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[bookmark: _Toc157176139]Executive Summary


The report conducts a critical assessment and comparison between the approaches to financial management (FM) of two leading brands in the hospitality business, Corinthia Hotels and Ibis Hotels, by assessing their FM strategies and practices and considering key areas that influence their financial performance and sustainability.

The investigation found significant similarities and differences regarding total revenue, market positioning, growth potential, and financial commitment to corporate social responsibility.

Ibis Hotels is recommended to continue to expand their international network to address the increasing demand and also by innovating, using digital technologies, and corporate responsibility based on triple bottom line. Enhancing the sustainability of operations with ambitious goals that can be achieved involving employees, guests, partners, and local communities, based on sustainable food and buildings.

Corinthia Hotels is recommended to continue to seize opportunities, such as partnerships with like-minded parties in key locations in Europe, the USA, and the Middle East. Moreover, the company should increase the sustainability of its operations according to the UN Sustainability Goals by investing in more CSR programmes based on the triple bottom line.
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1. [bookmark: _Toc157176140]Introduction
The purpose of the report is to conduct a critical assessment and comparison between the approaches to financial management (FM) of two leading brands in the hospitality business, Corinthia Hotels and Ibis Hotels, including their FM strategies and practices. The investigation encompasses key areas such as total revenue, market positioning, growth potential, and financial commitment to corporate social responsibility (CSR), while the findings are used to propose recommendations for each company.
Financial management is the business function related to planning, investing, deciding, managing capital market operations, and controlling the finances of an organisation (Atrill, 2006), aiming to achieve its financial objectives.
Corinthia was founded in Malta in 1962, and it is a luxury brand integrated into a group of multinational investments in the development and operation of hotels and real estate (Corinthia Group, 2023a).
Ibis Hotel is a brand encompassing Ibis, Ibis Styles, and Ibis Budget, owned by the French hospitality provider Accor (2023a).

2. [bookmark: _Toc157176141]Total Revenue
Income is a key aspect of FM from the perspective of achieving organisational objectives and maximising the profit of investors by effectively managing the firm’s finances.
Corporate finance is related to short-term and long-term operations, using the available capital to increase profits, and mitigating risks to support the continuation of operations (Levy and Sarnat, 1994), and it encompasses the devising and maintenance of financial statements (Pike and Neale, 2006).
The income statement is the FM document that summarises organisational earnings, demonstrates the correlation between stock returns and earning elements, and can be used to forecast future earnings (Bartov and Mohanram, 2014). It reveals the financial performance during a specific reporting period and includes the balance sheet and cash flow summary (Robinson, 2020) and an assessment of income and expenditure encompassing turnover, expenditure on salaries and non-pay costs, gross profit, and net profit (Marshall and Lennard, 2016).
Total revenue is the total income resulted from selling the products and services during a specific reporting period. In hospitality, the revenue streams are managed using the revenue management system (Ivanov and Zhechev, 2012).
Ibis Hotels is owned by Accor (2023b), and the financial results of this brand are not distinctively reported in Accor’s income statement. 
Please see the following table that summarises the total income and sources of revenue of Accor and Corinthia Hotel Group in 2022.

	Accor, 2022
	Corinthia Hotel Group, 2022

	€4,224 million (Accor, 2023b, p. 292)
	€238,207,000 (Corinthia Group, 2023b, p. 19)

	Sources of revenue: global segments (economy, midscale, luxury and upscale)
(Accor, 2023b, p. 8)
	Sources of revenue: Corinthia Hotels Limited, Corinthia Developments International Limited, QPM Limited (Corinthia Group, 2023b, p. 5)



[bookmark: _Toc156766465][bookmark: _Toc157175999]Table 1. Accor vs Corinthia Hotel Group – total revenues

Accor’s total revenue of over €4.22 trillion for FY 2022 is significantly superior to Corinthia’s Hotel Group revenue of over €238.20 million, considering the size of Accor’s network, which comprises more than 5,400 hotels and over 802,000 rooms (Accor, 2023b, p. 9), while Corinthia’s network includes twelve owned and managed hotels, nine managed hotels, and five land and commercial properties in Europe and the Middle East (Corinthia Group, 2023b, p. 6).
Both Accor and Corinthia have reported superior revenues compared to the previous FY, when the negative effects of the COVID-19 pandemic restrictions had diminished revenues in the global hospitality industry (Gursoy and Chi, 2020). Thus, according to the supply law, when demand increases, supply increases as well.
According to Harrison et al. (2020), cited by Harrison et al. (2021), in general, there are four key controls for revenue management: pricing basis, inventory allocation, product configuration, and duration control.
Accor controls revenue management on a pricing basis, while Corinthia Hotel Group uses a product configuration basis. 
Accor has a pricing strategy founded on how buyer segments distinguish specific value from the offering rather than on costs or by responding to rival prices. 
Corinthia Hotel Group customises or innovates offerings to meet the expectations of distinct consumer segments while adjusting prices for each segment. 
Moreover, both companies apply market based pricing focused on customer and considering demand and psychological pricing. This is an advantage for Ibis, which is an economy hotel brand with a cost advantage in the market, while for Corinthia it is advantageous considering customers’ willingness to pay (Revenue Management Labs, 2024). 

