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[bookmark: _Toc166093721]1.Introduction
International Hotel Investments (IHI) is a hotel and real estate developer and operator, placing its focus on Corinthia Hotels, a global luxury hotel brand. On the other side of the spectrum, Ibis is part of Accor, a multinational hospitality company that owns and franchises a variety of hotels, from low cost to midscale and upscale. In their recent Interim Financial Report (Accor, 2023), Accor classifies Ibis in the “Premium, Midscale and Economy” category as an economy megabrand division. 
This Business Report is a comparison of the two hotel brands, Corinthia Hotels and Ibis and will focus on the trends that drive revenue, factors influencing their income as well as what differentiates the hotels from one another and how they can use that as an advance for growth potential. Lastly, in the context of a climate and financial emergency, the report will focus on the financial commitment to Sustainability and Corporate Social Responsibility that can result in a positive impact across communities. 

[bookmark: _Toc166093722]2.Total Revenue
For the purpose of the essay, we will be looking at the financial performance in 2023 for both these groups. Corinthia Hotels projected a generation of €282.0 million (IHI, 2023) and the “Premium, Midscale and Economy” division of Accor (which Ibis is part of) generated a revenue of €1,418 million (Accor, 2023). 

[bookmark: _Toc166093723]2.1Sources of Revenue
According to O’Neill and Mattila (2006), a study of more than nineteen hundred U.S. hotels for the years 2002 and 2003 found that a hotel’s net operating income percentage is closely tied variables such as occupancy, average daily rate, market segment, the age of the property, and brand affiliation. Additionally, a hotel’s size and location also influence income.
It is therefore important to look at how many properties operate under each brand name. For Corinthia, the main source of revenue comes from the 21 hotels operating in 16 countries as shown in Figure 1. Whilst Ibis encompassed 1,845 hotels in 63 countries on January 1, 2015, as of 2023 the brand operates 2043 hotels worldwide, a significantly higher number of properties compared to Corinthia (Accor, 2024b) The income for both these hotel brands comes from rooms, catering services as well as meetings and events.
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Figure 1 Numbers of hotels under Corinthia Brand

[bookmark: _Toc166093724]2.2 Revenue Trends
According to Aksoy et al. (2022) the disruption to the global hospitality industry after the emergence of the COVID-19 pandemic has given rise to a global revenue trend of decline followed by slow recovery in the years to follow. For Corinthia Hotels, COVID-19 pandemic had a significant impact on Group’s hotel operations. Year-on-year revenue decreased by €155.6 million (-71%) from €219.4 million in FY2019 to €63.8 million in FY2020 (IHI, 2023). For Ibis as well as the other hotels brands under the Accor chain, 2020 revenue totalled €1,621 million, down 54.8% compared to 2019. 
In an attempt to restore revenues, it is therefore important to carry out a trend analysis identify the factors that have driven growth or decline (Davahli, 2020). 

[bookmark: _Toc166093725]2.3 Factors Driving Revenue Growth or Decline
Revenue Growth
After the turbulent post pandemic times, Corinthia Hotels reported a 20.7% increase in total revenue in 2023 compared to 2022 (Tabone, 2024). According to the author, the primary source for this growth comes from the wholly owned hotels. Accor Group also reported a growth of 18% in 2023 compared to 2022 in the Premium, Midscale & Economy category mostly due solid levels of business returning back to normal after the pandemic (Accor, 2023)

Geopolitical Risk
According to Shomul and Alghafri (2018) the hospitality sector is sensitive to geopolitical factors such as wars, terrorism, increased political instability. It is important to consider how these variables have influenced the revenue for both Ibis and Corinthia. Whilst Corinthia total revenue has recovered since the pandemic in most of its operations, since 2023, the group’s operations in Russia have continued to be affected by the military conflict. This conflict led international sanctions and a drop in international business (IHI, 2023). Similarly, Accor was the first big hotel group to suspend business in Russia as a result of the geopolitical risk (Yi Zou, 2022)

Foreign Currency Risk
According to Barrie et al (2009) hotels need to consider signs of recession or expansion and it’s important not to neglect movements in exchange rates as this volatile economic force can have detrimental effects on general income. In their study, the authors argue that foreign exchange movements can occur quickly and with little warning. On account of a weaker Sterling and Rouble relative to the currency of the Group, which is Euro, Corinthia recorded a currency exchange loss of €44.1 million in 2020. In 2021, whilst the Sterling and the Rouble both strengthened, the positive result was affected by the devaluation of Libyan Dinar, as one of the group’s most famous hotels is in Libya (IHI, FAS2022). 

