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Efficient financial management is crucial for maintaining development and profitability in the aggressive and competitive hotel and hospitality sector. In this report, two well-known companies in the hospitality industry Corinthia Hotel Group and Ibis Hotels are compared. This report attempts to give understandings into the strengths and weaknesses of each firm by a thorough evaluation of numerous financial management factors, such as total revenue, market position, development potential, and CSR commitments. The report can identify the tactics and methods that support their sustainability and financial performance by assessing these crucial areas, and the report has been provided informative suggestions for future improvement.
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Figure 1: Revenue and other metrics of performance for both the hotels
(Source: Self-created in MS EXCEL)
Ibis Hotels outperformed Corinthia Hotels in terms of revenue, profitability, and market share, as seen by the table, which also reveals that Ibis Hotels had greater RevPAR, OCC, GOPPAR, and MPI in 2021. This can be explained by the fact that Corinthia Hotels, a luxury hotel brand that was more severely impacted by the COVID-19 outbreak, is smaller and less resilient in the market than Ibis Hotels, a cheap hotel brand.
Since Ibis Hotels is a division of the Accor Group and Corinthia Hotels is a stand-alone business, the total income made by the two organizations cannot be directly compared (Anđelković, 2020). Nevertheless, the report have produced a table that displays the projected revenue for Corinthia Hotels and the economy division of Accor Group, which includes Ibis Hotels and other brands, for the years 2019, 2020, and 2021 based on the data that is currently available. The primary revenue streams for both establishments are from the selling of rooms, food and beverage items, and other services (Anicic et al., 2023). However, according on the region, time of year, and state of the market, the revenue mix may change (Mueller and Sensini, 2021). Given that it provides fine dining and catering services in its upscale hotels, Corinthia Hotels, for instance, may generate a larger percentage of income from food and beverage sales. Providing its emphasis on offering guests reasonably priced and comfortable lodging, Ibis Hotels may generate a larger percentage of its revenue from room sales [Refer to appendix 1].
Revenue trend and driving force for revenue growth
The COVID-19 pandemic, travel limitations, customer preferences, and competitiveness are some of the global and regional variables that impact the hospitality business and have an implicit on the revenue patterns for both organizations (Stefani and Priatmodjo, 2021). The following are some of the variables that caused each organization’s revenue growth or reduction during the last three years.
Corinthia Hotels: In 2019, Corinthia Hotels had a 10% growth in revenue, reaching a high of 62 million pounds. This was attributed to its hotels' successful operations in St. Petersburg, London, Budapest, Lisbon, and new hotels opened in Dubai and Brussels. However, the COVID-19 epidemic caused the closure of most of Corinthia Hotels' properties and decreased demand for upscale travel, resulting in a severe reduction in the company’s revenue in 2020 and 2021 (Bello and Sensini, 2020). The business had a net loss of 50.8 million pounds  in 2020 but did not release its sales estimates for 2020 or 2021. Along with these cost-cutting strategies, the corporation delayed investments, renegotiated contracts, and laid off employees. The business anticipated a slow recovery in 2021 as it resumed hotel operations and adjusted to the updated health and safety regulations [Refer to appendix 2].
Accor Group: The Accor Group's economy business, which involves Ibis Hotels and other brands, saw a 61% decline in sales in 2020 from 2,952 million pounds in 2019 to 1,149 million pounds. This was brought on by the COVID-19 epidemic, which caused 62% of its hotels to close and its occupancy rate to fall from 69.3% in 2019 to 32.6% in 2020. On the other hand, the Accor Group's economic segment's sales climbed by 109% in 2021, from 1,149 million pounds in 2020 to 2,402 million pounds. This was caused by the resilience of the budget category, which profited from its cheap pricing and devoted client base, as well as the rebound of the domestic and leisure markets, particularly in Europe and Asia (Beusch, 2020). In addition, the business intensified its efforts in innovation, sustainability, and digital transformation in addition to growing into new markets and industry sectors.