3. [bookmark: _Toc157176142]Market Position

According to Oghojafor et al. (2013), market position is a key marketing concept that refers to the manner in which customers perceive a brand’s quality, attributes, value, price, and image. Marketers aim to build the equity of their brands to increase and positively influence long-term purchasing behaviour, using positioning as a core branding pursuit (Oghojafor et al., 2013).
According to CFI Education (2024), positioning strategies include the focus on the offering’s attributes and benefits, pricing, quality, the offering’s use and application, or on competition.
Considering Porter’s Generic Strategies model (Porter, 1985) that assesses competitive positioning, Ibis Hotels has a broad target and obtains competitive advantage by cost leadership as an economy brand, while Corinthia Hotels has a narrow target and obtains competitive advantage by differentiation as a luxury brand. According to Bowman’s strategy clock (Bowman and Faulkner, 1996), Ibis Hotels employs a hybrid strategy that combines low prices and differentiation for the Ibis Styles brand and a low-priced ‘no frills’ strategy for the Ibis Budget and Ibis (Accor, 2023b). On the other hand, Corinthia Hotels combines differentiation and differentiation focus depending on the hotel and location (Corinthia Group, 2023b). Considering that demand has increased in the last two years, consequently, the revenues of the hotels have increased.

3.1. [bookmark: _Toc157176143]Market share

According to Patrizi (2023), Accor SA is the largest European hospitality corporation and the sixth at the global level with 9.6% market share, while it is surpassed by Marriott, Hilton, and Hyatt.
[image: Market Share]
Figure 1.Accor's market share
Source: Patrizi, 2023

As measured by Future Market Insights and cited by Accor (2023c), the global market of extended stay hotels is estimated at $54.5 billion in 2023, and it is predicted to extend to $166.5 billion by 2032.
Considering this information and Corinthia’s revenues of €238,207,000 (around 259 million USD) in 2023, it means that Corinthia has a market share of 0.47%.
It can be summarised that Accor has a market share that is twenty times bigger than Corinthia’s market share.

3.2. [bookmark: _Toc157176144]Customer demographics 
Ibis is a brand that targets the economic segment of customers (Accor, 2023b, p. 8). On the other hand, Corinthia is a brand that targets the luxury customer segment (Corinthia Group, 2023a).
From a geographical perspective, Ibis Hotels is targeting customers all over the world, while Corinthia targets European and Middle Eastern countries (Corinthia Group, 2023b, p. 6).
From a demographic segmentation perspective, each brand has a target audience with specific levels of income, professional achievement, and social status. Ibis targets low-budget customers who need accommodation (Cheng, 2019), while Corinthia targets the luxury customer segment with high income and social status through differentiation.
From the psychographic segmentation perspective, each brand focuses on activities such as travel and business-positioned luxuries. Hence, Ibis offers basic accommodation services, while Corinthia offers extended luxury accommodation services.
Moreover, the Ibis brand offers the maximum quality of budget accommodation; Ibis styles target customers who appreciate creativity and design, while Ibis budget targets price-conscious tourists through cost leadership (MBA School Team, 2024).

3.3. [bookmark: _Toc157176145]Brand perception

Ibis is perceived as offering basic accommodation services (Cheng, 2019), while Corinthia is perceived as a luxury hotel brand.

4. [bookmark: _Toc157176146]Growth Potential

4.1. [bookmark: _Toc157176147]Expansion strategy

Accor has an expansion strategy based on increasing the network around the world for each segment, including the economy hotels under his brand. Hence, in 2022, Accor opened 43,362 rooms in 299 new hotels, of which 34% were in the economy segment, considering that, at the global level, it accounts for three-fifths of the company’s growth (Accor, 2023b, p. 57). The strategy is recognised by Accor as a development driven by organic growth (Accor, 2023b, p. 57). In 2022, the Ibis network grew by two percent, including openings in Asia-Pacific and the Americas (Accor, 2023b, p. 57).
In the case of Corinthia, the growth strategy is based on diversification of the portfolio, and through strategic partnership agreements, the group will launch in 2024 a new brand included in the upscale segment (Corinthia Group, 2023b, p. 21).

