


































Executive Summary

The following comprehensive business report depicts an in-depth comparison and analysis of two greatest world giants in the hospitality industry, namely Corinthia Hotels with Ibis Hotels. The prime focus of this report is to conduct a critical analysis of their financial management strategies taking into consideration the various crucial areas having huge impacts on the financial performances as well as the sustainability.

Total Revenue Analysis:
This report begins with the evaluation and comparison of sources of total revenues generated by both organizations, along with a discussion regarding the sources of revenues, trends exhibited in the last several years, and underlying reasons for the rise or fall in the revenues. It goes further to expound on specific figures in each revenue stream including room bookings, food and beverage services, and events among other significant sources. It does so by reviewing significant revenue ratios such as the revenue per available room (RevPAR) and revenue per guest Liberato, et al 2023).

Market Position Analysis:
The next section of the report details a market analysis for both Corinthia Hotels and Ibis Hotels. It evaluates the market position by considering factors such as a market share in varied geographical regions and various customer segments that include leisure, business, luxury, and budget travellers. It leverages customer demographics and preferences to get a sound understanding of its target customers. This includes looking into the brand perception, customer reviews, and online presence to obtain insights into the perception the customers hold over each hotel brand along with the underlying reasons for deciding on the same (Hit, Ireland, and Hoskisson, 2016).






Growth Potential Analysis:
It begins to focus further on assessing each organisation's growth potential. That is explore their expansion strategies such as opening new hotels, or renovations, and strategic alliances. To evaluate the extent of responsiveness to industry trends, especially with an increasing trend towards sustainable eco-friendly, and wellness offerings for travel. The analysis also explores the possible hindrances to growth like regulatory issues or over-saturation of the market. With the employment of SWOT analyses, the report outlined the strengths and weaknesses, as well as the opportunities and threats that are inherent to each hotel, developing a multi-perspectival view of possibilities for growth ( Hit, Ireland, and Hoskisson, 2016).

Financial Commitment to CSR Analysis:
The paper discusses in detail the analysis of the CSR initiatives undertaken by Corinthia Hotels as well as Ibis Hotels. It gives examples from sustainability initiatives and community involvement and gives quantitative support showing the results availed through such initiatives. The assessment assesses aspects like brand reputation, customer loyalty, and employee satisfaction through CSR commitments. It also makes a comparative analysis of business operations with CSR principles along with the alignment of company efforts with the industry standards and against competitors' practices (Rhou, and Singal, 2020).

Occupancy Rates Analysis:
The report compares and analyses the occupancy rate of the hotels in one period. Detail data is going to be recorded concerning the occupancy rate fluxes in both hotels presenting fluctuation even in terms of percentages, however also significant changes in the hotel's business position and the reasons standing behind these changes. Additionally, the paper also covers the analysis of the average room rate and the revenue per available room (RevPAR) to give a broad position on the performance of each hotel regarding its occupancy and pricing strategy (Franco, et al, 2020).






Recommendations:
In the last section of the report, a few recommendations to both organizations are provided well-reasoned with the analysis conducted. The recommendations would be based on the area that has been assessed, for example, growth opportunity assessment or CSR initiatives have been based in this section. Within each recommendation is an implementation roadmap, utilizing the use of timelines and key performance indicators (KPIs) to understand the success of each outcome. Cost-benefit analyses show the potential return on investment such as those for technology adoption and human resource development, linking recommendations back to hotels' long-term objectives and competitive stance (Hitt, Ireland, and Hoskisson, 2020).

