




EXECUTIVE SUMMARY
Within the hotel industry, the market economy presents many competitive forces that can affect the financial stability of any business. Therefore, financial management approaches are changing and developing to increase profit by optimizing the firm’s money usage. This report analyses and compares the business plans of two companies in the hospitality industry: Corinthia Hotels, a luxury hotel, and Ibis Hotels, a budget hotel.
Thus, the introduction of this report presents the background and the purpose of analysing and comparing the financial practices of the two hotels. The main topics begin with introducing the 2 Ibis hotels in the business group and Corinthia in the luxury group to provide basic knowledge about them. Then, in the total revenue section, we try to find the total revenue for each hotel; the analysis is based on the number of rooms. However, more than the number of rooms is needed to indicate the income of the Corinthia hotel; it is also based on the part of leisure, restaurant, or other facilities.
To reveal exactly which category of customer it addresses and which market it is in, marketing strategies are suggested for each hotel. Another section of the main body is the growth potential, within which the evolution of hotels is analysed and compared according to the number of rooms, occupancy rate, average room rate and RevPAR. Because more and more attention is paid to Corporate Social Responsibility and its financial implications, this topic could be included in this report, in which it is observed that Corinthia Hotel must do more in the field. Ibis Hotel can boast of well-established practices to the point.
Moreover, in conclusion, it is specified that Ibis Hotel is based on the increase in demand, and Corinthia Hotel is based on keeping its place in the field of luxury, trying to impose the company's values.
At the end of this report, it is recommended that the Ibis Hotel pay attention to the costs that could increase due to the expansion, and the suggestion for Corinthia Hotels is to implement CSR actions in future budgets.
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INTRODUCTION 
Most businesses today operate in a highly competitive global market due to disorder and intense competition from foreign companies in domestic markets, and the hospitality industry is no exception. Thereby, hospitality businesses are oriented toward customer satisfaction to remain successful. They are developing new products and services in real-time to please customers, keep up with changes, and simultaneously bring mandatory value to the business. Therefore, making profit being the scope, financial management departments must pay attention to the impact of technology and digitalization, environmental and sustainability issues, higher standards, and ethical behaviour (Drury, 2021). This report analyses and compares the business strategies of two hotelier companies, one in the economy market, Ibis Hotels and one luxury, Corinthia Hotels, with the scope to analyse and compare their financial practice to increase profit in terms of revenue, market position, growth potential and financial commitment to CSR. 

[bookmark: _Toc157726615]MAIN TOPICS
[bookmark: _Toc157726616]Hotel introduction
Before starting the study of the business plan, a small introduction of each brand may be helpful to understand the analyses. Ibis Hotels are economy hotels owned by Accor. The hotels promise to offer all the services of modern hotels, having many options to choose from within 1,266 hotels present worldwide. Most hotels are close to airports and train stations in big cities (Accor, 2024). On the other hand, Corinthia hotels are luxury hotels, based on family values, with 9 hotels in greatest cities and locations that promise to transmit the exquisite service to their customer.  International Hotel Investments owns and manages, Corinthia Hotels who plans to open 6 more hotels in Europe, Africa, and Middle East (Corinthia, 2024). 


[bookmark: _Toc157726617]Total Revenue
The total sum of money that comes into the business from selling accommodation, food and beverage, events or services is called total revenue. Income is vital for the hotel's survival and growth, offering essential information for future strategies for pricing, quality, and marketing expenses. The number of rooms sold provides a good indicator of profitability, but the cost can vary daily, occasionally even hourly, and the hotel can't sell rooms booked yesterday. Since the room on that date cannot be sold after today, it is a "perishable" product. In other words, all the financial reports are written documents that state business activities, and financial performance of a firm declared quarterly and annually (Martin, 2019).
Table 1 presents the financial report for the year 2022 for the Accor company. To estimate the total revenue for the Ibis Hotel, part of the Accor Group, how much Ibis represents from the group will be calculated. An approach to this is to use the room number that Ibis Hotel has within the group. It is known that the Accor Group in 2022 had a total of 802,000 rooms, of which 159,180 belong to the Ibis Hotel. Using the simple formula of three, we will find out how much Ibis represents from the whole group (100%x159,180/802,000) 19.85%. Using the same three simple formulas, we will estimate how much of the profit belongs to Ibis Hotels (19.85x4.224/100) 0,84 million.
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A similar calculation method will determine the total revenues of Corinthia Hotels for 2022. From the total number of rooms owned by the group, hotel rooms that do not belong to Corinthia are subtracted (3788 – 790), 2998 Corinthia hotel rooms, and the rest are hotel rooms in Corinthia—then using the formula of three simple (201.894x2998/3788),159.79 total revenue total revenue for Corinthia Hotels. 
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Analysing the two revenue values, the Ibis Hotel has the highest profit. However, the number of rooms is higher than the Corinthia Hotel, but analysing the two financial statements more carefully, the expenses are not higher. This is also due to the facilities offered, Ibis only accommodation and Corinthia, in addition to accommodation, also offers spa, restaurants and others.

