's Day Gift Fair supporting the Beyond the Moon charity. For the exact cause, the hotel will host a Christmas Gift Fair in November and a Charity Gala Dinner & Auction in October (Corinthia Hotels, 2023). The Corinthia Hotel Lisbon aids the victims of last year's fires in Portugal, donates excess food to Refood, an organisation that feeds those in need, and supports the Acreditar charity, which aids children with illness. Since a significant portion of the fire spread to rural regions, the hotel raised funds, for instance, to replant trees and rebuild a goat production facility.
Moreover, The Corinthia Hotel Prague collaborates with the local charity NF Sance Onkolackum to support children with cancer through an annual Christmas gift-giving event and other fundraising activities (Abdullah, 2018). In collaboration with SOS Children's Village, an organisation that aids orphaned, destitute, and abandoned children, the Corinthia Hotel St Petersburg organised a traditional Christmas fundraiser where children designed and constructed their ornamental decorations and playthings (Hotel, 2021). These items were then utilised to adorn the hotel's atrium Christmas tree. Guests purchased them as gifts.
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As an inclusive, committed organisation, Accor endeavours to reduce its carbon footprint and global impact and address the social and environmental concerns of travellers. Ibis Hotel’s sustainability approach incorporates initiatives that facilitate ongoing progress (Accor, 2023). Its dedication to the WATCH (We Act Together for Children) program, which works to prevent the sexual exploitation of minors, is appreciated by both visitors and employees. 
Considering the critical situation faced by the nation because of the second phase of COVID-19, Ibis Hotels has established a collaboration with The Robin Hood Army to provide essential provisions to those who require them. Ibis aims to give sustenance to more than 5,000 disadvantaged individuals monthly across Bengaluru, Hyderabad, Delhi, Nashik, Mumbai, Pune, Chennai, and Pune, with the assistance of this corporate social responsibility initiative (Journal, 2021). Furthermore, Ibis Hotels' internal sustainable development management system, Charter 21, is now known as Planet 21 in Action. This new name is intended to offer hotels efficient assistance as they execute this novel approach. 
[image: ]
Source: (Accor, 2023).
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To conclude, the opportunity for growth is high in both Ibis and Corinthia's cases. The challenges and the growth opportunities are different for both cases. Ibis' opportunities lie in its budget-consciousness and network, while Corinthia's uniqueness and personalized luxury experiences differentiate it. How well both can adapt to industry trends, overcome their idiosyncratic difficulties, and execute their growth strategies will determine their success. Also, Ibis and Corinthia serve two very different sectors of the hotel market: Ibis has a corner on the budget segment, offering a vast array of well-priced accommodation in convenient locations. Based on the analysis, a recommendation is provided to each organization which can be implemented to mitigate challenges. 
[bookmark: _Toc157704560]Recommendations
Ibis Hotels is advised to develop and execute a technology-driven loyalty program to increase customer retention and brand loyalty. The technological utilisation of cost-conscious tourists, such as those who utilise loyalty programs and online booking platforms, is advancing in sophistication (Rachmawati et al., 2020). Ibis, a renowned international budget hotel chain, should have capitalised on the growing popularity of budget hotels among visitors and the burgeoning tourism industry to increase its market share and revenue. However, Ibis cannot accomplish this objective due to the budget hotel industry's complex environment and intense competition. Ibis's market share has been eroded by the rapid expansion of budget hotels and Airbnb, which caused the company's sales growth rate to decline from 2012 to 2018 (Business Standard, 2021). To address the issue at Ibis, two revenue management tools, customer profitability and revenue management, are suggested with the objective of augmenting revenues.
In contrast, Corinthia Hotels is advised to prioritise wellness and cultural experiences as expansion strategies in emerging markets. The rationale for this suggestion is that the increasing prosperity observed in developing regions such as Southeast Asia and China engenders a novel demographic of luxury travel consumers (Karina, 2018). Furthermore, the established brand image of Corinthia, which is synonymous with excellence in service and product, may appeal to discerning tourists in the area. By incorporating wellness and cultural experiences, Corinthia can distinguish itself from rivals and appeal to current wellness trends. 
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Corinthia Hotel St Petersburg FY2017  FY2018  FY2019
Actual Actual Actual
Turnover (€000) 15789 16500 16243
Gross operating profit before incentive fees (€'000) 7,076 8522 7,857
Gross operating profit margin (%) a5 52 a8
Occupancy level (%) 58 54 60
Average room rate (€) 141 165 144
Revenue per available room (RevPAR) (€) 82 89 87
[Benchmark performance
Occupancy level (%) 63 65 61
|Average room rate (€) 181 187 196
Revenue per available room (RevPAR) (€) 114 122 122
Revenue Generating Index 072 073 071
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Corinthia Hotel Budapest FY2017 FY2018 FY2019
Actual Actual Actual
Turnover (€000) 25820 26360 28,054
Gross operating profit before incentive fees (€000) 9,501 8,952 9,790
Gross operating profit margin (%) 37 34 35
Occupancy level (%) 80 81 80
Average room rate (€) 139 135 146
Revenue per available room (RevPAR) (€) 111 109 117
|Benchmark performance
Occupancy level (%) 79 79 80|
|Average room rate (€) 140 151 155
Revenue per available room (RevPAR) (€) 111 120 125
Revenue Generating Index 1.00 091 0.94