Inflation
According to Amerta and Surasmi (2023), inflation is a process of continuous increase in general prices. A high inflation rate can encourage an increase in raw material prices and increase company operations resulting in an increase in selling prices and a decrease in purchasing prices. With hotels facing strong costs and demand pressures and a weaker exchange rate, an expected inflation is also a factor that is important to consider. In their Annual Financial Report (IHI, 2023) Corinthia mentioned that the consequences of the war in Ukraine have caused an increase in inflation which has negatively impacted operating costs such as higher payroll, increase in energy bills and an increase in cost of supplies. Similarly, in their 2023 Interim Financial Report, Accor (2023) has reported that the Premium, Midscale & Economy division of hotels, which Ibis is part of, has experienced similar negative impacts due to inflation cost in Australia. 


[bookmark: _Toc166093726]3. Market Position
[bookmark: _Toc166093727]    3.1 Luxury Vs Budget
According to Neirotti et al (2016) market positioning refers to the hotels’ competitive positioning in terms of an established image of the brand in a consumer’s mind. Ibis and Corinthia are two brands who are on the opposite ends. When it comes to positioning, Corinthia targets luxury and Ibis targets budget and economy travellers. Corinthia’s group goal is to “Establish Corinthia as a global luxury hotel brand” whereas Ibis is an international chain of budget hotels, famous for its strong distribution network offering good quality accommodation and services at very competitive prices.

[bookmark: _Toc166093728]     3.2 Customer Demographics
[bookmark: hit2][bookmark: hit3]Mintel (2018) has defined the premium and budget traveller segments based on holiday expenditure in combination with the length of stay. According to the report, 26% of consumers are part of the budget traveller segment, 19% are defined as premium travellers and 31% are mid-range travellers. For Corinthia hotel, considering their high-end properties their customer demographics can be considered the Luxury Travellers. Wagner (2023) described this demographic as individuals who seeks unparallel experiences that go beyond great facilities. This demographic placing a great focus on wellness, self-improvement, and personal fulfilment.
When it comes to Ibis, the budget traveller segment is the predominant demographic alongside the business traveller profile. Although people have financial constraints, this type of travellers still want to experience the world. This is a sizable portion of the public as global travel it’s become more attainable. Additionally, due to the ideal locations around airports and the significant number of properties, Ibis is a strong choice for the business traveller profile. 
[bookmark: _Toc166093729]    3.3. Brand Perception
What customers associate with a brand is the result of what they have felt, learnt, seen, and heard about the brand. Based on a survey, brand awareness of Ibis is at 79% with the brand being recognised as a low cost option (Statista, 2022) On the other hand, Corinthia can provide consumers with intangible benefits, such as status, uniqueness, and hedonic rewards which is the brand relies on messaging of an elevated experience that influences a brand perception luxury (Xi et al, 2022)

[bookmark: _Toc166093730]4. Growth Potential

[bookmark: _Toc166093731]4.1 Expansion Strategies
New Hotels
When it comes to growth potential, both hotel groups are in a good position of expansion. As seen in Figure 2, Corinthia has new hotels due to open in various countries in the upcoming years which will bring a return on investment. Additionally, according to the IHI (2023), Corinthia decided to also expand into the 4 star sector by managing other hotels who are not directly branded as five-start luxury Corinthia. Similarly, Accor embraces an ambitious growth trajectory, having set to add over 45 hotels to its portfolio by 2030 (Hospitalitynet, 2024)
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Figure 2 Corinthia Upcoming Openings

Differences in strategies 
While the geopolitical backdrop remains complex, 2024 and the years to follow are set to be rich in major international events such as concerts, football games based on which Ibis has forecasted rooms to be at full capacity in the cities where events are taking place (Hospitalitynet, 2024). On the other hand, Corinthia has a slightly different strategy of expansion in which diversification is key. For instance, the group focuses on real estate management and investments. The group operates alongside hotels, a commercial centre, residences, shops, and office spaces. 