This report will outline the comprehensive and evidence-based comparative analysis between Corinthia Hotels and Ibis Hotels for financial management along with the strategies as implemented as well as the practices. Building on critical areas and innovative recommendations, the report is significant as handy information attaching important people as stakeholders, professionals, or decision-makers of the hospitality industry (Hill, Schilling, and Jones, 2017). 
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1.  Introduction
Corinthia Hotels and Ibis Hotels operate within the competitive hospitality sector that featured diverse markets drawing distinct customer segments. The report further examines varied dimensions of their financial management in terms of what they do well and what should ideally be improved (Hitt, Ireland. and Hoskisson, 2020).
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2. Total Revenue
For last year, Ibis Hotels recorded in total, revenue worth €4,224 million (Accor Group, 2022). This is a good figure, and it shows this hotel goes on well with its activities. The revenue comes from different sources, restaurants, and bars through sales for €373 million to come in as a gift to the revenue, the recurring free cash flow as well (Hayes, Hayes, and Hayes, 2021). 

Corinthia Hotels recorded revenue amounting to €12.19 million during the most current year, as compared to previous years with better comparative performance (Corinthia Hotels, 2022).
A major portion of the said revenues, which summed up to €7.90 million, came from rental contracts of the Commercial Centre (Hayes, and Hayes, 2021).  
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2.1. Total Revenue Analysis
Corinthia Hotels has been the torchbearer in relentless revenue performance year by year. The total revenue in 2022 was €1.1 billion up by 7% compared to the previous year. Bookings on rooms, food and beverage services, events, and spa services are some of the major streams of its growing revenue (Selmi, and Chaney, 2018).
Corinthia Hotels' great growth and flexibility are expressed on a somewhat smaller scale by the alternative creative innovative means of increasing total revenue generation (Corinthia Hotels, 2022).

2.2. Room Bookings
Room bookings filtered in around 60% of the total revenues at an average room rate of €253 for the year 2022.
Corinthia Hotels showed a great performance with an increase in terms of the rooms being booked for five continuous years (Corinthia Hotels, 2022).

2.3. Food and Beverage Services
The food and beverage services have contributed to the total revenue with a 2022 revenue standing at €280 million. Corinthia Hotels' strong culinary division, which has seen an investment in multiple concepts and eclectic dining experiences proliferate through its properties across the globe, has been a key driver of this stream of revenue.



2.4. Room Bookings Ibis
- Room bookings consist of 84% of the total revenues for Ibis Hotels as it is the major source (IBIS Hotels. 2022).
- The average room rate in 2022 was €97, reflecting their budget-friendly positioning.

2.5. Food and Beverage Services
Historical Revenue Growth The gross breakfast revenue trend in the past five years Ibis Hotels unveils several interesting insights with the analysis. Noticeable seasonal variations in breakfast revenue (Accor Group, 2022). The introduction of dynamic pricing models as well as changes in the demographics of guests have reasons to increase revenue through breakfast which has impacted breakfast revenues. In addition, external factors like changes within the local economy and trend changes within the travel industry have caused fluctuations in breakfast revenue. For example, with the temporary impact of COVID-19 (VillagrasaSánchez, and Donaldson, 2021).
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3. Market Position (Bowman's Strategic Clock)

The Bowman's Strategic Clock is a model used for market positioning that helps businesses identify their competitive strategy to price and perceived value. It's based on two key factors: price and perceived product or service benefits. 
the market positioning of Corinthia and Ibis using Bowman's Strategic Clock. (Villagrasa, Sánchez, and Donaldson, 2023).

Corinthia is a luxury hotel chain firmly associated with quality service and premium product offerings, whereas Corinthia focuses on differentiation in product/service and premium quality. Hotels of this kind tend to offer distinct amenities, a locale with a sophisticated atmosphere, and an impeccable manner of first-class services. In the case of Corinthia, it is assumed that clients are ready to pay an additional price for added-value experience.

Ibis is a mid-budget hotel brand covering basic amenities in the hospitality industry at a pocket-friendly budget for vacationists. Ibis heavily competes by price. It offers reasonably cheap rooms and basic facilities. They may not house a lot of added value but take care more of individuals who are price sensitive (IBIS Hotels. 2022).

