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Executive Summary
This executive summary compares the financial performance, growth potential, and market expansion strategies of Corinthia and Ibis Hotels. Corinthia follows a selective growth strategy, focusing on luxury destinations and leveraging prime locations such as Rome and New York to cater to affluent markets. Their financial strategy has included multimillion-dollar investments in property upgrades focused on improving their upscale brand image. In contrast, Ibis, which is part of the Accor Group, has a more aggressive expansion strategy, penetrating fast-growing economies and capitalising on the demand for affordable lodging, as evidenced by a 35% increase in revenue in the first half of 2023 compared to the same period in 2022.
The report also briefly discusses both chains' CSR activities, observing that, while both chains are committed to sustainability, their strategies and focuses differ depending on their market positioning. Overall, the contrasting strategies of Corinthia's luxury focus and Ibis' affordability approach demonstrate their adaptation to current market dynamics and consumer behaviour trends in hospitality.








Introduction
In this report, we examine Corinthia and Ibis Hotels' financial and strategic performance, including their total revenue trajectories, growth potential, market expansion strategies, and commitment to Corporate Social Responsibility (CSR). We examine Corinthia's luxurious market niche, highlighting its targeted growth in luxurious global cities, and compare it with Ibis's cost-effective expansion in both emerging and established markets. The report also measures each brand's CSR efforts, with Corinthia aligning with the United Nations SDGs and focusing on environmental, employee, and community initiatives, and Ibis implementing CSR through the Accor Group's Planet 21 programme, which emphasises sustainable operations and ethical practices. This comprehensive overview compares two distinct approaches to the hospitality industry, reflecting each brand's unique positioning and strategic direction.

[bookmark: _Hlk155962651]Total Revenue Analysis of Corinthia and Ibis Hotels
[image: A screenshot of a computer screen

Description automatically generated]Corinthia HotelsCorinthia Annual Report 2022 

Corinthia Hotels, under the management of International Hotel Investments (IHI) p.l.c., has experienced fluctuations in financial performance over recent years. The IHI website (2021) reports that the COVID-19 pandemic significantly reduced the group's revenue to €91.9 million in 2020, down from €268.3 million in 2019. This revenue decrease was mainly due to the global health crisis, which led to lockdowns and a marked reduction in hotel industry activity. According to the Corinthia Annual Report (2022), The company's resilience financially was partly due to substantial savings in payroll and operating expenses, which mitigated the revenue drop's impact, leading to a marginally negative EBITDA for 2020. Despite these challenges, IHI maintained a strong asset base at the end of the year, with total assets valued independently at €1.544 billion and cash equivalents of €46.1 million.
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In 2022, Accor, the parent company of Ibis Hotels, achieved a consolidated revenue of €4224 million, marking a strong performance in the hospitality sector. A closer examination reveals that this was driven by a 35% rise in revenue in the first half of 2023, amounting to €2402 million, when compared to the first half of 2022. Such a significant increase can be attributed to a strategic expansion in the budget and economy segments, demonstrating Ibis Hotels' agility in capturing the rising demand in these sectors post-pandemic. (Annual Report, 2022/2023).Accor Report 2022
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Description automatically generated]Hotel operations are the primary source of revenue for Ibis Hotels, which is part of Accor's "Premium Midscale and Economy" division. This includes room sales and additional services, which are the foundation of their business model 	Gyurácz-Németh, 2020). Accor's financial performance, especially the revenue growth in 2022 and the first half of 2023 indicates a positive trend in revenue generation, exemplifying the budget and economy hotel segments' resilience and post-pandemic recovery based on Accor Group financial report (2023). Accor Report 2023


Revenue Sources
The primary sources of revenue for Corinthia Hotels are income from owned hotels, commercial rents, and fees from third-party services. Their revenue streams are diverse, spanning multiple geographical locations and hospitality services such as luxury accommodations and real estate (Annual Report, 2022).
In contrast, Ibis Hotels predominantly earns revenue through its widespread network of budget hotels. Their revenue sources are more consistent, focusing on room sales, additional services, and cost-effective operations (Gyuracz-Nemeth, 2020).
Trends and Factors Influencing Revenue
Because of the COVID-19 pandemic, the global hospitality industry, including Corinthia and Ibis Hotels, has faced significant challenges. According to Martinovic and Misic (2022), the reduction in international travel and lockdowns resulted in a sharp decline in revenue for luxury brands such as Corinthia. Their diverse portfolio and asset base, on the other hand, provided some protection against the pandemic's impact.
[image: ibis Mumbai Vikhroli - ALL]The pandemic presented challenges for budget hotels such as Ibis, but the recovery may differ due to their different market positioning and customers based on a study conducted by Das et al. (2021). In the post-pandemic landscape, budget hotels are likely to benefit from a faster recovery in domestic travel and a shift in consumer preferences towards more affordable lodging options (Bagheri and Abdi, 2021).Ibis’ concern for guest health during pandemic, Ibis Website, 2020

Overall, both hotel chains have had to navigate the pandemic's complex dynamics, with varying effects on their revenue streams. Both brands' financial performance may change as a result of how they adapt to changing market conditions and consumer behaviours (Bagheri and Abdi, 2021).