[bookmark: _Toc157726618]Market Position 
Because marketing is defined as meeting consumer’s needs, wants, and desires, marketers have an ongoing obligation to learn as much as possible about their customers. Customer knowledge is the fundamental element in developing a revenue management strategy. Hospitality organizations are responding to changing consumer purchasing behaviour by bundling new products and services; this has led to the development of dynamic packaging, which allows hospitality providers to package products and services together to meet the needs of their customers. The power of branding is increasing as more and more organizations investigate creating new products and services under their brands (Tranter, et al., 2013).
Ibis is a global brand of economy hotels that consistently provides high-end services to guests from various cultures looking for comfort from home at an affordable price. As a result, many travellers with middle-class and upper-class incomes have elevated this hotel to the top of their lists. The main strategies focusing on customer satisfaction are actively seeking common base sending, and receiving messages without passing judgment, sending honest messages, and respecting cultural differences. This brand had built its hotels in desirable, congested locations, easily accessible by cars (Zakaria and Ishraq, 2023).
Customers looking for unique experiences, individualized service, and off-the-beaten-path locations are the target market for Corinthia Hotels. Corinthia hotels are in areas that suit the brand concept of providing luxury beyond a building aesthetics to satisfy their affluent guest. These customers seek meaningful connections and want to know about our environmental commitments, who now prioritize their well-being, family vacations, and more privacy (Sherry, 2021).
Bowman's clock, figure 1 is a valuable tool for businesses regarding competitive strategy because a company's advantages are essential to its survival and expansion, and the benefits obtained by the company develop a workable competitive strategy. Bowman's clock is based on customer-perceived value, defined as the price-to-perceived quality ratio. Eight generic strategies are described based on two axes and divided into two groups: (1) viable strategies, which include five generic strategies, and (2) failure strategies, which contain three generic strategies (Echchakoui, 2018).
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Thus, after analysing the market position of each hotel, it can be suggested Ibis would fit in a low prices strategy where competence can be achieved by raising the capacities and the number of new guests. Corinthia does in differentiation strategies, where the guest perceives a high value for the product.

[bookmark: _Toc157726619]Growth Potential 
Growth potential is related to the relationship between price, quantity, and demand, shown in the figure 2 to increase income, hoteliers must monitor customer demand so that the room price varies accordingly (Investopedia, 2020).

[image: ] 
Hoteliers must control their prices to sell at an optimal price on the current day to meet demand and to avoid a high number of unsold rooms. Thus, they will add or reduce the price to sell as many rooms as possible at the highest possible price so a customer can pay a different price for the same room in the same week. The price fluctuation of a room can be affected by its type and size, amenities, location, events, or seasonality. Thus, a high degree of price elasticity leads to complex strategies. Due to the high elasticity, the financial reports use the average daily rate, calculated as the average rental revenue earned for an occupied room per day (Guilding, 2014). 
The same was done in the analysis of the two Corinthia and Ibis hotels, using the total room number of Ibis hotel, occupancy rate, average rate, and RevPAR. Occupancy rate defined as rented room to the total available rooms and RevPAR, revenue per available room, is determined by multiplying a hotel's average daily room rate by occupancy (Walker, 2021).
Analysing the financial information for five completed years, summarized in the table 3, a continuous increase in the number of rooms and an increase in the occupancy rate, average room rate, and RevPAR after 2020, but at not the same level as before 2020, was noticed (Accor Group, 2024).
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Although no data were found on Occupancy room rate, Average room rate, and RevPAR, table 4, the financial reports support an increase in revenue related to room sale compared to 2020, but not at the same level as 2019. This is due to the lower performance of some hotels being influenced by the ongoing military conflict (Corinthia Group, 2024).