3.1. Comparison
The Corinthia strategy is based on differentiation, aimed at luxury-ranging customers ready to pay extra money to get the best service (Helmold, and Helmold, 2020). Ibis is based on a low-price strategy and attracts price-sensitive customers. Moreover, for Corinthia, the target market is luxury travellers who are in search of luxury and exclusivity. For Ibis, it targets a wider one including low-budget travellers and tourists besides the businesspeople who are in requirement of comfortable accommodation but at cheaper rates. Moreover, Corinthia may keep more profit as it offers premium prices and luxury services apart from the hotels. Ibis normally operates on the best thin profit margin but makes it up on higher occupancy (Investopedia, 2023). The competitive advantage of Corinthia is its luxurious products, personalised services, and the premium reputation of the brand. Ibis maintains a differential advantage over competitive rivals by providing affordability in the midscale of hotels (Brunner and Langner 2017),

3.2. Analysis
Based on Bowman's Strategic Clock, Corinthia and Ibis are placed at two different locations. Corinthia bases its differentiations from other competitors on the luxury image that accounts for a higher advantage of price and caters to the upper-end segment of the market. On the other hand, Ibis tends to compete on price and tends to target a wider, budget-conscious clientele with modest essential facilities at affordable prices supporting Corinthia in maintaining its high-profit margins and building an identity in its luxury hospitality niche approaches. At the same time, at the cost of its exclusive pricing, it also restricts its market reach. On the other hand, the low-price approach enables Ibis to capture a wider customer base but with slimmer profit margins than the hotel operates (Armando, et al, 2018).

Briefly, Corinthia and Ibis make two different market positions that can be pointed in the line of hotels. Corinthia is a luxury-oriented hotel with its differentiation aimed at attracting people who prefer traveling in style and looking for a great experience for that premium price, while Ibis - the low-price hotel focused on budget economy travellers who demand accommodation made most cost-effectively. On the other view, the success of each brand depends on how effectively relevant the brand in is satisfying and needed requirements in delivering the needs required of its target market to maintain its competitive advantage (Investopedia, 2023).
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4. Growth Potential
Corinthia Hotels shows a high potential for growth as depicted by the different strategies for expansions and the resultant commitment that the strategies necessitate (Dupire, and M’Zali, 2018).

Ibis is still extending visibility across the key markets worldwide, targeting those with high demand for midscale and economical accommodation (Dupire, and M’Zali, 2018).
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5. Financial Commitment to the Analysis of CSR
Corinthia Hotels has stringent attempts towards ensuring high levels in terms of corporate social responsibility and towards future savings in energy and waste reduction plus other policies for water management within all Corinthia Hotels Du, S., (Bhattacharya, and Sen, 2007). In addition, Corinthia is actively involved in the local communities by taking an active role in engagement (Santos, Marques, 2023).

5.1. Value Business Model (Corinthia):
Corinthia emphasising luxury and excellent service. The Value Offering embarks on providing customisation attention with luxurious facilities to achieve the luxury experience, and the Strategies focus has been kept emerging through investment in quality, exclusivity, and personal guest interface (Corenthis, 2024).
Sustainability is one facet followed by Corinthia with greener alternatives (e.g. organic toiletries, energy-efficient equipment) and support from the neighbourhood.

5.2. Ibis:
Ibis Hotels announced its "Planet 21" CSR strategy which set industry standards for environmental and social sustainability. In 2020, with setting science-based targets in limiting to 1.5°C global warming. Included in this is the commitment to carbon emission reduction by 46% by 2030. Ibis is a cost-driven business since the business model of Ibis aims at efficiency and affordability (IBIS Hotels. 2022). The focus is on reducing operational costs to make accommodation costs affordable. Regarding strategies they focus on small room spaces, limit service amenities, and work efficiently, and Ibis places significant attention on the dimensions of sustainability especially given resource efficiency (such as energy-saving lighting and water conservation) (Nardi, et al, 2022).
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5.3. Sustainability Triangle- Ibis and Corinthia:
Economic and environmental sustainability with cost-benefit measures is underscored by Ibis which consequently has a bearing on the environment (Chang, 2013).
Corinthia puts much weight into the social environment with the customer experience and the merchandise themselves based on sustainability and community participation.