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Figure 2: Marketing position analysis of both the hotels
(Source: Self-created in MS EXCEL)
Market share: Accor Group offers more than 5,000 hotel and 800,000 rooms in 110 countries, making it the largest hospitality group in Europe and the sixth largest globally. This group comprises Ibis Hotels among other brands. The Corinthia Hotels is a far smaller chain of hotels, consisting of just 15 properties spread over 11 countries and 3,500 rooms. Consequently, both internationally and regionally, Ibis Hotels holds a far greater market shire than Corinthia Hotels.
Customer demographics: Ibis Hotels primarily caters to domestic and recreational visitors, particularly those in Europe and Asia, who are on a tight budget and are searching for reasonably priced, cozy, and easily accessible lodging. With a concentration on the commercial and international markets, particularly in Europe and Africa, Corinthia Hotels caters to affluent tourists seeking exceptional, refined, and customized service (Căpușneanu et al., 2020). As a result, the client groups and preferences of Ibis Hotels and Corinthia Hotels diverge, reflecting their disparate market positions.
Brand perception: Ibis Hotels is known for being a dependable, inventive, and consistent low-cost hotel brand. It provides a variety of services and amenities, including Ibis, Ibis Styles, and Ibis Budget, to accommodate a Rangie of requirements and preferences. A distinctive and unforgettable experience is provided to visitors by Corinthia Hotels, which is regarded as a distinguished, exclusive, and refined luxury hotel brand that prioritizes quality, craftsmanship, and hospitality. Consequently, the brand images and values of Corinthia Hotels and Ibis Hotels diverge, reflecting their disparate market positions.
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Figure 3: Performance and position analysis of both the hotels
(Source: Self-created in MS EXCEL)
As a luxury hotel operator, Corinthia Hotels may charge higher room rates because of its prominent location and opulent amenities, but this also means that its fixed expenses are greater. Its high fixed cost ratio (0.46) is indicative of this. Higher profit margins than 60% on additional revenue are possible due to reduced variable expenses per room (Dahal, 2020). Corinthia therefore only needs €460 million in sales to break even on fixed expenses. Given that 62.7% of its current sales is over breakeven, its strong margins provide a sizable safety cushion. Its properties are marketable, therefore if it is necessary to liquidate assists, the expected recovery is likewise rather high at 80.5%.
Ibis competes on price, thus it has to maintain minimal expenses. Its tiny standardized features allow it to keep a lower fixed cost ratio of 0.27. Variably expenditures per room, however, are significantly more. Nevertheless, because to the hotel's size and effective management, its breakeven point only needs €235 million in revenue. Thinks to its flexible personnel methods, Ibis can sustain large revenue drops during a downturn with a 73% margin of safety (Dahal, 2021). Since there are fewer potential applications for budget hotel assets if they are sold, their liquidation value is significantly lower at 79.2%. Overall yet, both hotels show strengths: Ibis's cost control and Corinthian’s unique selling point are appropriate for their respective market categories. 
[bookmark: _Toc157427096]Evaluation of growth potential for both hotels
Budgeting analysis, working capital management, risk management and financial strategies are one of the most important metrics to comprehend and justify the growth potential of any company (Dahal, 2022). Hence the help of these factors are taken as the metric of measurement for growth aspects for both the hotels. 
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Figure 4: Growth measurement analysis of both the hotels
(Source: Self-created in MS EXCEL)
Growth Potential: Due to its more development-oriented and diversified financial strategy, which strives to increase its worldwide footprint and portfolio as well as its investments in fresh, creative initiatives and endeavors, Corinthia Hotels has a strong potential for growth (Dlamini and Schutte, 2021). To assess and control the risk associated with its projects and the anticipated cash flow, Corinthia Hotels use Cash Flow at Risk (Car). With a more steady and targeted financial approach that seeks to preserve its market position and reputation while enhancing its operational and financial performance, Ibis Hotels has a moderate potential for development. Sensitivity analysis and scenario analysis are Ibis Hotels' primary methods for determining how changes to important parameters and presumptions would affect the project’s results.