[bookmark: _Toc157726620]Financial Commitment to CSR (Corporate Social Responsibility)
A robust management context is mandatory for managing sustainability performance. This framework should first connect environmental and social management to business operations, competitive strategy, and management. It should also incorporate environmental and social information with economic business statistics and sustainability reporting. Examining how social and environmental initiatives affect overall corporate profitability is necessary for managing corporate sustainability (Ameer and Othman, 2012).
Accor Group can be an example of good CSR strategies and practices respected by all hotel brands including Ibis, such as being transparent in public areas of reports and involvement in social responsibility activities to keep the environment and personal values. The Planet 21 Sustainable Development programme covers all areas of interest, and some projects are eco-labelled goods, balanced meals, sports activities for staff, flow regulators in the shower, waste recycling, environmentally friendly products, and purchasing and promoting local products. The advertising 'reuse of 5 towels = planting a tree', with the scope to reuse towels and reduce washing costs, was a success, planting 2 million trees, a programme in partnership with the United Nations (Bagdadi, 2023). Energy efficiency improvement plans have allocated funds for several years in the company budgets, as shown in the table 5. 
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Accor Group also offers information on the price paid and consumption when it comes to hotel improvements to reduce consumption; for example, table 6 shows the trend of water consumption and the price paid. The volume of water used is almost at the same level as in 2019, 2020 and 2021, with reduced water consumption due to COVID-19 and low occupancy rates. The price paid is similar, not being higher, even though improvement work has been done (Accor Group, 2024).
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As founder and chairman Alfred Pisani said, Corinthia is a family business that transmits its values to its employees through the family atmosphere in the company. The management team are interested in the well-being of colleagues, sharing knowledge, and being helpful at any time. The company conducted some work in African countries, helping 40,000 people with safe water and hygiene, offering financial support for hospitality and tourism students and musicians, and supporting wellbeing and development projects in Malta. The company also focuses on the food provenience and simplicity in their restaurants. Planting trees is another goal (Gollan, 2020). The company has started to understand and acknowledge the importance of sustainability; therefore, from 2023, the role of Head of Sustainability within the company will be responsible for developing and implementing sustainability strategies (Corinthia Group, 2024).
Therefore, if we were to compare energy and water consumption, as was done for Ibis Hotels, the Corinthia reports (table 7) only provide data on consumption without data on price, investments, or economy.
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[bookmark: _Toc157726621]CONCLUSION 
In conclusion, increasing selling and attracting new clients are possibilities to increase revenue. The law of supply and demand defines how changes in the price of a resource, commodity, product, or service affect supply and demand based on two basic economic principles. According to this theory, long-term price increases will raise supply because more investors will construct more hotels (Johansson, 2023). Thus, analysing the data of the Ibis Hotel, we can observe an increase in the price and the number of rooms from 2020 to 2022, thus an increase in demand, bringing a positive value to the profit. As Gill (2023) suggests, Ibis is currently the main hotel chain in Europe, facing the fastest growth rate. As far as the Corinthia hotel is concerned, no suggestion can be made on the request due to the lack of data. However, according to the statements of CEO Simon Naudi, Corinthia Hotels is focusing on the brand's global growth by increasing its value in the luxury market and planning to open more hotels globally (Retail & Leisure International, 2024).









[bookmark: _Toc157726622]RECCOMANDATIONS 
Bellow recommendations are suggested, based on the analyses presented in this report:
- Ibis Hotels focuses on cost forecasting; as Atrill and McLaney (2021) suggest, costs can also increase with the increase in supply, and profit can be negatively affected by a shortage in raw materials, for example.
- Corinthia to include sustainability in accounting and capital budgeting. Weston and Nnadi (2023) evaluation show that sustainability can positively affect the company: influence their sustainability levels and reputation, reduce cost, and increase efficiency. Also, profit can increase compared to the companies that are not applying these practices, a market advantage, and the interest in sustainable practices is growing in the customer selection of a hotel. 

[bookmark: _Toc157726623]LIMITATIONS
The information provided by the Accor company could be more specific for Ibis Hotels; in this report, they are calculated or deduced from all the economy classes of the group. For Corinthia Hotels, a proper analysis is not possible because of the lack of some data. Therefore, the data of this report is more informative, a qualitative accounting analysis.
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Figure 1. Bowman's clock (Saqib, 2019)
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Figure 2. Relationship between price, quantity
and demand (Investopedia, 2020)
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Table 3. Financial data related to rooms.

Year Ibis total | Occupancy Average RevPAR*

room roomrate* room rate* (£)
number (%) (€)

2022 159,180 62,3 62 62

2021 158,427 44,2 49 21

2020 156,149 334 48 16

2019 155,678 69,7 58 40

2018 150,748 69,5 57 40

*Data from total economy hotels from Accor Group
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Table 4. Financial data related to rooms for Corinthia Hotels

Year Corinthia | Occupancy Average RevPAR
total room | roomrate room rate (£)
number (%) (€)

2022 2,998

2021 2,872

2020 2876

2019 2876 62.9 229 143,38
2018 2861 64 215 139,75
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Table 5. Energy efficiency improvement plans (Accor Group, 2024)
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Table 6. Water consumption and price report (Accor Group, 2024)
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Table 7. Water consumption for Corinthia Hotels (Corinthia Group, 2024)

Units

Municipal Mains Supply (volume from water meter)

Private Water Supplier by Bowser (volume from
bowser receipts)

Groundwater Self Abstraction (meter installed by
wsC)

Private RO facilty (sea-wel) (private metering
facilties)

Harvested Rain Water (volume of reservoir and
number of times use)

Treated Wastewater (private metering faciltes - if
applicable)

Total water consumed.
Total Guests
‘Water per guest (m3/guest)

386,674
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Table 1. Financial report for Accor company for year 2022 (Accor Group, 2024)
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Table 2. Financial report for Corinthia Group for year 2022 (Corinthia Group, 2024)
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