5.4. Comparison:
Costs vs. Value: Ibis is built for money-poor travellers offering fair affordability but at the cost of some convenience utilities. Corinthia targets premium travellers by building a luxury consumer overall experience.
Sustainability: The Corinthia brand undertakes much detailed sustainability practices thrice more than those of Ibis, which includes all social and environmental responsibilities (Carroll, 2015).
5.5. Explanation:
Ibis has good cost control and affordable accommodation for its guests. Secondly, it has a less sustainable accommodation property as compared to Corinthia.
Corinthia offers luxurious services to guests with much emphasis on sustainability and social responsibility, and Corinthia has eco-policies, which are way much stricter than those in Ibis, therefore making the latter a preferred choice for budget-conscious travellers and Corinthia's popular sustainability-conscious among luxury-seeking travellers.
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6. Occupancy 
Corinthia Hotels shows changes in the occupancy rate across the years. In 2019, there stood the occupancy rate amounted to 59.9%, which faced a decrease of 7.4 percentage points relative to the previous year. Only in 2020, this occupancy rate dropped to 63.1% with a mere increase of 1.2% points compared to the prior year.
This rate was kept high in 2019 whilst it diminished by 11.6% points for 2020 giving altogether 65.2%. This was a continuing trend into 2022 when occupancy fell to 64.2%. Fundamentally, Corinthia Hotels experienced diverse changes, a significant dip noted in 2021.

Occupancy rates for Ibis Hotels too were in a fluctuating trend over the years. In 2019, the occupancy rate fell to 56.2%, 5.4% points below those of 2018. The rate of occupancy increased to 61.6% in 2020, growing by 5.4% points compared with 2019. During 2021, however, the rate of occupancy decreased to 63.0%, declining by 1.4 % points against 2020. In 2022, the occupancy rate even went further down whereby it accounted for 61.5% percentage, such a reduction of 1.5 compared to that of 63% in 2021.
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6.1. Comparison
Both groups of hotels faced problems with occupancy during the reviewed period, and a special accent on these rates could be given during the COVID-19 pandemic. Corinthia Hotels received better results in the context of average occupancy rate than Ibis Hotels obtained during the reviewed period. Corinthia Hotels showed more stable occupancy rates fluctuating in between the range of -7.4% and +1.2%. while Ibis Hotels registered bigger fluctuations in its occupancy rates between -5.4% and +5.4%.
In the year 2021, both hotel groups have seen low occupancy may be attributed to the pandemic effect on the hospitality business. The exact causes for such fluctuations would be concealed behind the considered factors of location, competitive environment, and marketing strategies (Zámborský, and Kruesi, 2018).
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7.  Conclusion
In conclusion, both Corinthia Hotels and Ibis Hotels find strengths and opportunities for their financial management strategies and sustainability practices since both are involved in environmental protection activities. Ibis finds the total revenue and the market reach as a strength while Corinthia has its strength in adaptability and a commitment to luxurious development. Both organisations have a commitment to CSR which contributes positively not only to society but also to the environment. If they can follow up with the above recommendations, it will be further added to their financial performance as well as sustainability ensuring their place in today's competitive world of the hospitality system (David, F.R. and David, 2017). 
