Market Position of Corinthia and Ibis Hotels
Market Share and PositioningCorinthia Hotel London

[image: Corinthia Hotel London | United Kingdom - Venue Report]Corinthia Hotels has established itself as a major player in the hospitality industry's luxury segment. According to Zamborsky and Kruesi (2018), the brand's positioning is centred on its collection of five-star city-centre luxury properties in key destinations across Europe and beyond. This positioning is strengthened further by their emphasis on delivering the 'Spirit of Corinthia,' which is defined by warm hospitality and high-quality service. Based on the study conducted by Faustino (2017), their market share has been increasing, particularly in the luxury segment, as evidenced by a significant 70% increase in rooms revenues from the US market as of 2006, a clear indication of their growing presence and appeal in key markets.
[image: ibis budget Bromsgrove | Hotel Bromsgrove | ALL - ALL]Ibis Hotels, a subsidiary of the Accor Group, is strategically positioned in the hospitality industry's economic sector. Their market share is distinguished by a widespread presence and high volume, with a focus on budget-conscious travellers. The brand is well-known for its low prices and consistent service quality, making it a popular choice for budget-conscious travellers (Susilo and Santos, 2023). Ibis budget Bromsgrove

Customer Demographics
Corinthia Hotels primarily caters to upscale travellers, including corporate clients and meetings, incentive, conference, and exhibition (MICE) participants. Corinthia Hotels primarily caters to upscale travellers, including corporate clients and meetings, incentive, conference, and exhibition (MICE) participants. Business executives, luxury travellers, and those looking for high-end event and conference facilities are among their customers (Mallia, 2022). According to Wood (2017), the brand's appeal to a high-end market segment is also reflected in its emphasis on luxury accommodations and personalised services.
Ibis Hotels, on the other hand, caters to a more diverse and cost-conscious demographic. Customers typically seek practical and affordable accommodations without sacrificing essential services. This includes solo travellers, budget-conscious business travellers, families looking for low-cost lodging, and young travellers (Westcott, 2020).
Brand Perception
Zambrosky (2018) details how Corinthia Hotels cultivates its luxury image by not only situating properties in prestigious locales such as London and St. Petersburg but also through a commitment to high-calibre hospitality, characterised by tailored service and a refined atmosphere. This upscale branding is exemplified by their strategic expansion into luxurious markets like Dubai and the ongoing multimillion-dollar renovations of historical sites, including the former Grand Hotel Royal in Budapest (Zambrosky, 2018).
In his journal, Cheng (2019) described Ibis Hotels as a dependable and approachable brand in the economy hotel sector, offering uniform and practical accommodations. For instance, the Ibis Budget brand has expanded significantly in urban and transit-adjacent areas, offering streamlined services that point out the brand’s focus on simplicity and value for money (Aksoz and Bac, 2012).
In summary, Corinthia Hotels and Ibis Hotels have distinct market positions, customer demographics, and brand perceptions that align with their respective segments in the hospitality industry. Corinthia caters to the luxury market with its emphasis on elegance and personalised service, whereas Ibis caters to the economy segment with its emphasis on affordability and standardised quality.
Growth Potential of Corinthia and Ibis Hotels
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According to the WhosWho website (2020), Corinthia Hotels focuses on expanding its luxury portfolio in key global cities and resorts. This strategy entails choosing prime locations that reflect the brand's upscale image. Recent and ongoing projects in cities such as Dubai, Bucharest, Brussels, and Moscow, according to Newman (2019), demonstrate Corinthia's commitment to expanding its presence in luxury travel destinations. The company's strategy emphasises not only growth but also maintaining the quality and exclusivity associated with its brand.Corinthia Hotels Locations, Corinthia Grup, 2022
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Description automatically generated]In contrast, Ibis Hotels, which is part of the Accor Group, has a growth strategy that prioritises affordability and accessibility. This approach is reflected in their expansion into both busy urban centres and emerging markets, to meet the growing demand for affordable yet high-quality accommodation. Their Integrated Report (2020) describes Ibis's expansion into high-traffic urban areas, such as the opening of Ibis Styles in downtown Bangkok, which exemplifies the brand's mission to provide convenience and affordability in popular travel destinations.Accor Hotels by regi\ons, Accor official website, 2024

Market Opportunities
Corinthia's strategic expansion into luxury travel destinations such as Paris, Moscow, Rome, and New York is supported by ITHIC (2021) and Ishraq and Zakaria (2023). These cities, with a high level of wealth and cultural prestige, provide ideal conditions for Corinthia to implement its luxury hospitality model, which is tailored to the needs of sophisticated clients. The opening of Corinthia's flagship hotel in Rome, for example, capitalises on the city's status as a historic and luxurious destination, seeking to attract elite travellers with bespoke service and unparalleled elegance.