[bookmark: _Toc166093732]4.2 Market Opportunities

Sustainable Luxury Travel
According to Mintel (2024) young luxury holidaymakers would pay more to travel sustainably, which ties in with the trend of growing environmental awareness in a time of climate change. This is a great opportunity for Corinthia to tap into. Nevertheless, whilst the luxury travel brands have an opportunity to target more affluent, older consumers with sustainable products, quality remains an important factor and older consumers would pay more to travel sustainably if it also increases quality of their stay.

Wellness Trend
According to Mintel (2024) the wellness trend is on the rise. This is a great market opportunity for Corinthia Hotels who can have a bigger impact by becoming a haven for wellbeing. Increased competition with holiday rental properties will require hotels to give distinctive reasons to stay in hotels, and with the acquirement of luxurious buildings and hot spots such as Maldives, Corithia can take advantage. In the report 34% of hotel guests say hotel rooms designed to enhance wellbeing are important when staying in UK hotels. 

Offering everyone the opportunity to upgrade
Ibis is also not limited when it comes to market opportunities. According to Mintel (2024) in the UK compared to last year, people are looking to spend more time on holiday than last year, and they are also expected to pay more. As such, brands have a great opportunity to entice people to loyalty programmes and to upgrades. Other budget hotels for example have taken advantage of this by expanding the number of premium economy rooms. 

[bookmark: _Toc166093733]4.3 Potential Barriers to Growth
It is also important to consider potential barriers to growth. For Ibis hotels, the competition of cheaper hostels, Airbnb and other types of rentals have posted a significant barrier to growth (Bashir, 2016). Similarly, geopolitical risks and cost of living crisis may influence people to stay away from luxury travel with inflation, rising labour costs, supply chain issues and debt service rate being on the rise.

[bookmark: _Toc166093734]5. Financial Commitment to CSR (Corporate Social Responsibility
Corinthia
When it comes to sustainability and ethical business practices, Corinthia has publicly made a commitment towards sustainability, starting with the formulation of a sustainability policy in 2021. The group takes into consideration environmental, social sustainability and wants to achieve the highest standards in the most sustainable way possible, ensuring that the resulting benefits are enjoyed by its shareholders, clients, and the wider community (IHI Annual Report, 2023) An investment made towards the goal is the establishment of the Head of Sustainability position in 2022 as well as investments made in energy management system to improve energy performance. Figure 3 illustrates the initiatives and investments of the hotel group towards benefiting communities. 
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Figure 3 Social Sustainability Benefits to Communities
Accor
Similarly, Accor Group has made public its commitment towards sustainability and CSR. In 2021, the company set an ambitious target to reduce emissions with -46% by 2030 compared to the 2019 base year. (Accor, 2023a)They also appointment a Chief Sustainability Officer to monitor the progress. Figure 4 illustrates further commitments to sustainability made by Accor across all its hotel brands including Ibis.
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Figure 4 Accor Sustainability Benefits to Community and Planet