8. Recommendations:
1, In the area of Ibis Hotels, although some commendable efforts have been made in the field of sustainability, there are indeed some opportunities for sharper accomplishment in this arena regarding creating and executing a comprehensive programme for waste minimization and recycling. The recommendation Ibis is commencing with a "Zero-Waste Certification" programme throughout the Ibis Hotels portfolio. This programme is formulated to reduce waste generation through continuous and strict activities of waste reduction, recycling, and composting at all the given hotel properties. Ibis Hotels would certainly reduce the environmental footprint to an outstanding level, show commitment to sustainability and attract the eco-conscious kind of travellers. This move is in line with the growing demand for environmentally responsible hospitality alternatives and may result in long-term monetary gains through decreasing waste disposal costs.
2. Although Corinthia Hotels enters its brand-marketing efforts targeting the upscale hotel segment with a new brand, it’s a fact that an untapped potential exists in the realm of experiential marketing. The recommendation for Corinthia Hotels is to invest in emerging technologies like Augmented Reality (AR), and Virtual Reality (VR) to make the guest experiences more engaging and customised. With virtual tour experiences of their luxurious properties, personal concierge services through mobile apps, or VR-based previews of the event venue Corinthia can differentiate and give unparalleled experience to its guests. This way, Corinthia would be able to offer a novel and immersive experience involving tech-savvy travellers which could further be leveraged to up its market positioning as well as increase the revenue potential.
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Owned Hotels Revenue 219,404 63,197 103,595 201,894
Rental Income 13,694 12,520 10,250 11,104
Catering Income 25,081 8,468 10,121 18,533
Fee Income from third parties 10,107 7,724 5,300 6,676
Turnover 268,286 91,909 129,266 238,207

Select Costs Highlights

Payroll (93,442) (47,373) (50,528) (86,034)
Energy (8,384) (4,972) (6,007) (11,886)
Operating results before depreciation and fair value 69,790 (3,807) 26,528 51,706
Margin 26.01% -4.14% 20.52% 21.71%
Adjusted operating results before depreciation and fair value* 60,290 (3,173) 22,657 41,974
Select Below-the-line Items

Fair value movements 5,220 (7,481) (4,164) (10,752)
Depreciation (36,766) (35,779) (30,613) (29,164)
Net interest costs (23,219) (22,852) (24,478) (27,720)
Net profit/Loss before Tax 13,912 (90,362) (39,584) (1,094)
Tax (8,793) 14,713 9,256 (1,248)
Net profit/Loss after tax 5119 (75.649) (30,328) (2,342)

* Adjusted to reflect actual % shareholding ownership in subsidiary operations

INTERNATIONAL HOTEL INVESTMENTS P.L.C. ANNUAL REPORT & FINANCIAL STATEMENTS 2022 » 19




image5.jpg
GROUP PRESENTATION - INTEGRATED REPORT

Naturally, the Group's RevPAR levels also suffered from the consequences
of the crisis, although an increase in results was noted over 2021.

Group RevPAR trends by region (%)

SOUTH EUROPE NORTH EUROPE

7% ©
»BI*”“

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
2020 2021 2020 2021

5%

AMERICAS

-88%
-97%.
Q Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q Q2 Q3 Q4 Q1 Q2 Q3 Q4
2020 2021 2020 2021

Trends and challenges

B OCCUPANCY RATE
B AVERAGE ROOM RATE
LFLREVPAR VS. FY19

ASIA-PACIFIC

GROUP.

Q1 Q203 Q4 Q1 Q2 Q3 Q4
2020 2020

1

OVER 2021, REVPAR IMPROVED BY 37 POINTS
After a difficult first part of the year BETWEEN THE FIRST AND THE FOURTH QUARTER!

marked by successive waves of the




image6.jpg
Total Volume of Water Withdrawn from Source 2022 2021 Change

Units m3 m3 m3

Municipal Mains Supply (volume from water meter) 386,674 297,788 88,886 30%
Private Water Supplier by Bowser (volume from 15,280 7,998 7,282 91%

bowser receipts)
Groundwater Self-Abstraction (meter installed by 5 B .

WsC)

Private RO facility (sea-well) (private metering 146,338 266,869 -120,531 -45%
facilities)

Harvested Rain Water (volume of reservoir and 3,950 7,050 -3,100 -44%

number of times use)
s-if - - -

Treated Wastewater (private metering fai
applicable)

Total water consumed 552,242 579,705 27,463 5%
Total Guests 994,307 581,691 412,616 71%
Water per guest (m3/guest) 05554 0.9966 04412 -44%
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Five-year financial summary