Barriers to Growth
The journal of Shi et al. (2021) explains why Corinthia's expansion in the luxury segment is hampered by the highly competitive nature of these markets and the need for significant investments. The saturation of luxury markets in Paris and New York necessitates that new entrants such as Corinthia invest heavily in property and service differentiation while also navigating the high operational costs associated with upholding elite standards. Economic uncertainties and shifting travel preferences complicate these expansion efforts, necessitating agile adaptation to maintain market share.
The challenge for Ibis is to maintain consistent quality and service across a large network of properties. The brand's expansion into new markets, ranging from Southeast Asia's increasing tourist destinations to European urban centres, necessitates tailoring its offerings to meet regional consumer expectations while maintaining its core value proposition of affordability and convenience. (Kozhukhivska et al. 2022).
Corinthia Hotels and Ibis Hotels, though in separate markets, are both growing according to their positions. Corinthia is expanding its luxury footprint in rich cities, whereas Ibis emphasises price and accessibility in growing and existing regions. Despite their success, both companies face market rivalry and the need to adapt to changing consumer tastes and economic conditions.



Financial Commitment to CSR
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Description automatically generated]According to Veselova and Khisamutdinova (2021), Corinthia Hotels' CSR strategy complies with the UN Sustainable Development Goals, emphasising environmental innovation, employee development, and community engagement. They strive to find a balance between technological advancement and personalised service, with an emphasis on ecological initiatives that promote positive environmental outcomes. The energy and emissions data provided demonstrate their commitment to sustainability, with a strategic reduction of their carbon footprint achieved through energy-efficient practices such as the extensive use of Combined Heat and Power (CHP) systems. Corinthia also invests in its employees and local communities, emphasising the value of social responsibility in its business model. This comprehensive CSR strategy not only addresses global sustainability issues but also increases its competitiveness in the luxury hospitality market (Corinthia Grup, 2023).Accor Grup, 2021
                                        Corinthia Grup, 2022 

[image: PLANET 21 Acting for Positive Hospitality - English | Hospitality ON]Ibis Hotels, part of the Accor Group, advances CSR through the Planet 21 program, focusing on employee involvement, guest engagement, partnerships for innovation, and community initiatives. Key actions include guest-driven towel reuse for tree planting, fighting child exploitation, providing eco-friendly toiletries, and serving sustainable food. The brand also integrates eco-technologies like solar panels and rainwater harvesting in its operations, reflecting a commitment to environmental sustainability and social responsibility while aligning with consumer expectations for ethical practices within the hospitality industry (Accor Grup Website, 2022).
Both hotels show that their CSR commitments go beyond mere compliance by actively incorporating sustainable practices and ethical considerations into their business models. This not only benefits the environment and communities, but it also improves their brand reputation, which may lead to improved financial performance due to increased customer loyalty and brand differentiation.

Conclusion
The comparison of Corinthia and Ibis Hotels reveals their different approaches and resilience in the face of industry challenges. Corinthia's luxury-focused model navigated the pandemic's impact with strategic cost management and a diverse revenue base, whereas Ibis, aided by Accor's robust network, capitalised on the budget sector's demand. Both groups have demonstrated adaptability, with Corinthia capitalising on its luxury appeal and Ibis capitalising on its value offerings. The post-pandemic recovery and growth trajectories point to a rebound in the hospitality sector, with each brand uniquely positioned to capitalise on emerging market trends and evolving consumer preferences. This adaptability and resilience highlight the potential for sustained growth and success in their respective market segments.

Recommendations
Corinthia Hotels may improve its luxury experience by including unique, location-specific offers that engage visitors in the local culture and traditions. This includes selected cultural journeys with historians, authentic cooking journeys featuring local ingredients, exhibitions of local artisans' art and craftsmanship, cultural experience bundles that emphasise local music, building design, and traditions, sustainable initiatives that benefit the natural world and community, and exclusive reservations for local festivals and events (Orellana, 2023). Corinthia Hotels not only strengthens its luxury status, but also builds a stronger bond between visitors and the destination, resulting in a truly memorable and rewarding experience (Lo and Yeung, 2020).
It is suggested that Ibis Hotels boost eco-friendly initiatives and provide economical lodging in emerging markets. Ibis' Planet 21 plan can be enhanced by using sustainable building materials such as bamboo (Ifran et al., 2023), supplying bicycles as well as electric scooters for green mobility (Ivanović et al., 2023), and providing local, organic dining options (Shafieizadeh and Tao, 2020). These efforts not only attract environmentally conscious travellers, but they also reinforce Ibis Hotels' commitment to environmental sustainability, appealing to a growing market of eco-conscious visitors Filimonau et al. (2020).
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