[bookmark: _Toc166093735]6. Conclusion & Recommendations
Whilst Corinthia and Ibis are hotels brands which target different customer profiles and offer different experiences, Corinthia being a luxury chain and Ibis a budget one, we can conclude that both hotels have some similarities due to the nature of the industry in which they operate. Both brands have been impacted by Covid-19 and even as revenues return, both continue to have high operating costs in an environment of geopolitical risks, significant inflationary pressures, and rising interest rates. However, there are great opportunities for expansion and diversification. Based on this report from Mintel (2023) there are a few recommendations to make. Firstly, it is recommended that Corinthia hotel focuses on the raising trend of wellness in luxury travel and that Ibis focuses on loyalty programmes as there are many Ibis properties across various countries. Lastly, it is recommended that both brands tap into the potential of sustainability as part of growth since both young and older travellers are starting to take that into consideration when travelling.
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Corinthia Hotel, opening 2024, Former Grand Hotel Astoria,126 Rooms - 50% Holding
Corinthia Hotel, Former Grand Hotel Royal, 414 Rooms - 100% Holding
Corinthia Hotel, 518 Rooms - 100% Holding

Corinthia Hotel & Residences, 283 Rooms - 50% Holding

Corinthia Palace Hotel — Attard, 147 Rooms - 100% Holding

Corinthia Hotel — St George’s Bay, 248 Rooms - 100% Holding
Radisson Blu Resort & Spa — Golden Sands, 329 Rooms - 100% Holding
Marina Hotel — St George’s Bay, 200 Rooms - 100% Holding

Radisson Blu Resort — St Julian’s, 252 Rooms - 100% Holding

Corinthia Hotel, 539 Rooms - 100% Holding

Corinthia Hotel, 388 Rooms - 100% Holding

Corinthia Hotel, 300 Rooms - 100% Holding

Corinthia Hotel, opening 2024, Former Grand Hotel Du Boulevard, 30 Rooms
Aquincum Hotel, 310 Rooms

Corinthia Hotel, Residences, Golf & Yacht Club, opening 2025, 110 Rooms

Corinthia Hotel, 230 Rooms

opening 2024,100 Rooms, 12 Residences

Panorama Hotel, 441 Rooms

Corinthia Hotel, opening 2024, 60 Rooms

Ramada Plaza, 309 Rooms

Verdi Hotel, 106 Rooms

Corintorinthia Hotel and Residences, opening 2025, 80 Rooms and 10 Residential Villas

Royal Residences

10, Whitehall Place Residences

Corinthia Oasis, (Detailed Design Underway)
Nevskij Plaza Shopping & Office Centre

Corinthia Commercial Centre
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Upcoming Openings

The Surrey, a Corinthia Hotel in New York
Corinthia Grand Hotel Astoria Brussels
Corinthia Grand Hotel Boulevard Bucharest
Corinthia Rome

Corinthia Doha & Residences

Corinthia Maldives

Corinthia Riyadh

Corinthia Oasis Malta

100 keys + 14 residences
126 keys

35 suites

60 keys

100 keys + 18 villas

77 keys

85 keys + 10 villas

162 keys + 25 villas

2024
2024
2024
2025
2025
2026
2027
2027

All owned by 3rd party investors, except for the Corinthia in Brussels in which we own 50%, and the land in Malta where we are seeking permits for the

Oasis project, which we own 100%
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Fund raising activities in aid of sick and under privileged children:

Puttinu Cares, the children’s cancer support group - Malta.

Dr. Klown, provides hospitalised children distraction through fun and laughter - Malta.
Spread a Smile — London.

Shoe Box campaign - Budapest.

Robert Burns International Foundation - Budapest.

Magic Lamp Wish Granting Foundation - Budapest.

Make a Wish - Lisbon.

Fund raising activities in aid of Cancer foundations:
The Marigold Foundation — Malta.

Hospice - Malta.

Action for Breast Cancer Foundation - Malta.
Europa Donna Malta - Prague.

Donations made:
Agenzija Sedqa- social welfare services in relation to alcohol and substance abuse - Malta.

Dar Tghanniga Ta' Omm a home for young pregnant girls facing emotional, social and
financial difficulties - Malta.

SOAR s a peer-support service supporting women and child survivors of domestic violence -
Malta.

Fondazzjoni Sebh, which provides residential services to survivors of violence and their
children -Malta.

Ajuda de Mae and Ajuda de Bergo Institution — for women and children in need- Lisbon

Caritas Foundation-Malta.
Various orphanages — Malta, Tripoli.