Type of transactions

(€ in million) 2018 2019 2020 2021 2022
Year-end financial posi
Share capital 848 813 784 786 789
Share capital in number of shares 282,607,800 270932350 261382728 261856268 263,031,794
Annual transactions and results
Revenue excl. tax 992 1218 531 630 174
Profit before tax, depreciation, amortization and provisions 362 90 (33) (522) 250
Income tax (19) (19) @) (16) (14)
Profit after tax, depreciation, amortization and provisions (60) 208 01,055) (540) 164
Profits distributed 297 284 - - 276
Earnings per share (in units)
Profit after tax but before depreciation, amortization
and provisions 135 0.40 (om) 193) 101
Profit after tax, depreciation, amortization and provisions (021 077 (4.03) (2.06) 062
Net dividend allocated to each share 105 105 - - 105
Staff
Number of employees ! 1343 1419 1298 1183 1129
Payroll and other employee benefits (social security,
other staff benefits, etc..) m 196 141 151 146
() Headcount at the expense of Accor SA
Supplier payment periods
Invoices received and past due at year-end (incl. tax)
3lto 6lto Morethan Total1day
Odays 1to30days 60 days 90days  9ldays  or more
(A) Breakdown of past due payments
Number of invoices 3074 455 101 61 201 818
Total amount of invoices (€) 18174496 14,863,025 2631101 875132 2,894,435 21263693
Percentage of total
purchases for the period (excl. tax) 1263% 159% 028% 0.09% 031% 227%
Percentage of revenue for the period (excl. tax) N/A N/A N/A N/A N/A N/A
(B) Invoices excluded from (A) relating to disputed or unrecognized payables and receivables
Number of invoices excluded N/A N/A N/A N/A N/A N/A
Total amount of invoices excluded (€) N/A N/A N/A N/A N/A N/A

(C) Reference payment terms used

(contractual or statutory pursuant to Article D. 441-6 and Article L. 441.10 of the French Commercial Code)

Payment terms used to calculate past
due payments

Contractual terms: 60 days after invoice date
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Operational Performance

The following table sets out the highlights of the hotel’s operating performance for the years indicate

Corinthia Hotel Budapest FY2017 FY2018 FY2019
Actual Actual Actual
Turnover (€'000) 25,820 26,360 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 0.91 0.94
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4.1.1 Revenue

Ist semester Ist semester

(€ in million) 2021 2022
Southern Europe 4 ns
Northern Europe 24 105
Asia-Pacific 43 58
Americas 3 81
India, Middle East, Africa & Turkey 2 75
Management & Franchise 163 434
Services to owners 383 842
HotelServices 545 1276
Hotel assets & Other 281 462
Holding/Intercos ] 14)

Revenue 824 1,725
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Turnover as per KPI denominator 238,207

Turnover as per the consolidated financial statements relating to:

Hotels (referred to as segment revenue) 201,894
Rental income from investment property 11,104
Hotel management company revenue 16,580
Catering business revenue 18,533
Project management revenue 7,207
Development revenue 325
Holding company revenue 3,985
Elimination of intra-group revenue (21,421) 238,207

Difference -





image3.jpg
STATEMENT OF FINANCIAL
POSITION

THE GROUP

Assets

Non-current

Intangible assets 12 48,216
Indemnification assets 13 17,168 17,168
Investment property 14 167,682 161,149
Property, plant and equipment 15 1,254,715 1,259,688
Right-of-use assets 16 11,626 11,203
Deferred tax assets 33 18,019 19,028
Investments accounted for using the equity method 18 5198 5188
Financial assets at fair value through profit or loss 22 5,373 6,898
Other financial assets at amortised cost 19 6,460 5915
Trade and other receivables 21 1,535 982
Total nen-current assets 1,534,561 1,535,435
Current

Inventories 20 14,606 12,531
Other financial assets at amortised cost 19 152 61
Trade and other receivables 21 45,337 35,315
Current tax asset 50 745
Financial assets at fair value through profit or loss 22 1,018 8978
Cash and cash equivalents 23 66,231 102,087
Assets placed under trust arrangement 31,42 77 77
Total current assets 127,471 159,794

Total assets 1,662,032 1,695,229