Expansion strategy: A variety of market possibilities and expansion options are available to Corinthia Hotels, including working with regional developers and investors, purchasing and refurbishing existing hotels, expanding into new markets and categories, and establishing new hotels and residences in strategic locations (Dlamini, 2023). Numerous projects, including those in construction in Bucharest, Doha, Dubai, Moscow, Rome, and Brussels, are in the pipeline for Corinthia Hotels. Ibis Hotels has a number of projects in the works, most of which are in Europe, where it intends to establish 20 new ibis Styles locations by 2023
Potential barriers: The high debt and leverage of Corinthia Hotels, which raises its cost of capital and financial risk, the lower profitability and efficiency of the company, the competitive and price-sensitive market in which it must compete with other low-cost hotels and alternative lodging providers like Airbnb, and the internal and external risks of pandemics, natural disasters, cyberattacks, and human error are some other potential growth barriers.
The Corinthian Hotels are having CAGR from 2020 to 2025 are 8.4% and Ibis Hotels are having CAGR of 3.7% by the end of 2025.
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Corinthia Hotels has supported the global water-aid organization Just a Drop for a number of years, funding initiatives that supply clean waiter to more than 45,000 children and families in Asia and Africa. Additionally, it has provided food, masks, and baskets to the elderly, the disabled, and underprivileged Maltese youngsters.
By closely collaborating with staff, visitors, partners, and local communities on four strategic themes and two critical issues sustainable food and buildings Ibis Hotels hopes to deliver a pleasant hospitality experience through the implementation of its Planet 21 initiative. Additionally, it has adopted eco-certified items, done away with single-use plastics, and decreased food waste in its hotels.
[bookmark: _Toc157427098]Recommendations
In light of the competitive market environment and high debt levels, Corinthia Hotels has to concentrate on increasing operational effectiveness and expanding its sources of income. One suggestion is to take use of its upmarket brand image to further establish itself in developing luxury travel markets, especially in Asia and the Middle East, where there is a growing need for expensive lodging (Marques and Marques, 2023). Furthermore, investigating collaborative ventures or strategic alliances with regional developers might help with market development while lowering financial risks.
Ibis Hotels should keep up its expansion plan in Europe and look into chances for market consolidation through partnerships or acquisitions of smaller budget hotel chains in order to take advantage of its moderate growth potential (Duci, 2021). Strengthening brand loyalty and expanding the consumer base are two benefits of improving the customer experience through digitization and tailored offerings.
In order to be competitive in the ever-evolving hospitality sector, Corinthia Hotel Group and Ibis Hotels need both consistently track market dynamics, adjust to shifting client tastes, and innovate.
[bookmark: _Toc157427099]Conclusion
A comparison of Corinthia Hotels vs Ibis Hotels highlights the unique advantages and disadvantages of each brand. Corinthia Hotels uses its premium appeal to draw in rich clients, whereas Ibis Hotels has strong market positioning with its wide reach and economical approach. Notwithstanding obstacles like the COVID-19 epidemic and market constraints, both businesses show promise for expansion and a dedication to corporate social responsibility. Going forward, maintaining competitiveness and promoting development in the ever-changing hospitality industry will need deliberate adaptation to market dynamics and ongoing innovation.
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Appendix 1: accord group consolidated statement
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Appendix 2: Corinthia Hotels consolidated statement
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Hotel