[bookmark: _Toc157176148]4.2. Market opportunities

Accor (2023b) emphasises that the organisation has the opportunity to grow organically by addressing the demand and trends on the market and also by innovating, using digital technologies, and corporate responsibility. The hospitality global market increases constantly by an annual growth rate of 4–7% in non-crisis contexts (Accor, 2023b). Moreover, the Ibis brand has a strong focus on the sustainability of operations, with ambitious goals that can be achieved involving employees, guests, partners, and local communities (Ibis Accor, 2020). There are two pillars of the programme, namely sustainable food and buildings (Ibis Accor, 2020).
In the case of Corinthia, their last reporting statement emphasises opportunities such as partnerships with like-minded parties in key locations. In Europe, the USA, Oman, UAE, Qatar, and Saudi Arabia (Corinthia Group, 2023b). Similar to Ibis and Accor, Corinthia focuses on increasing the sustainability of operations according to the UN Sustainability Goals (Corinthia Group, 2023c).

4.2. [bookmark: _Toc157176149]Potential barriers to growth

Both companies emphasise risks that can affect their organisational growth, such as disruptions in the global economy caused by geopolitical instability, pandemics, economic recession, changing social trends, environmental issues caused by climate change, changing regulatory and legal frameworks, etc.
Moreover, they identify financial risks related to financing operations, including the financing of expansion plans.
Moreover, from a legal perspective, it is essential to comply with different legal frameworks in different countries.


5. [bookmark: _Toc157176150]Financial Commitment to CSR

CSR is a concept related to the organisational commitment to ethical business conduct. According to Elkington (1997), there are three pillars of CSR, namely people, planet and profit or the ‘Tripple Bottom Line’. 

5.1. [bookmark: _Toc157176151]Sustainability practices
Both Accor (2023b) and Corinthia Hotels (2023b) emphasise the importance of the ‘Tripple Bottom Line’ in their financial statements, focusing on people, planet and profit.
Accor (2023b) emphasises that the organisation has the opportunity to grow organically by enhancing their corporate responsibility to increase brand equity as a responsible business. Ibis hotels implemented the programme ‘Plant for the Planet’, which asks the customers to reuse their towels in order to decrease the costs related to water and energy consumption, while the money saved is used to finance tree planting (Ibis Accor, 2020). Moreover, Ibis hotels provide eco-certified toiletries for guests and use environmentally friendly and eco-certified substances for cleaning (Ibis Accor, 2020).
Corinthia Group has a strong CSR strategy that aims to nurture a positive organisational culture in which employees can develop and reach their potential, uplifting communities, creating outstanding guest experiences, and enhancing environmental innovation, according to UN Sustainability Goals (Corinthia Group, 2023c).

5.2. [bookmark: _Toc157176152]Community engagement 

Both brands have CSR practices that aim to increase community engagement and make a positive impact on local communities.
Ibis has a policy of sourcing healthy and sustainable food in their restaurants from local communities, with a reduced impact on the environment by reducing food waste and banning the consumption of overfished species (Ibis Accor, 2020). Moreover, the budget chain is committed to fighting child sexual exploitation by raising awareness among customers about this concern (Ibis Accor, 2020).
Corinthia Group has a focus on its obligation towards humanity by practicing sound principles of CSR that translate into several initiatives to support local communities, cultures, sports, and the arts in the locations where it operates (Corinthia Group, 2023b, p. 68).

5.3. [bookmark: _Toc157176153]Ethical business practices

Corinthia Group emphasises the importance of ethical business practices based on the firm’s values, which underpin its high standards of ethical conduct, by respecting human rights, diversity, and fighting firmly against corruption (Corinthia Group, 2023b, p. 52).
Accor (2023b) founded its ethical business practices on legal and regulatory compliance, loyal practices, fighting against corruption, and responsible lobbying.

6. [bookmark: _Toc157176154]Conclusions and Recommendations

The report has critically assessed and compared the approaches to financial management of two leading brands in the hospitality business, Corinthia Hotels and Ibis Hotels. Their FM strategies and practices were analysed, considering key areas that influence their financial performance and sustainability. The analysis included key areas such as total revenue, market positioning, growth potential, and financial commitment to CSR.
To Ibis Hotels, it is recommended to continue to expand their international network to address the increasing demand (Accor, 2023b) and to develop growth by innovating, using digital technologies, and corporate responsibility based on triple bottom line (Elkington, 1997). Effectively enhancing the sustainability of operations can be achieved by involving employees, guests, partners, and local communities based on sustainable food and buildings (Ibis Accor, 2020).
Corinthia Hotels should continue to seize opportunities, such as partnerships with like-minded parties in key locations in Europe, the USA, and the Middle East (Corinthia Group, 2023b). Moreover, the company should increase the sustainability of its operations according to the UN Sustainability Goals (Corinthia Group, 2023c) by investing in CSR programmes based on triple bottom line (Elkington, 1997).
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