Cash balance at the 

beginning of the year (£ 

million)

Cash inflows (£ 

million)

Cash outflows 

(£ million)

Inventory 

(£ million)

Receivables 

(£ million)

Payables (£ 

million)

Corinthia 100 1,234.50 1,000.00 50 100 150

Ibis 80 876.5 600 30 80 100
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Hotel

Cash balance at the end of 

the year (£ million)

Working capital 

cycle (days)

Inventory 

days (days)

Receivable

s days 

(days)

Payables 

days (days)

Corinthia 334.5 66.9 18.4 29.5 -18.9

Ibis 356.5 48.7 12.5 33.3 -41.7


image6.png
Consolidated income statement
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Ouned Hotels Revenue 219408 63197 103595 201,898
Rental Income 13694 12520 10250 11104
Catering Income 25,081 848 10121 18533
Fee Income from third parties 10,107 7.724 5,300 6676
Tumover 268,286 91,909 129,266 _ 238,207
Select Costs Highlights

Payroll (93442) (47373 (50528)  (86034)
Energy @389 (4972 (6007)  (11.886)
Operating results before depreciation and fair value 6979  (3807) 26528 51706
Margin 2601%  -ata%  2052%  2171%
Adjusted operating results before depreciation and fairvalue* 60,290 (3173) 22657

Select Below-the-line ltems

Fair value movements 5220 (7481)  (4169)  (10752)
Depreciation (B6766) (35779 (30,613 (29164)
Netinterest costs (23219)  (22852)  (24478)  (27,720)
Net profit/Loss before Tax 13912 (90362)  (39584)  (1,09)
Tax 14713 9256 (1,248)
Net profit/Loss after tax. 5119 (75649 (30328)  (2342)

* Adjusted to reflect actual % shareholding ownership in subsidiary operations
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Year

Corinthia 

Hotels €’000

Accor Economy 

Segment

Measure Corinthia Hotels Ibis Hotels

2019 26828 29,524 RevPAR £40 £32

2020 9190 11,494 ADR £100 £60

2021 12926 22,040 OCC 40% 53%

2022 23820 42,240 GOPPAR £-10 £10

MPI 0.80 1.1

Revenue and other measure comparisons for both the Hotels


image2.emf
Factor Corinthia Hotels Ibis Hotels

Market Share

Estimated at 2% of 

luxury hotel market

Estimated at 5% of 

budget hotel market

Customer Demographics

Affluent leisure and 

business travelers

Budget-conscious 

leisure and business 

travelers

Brand Perception

Luxury, high-end 

accommodations

Affordable, basic 

accommodations

Cost Type Corinthia Ibis

Fixed Costs

High due to real estate, 

facilities

Lower due to smaller 

properties

Variable Costs Lower per guest

Higher per guest due to 

lack of scale

Contribution Margin Estimated at 70% Estimated at 20%

Factor Corinthia Ibis

Break Even Occupancy 30% 75%

Marginal Cost per Booking £60 £25

Marginal Profit per 

Booking

£140 £10

Limiting Factor Real Estate Marketing Budget

Market Positioning Factors

Cost Behavior Analysis

CVP and Marginal Analysis
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Hotel

Revenue (£ 

million)

Fixed Cost 

(£ million)

Variable Cost 

((£ million)

Total Cost (£ 

million)

Profit (£ million)

Total Assets (£ 

million)

Total Liabilities 

(£ million)

Liquidation 

Cost (£ million)

Corinthia 1,234.50 567.8 432.1 999.9 234.6 2,345.60 1,234.50 117.3

Ibis 876.5 234.5 321.4 555.9 320.6 1,234.50 654.3 61.7

Hotel

Fixed Cost 

Ratio

Variable 

Cost Ratio

Breakeven 

Revenue (£ 

million)

Breakeven 

Output 

(Rooms)

Margin of 

Safety (£ million)

Margin of 

Safety (%)

Liquidation 

Value (£ million)

Recovery Rate 

(%)

Corinthia 0.46 0.35 460.2 2,301 774.3 62.7 993.8 80.5

Ibis 0.27 0.37 234.5 1,172 642 73.2 518.1 79.2


