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[bookmark: _Toc168090171]Executive Summary
The paper examines Corinthia Hotels' and Ibis Hotels' growth strategy and market positioning, focusing on their successful post-pandemic recovery. Corinthia Hotels increased revenue by an astonishing 84% in 2022 by expanding its luxury offering and targeting high-value clientele. This strategy focuses on providing excellent experiences in key markets to attract affluent travellers. In contrast, Ibis Hotels recorded a combined revenue of €3,688 million in 2023, highlighting the company's comeback and development through competitive pricing and broad market appeal. Ibis caters to various consumers, including budget-conscious and corporate travellers, resulting in solid occupancy rates and consistent revenue growth. 
The research discusses how the two hotel companies use different methods to correspond with their market positions and consumer demographics. Corinthia's emphasis on luxury and exclusivity appeals to less price-sensitive guests, whereas Ibis relies on accessibility and consistent quality to attract a diverse audience. Post-pandemic recovery trends reflect a comeback in both the luxury and economy sectors, fueled by greater discretionary expenditure and consumer confidence. 
Corinthia's differentiation strategy and Ibis' low-cost strategy are assessed using Bowman
's Strategy Clock, emphasising their effectiveness in capturing respective market segments. Both hotels have substantial growth potential, with Corinthia moving into high-value markets and Ibis focusing on market diversity. Furthermore, the paper examines their commitment to Corporate Social Responsibility (CSR), demonstrating how sustainable practices boost brand value and customer loyalty. 
Overall, the paper gives insights into Corinthia and Ibis Hotels' strategic decisions, demonstrating the necessity of specific growth plans and successful market positioning in attaining long-term success in the hospitality business. 
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Introduction

Corinthia Hotels and Ibis Hotels, both part of the Accor Group, operate under two distinct hotel strategies. Corinthia's revenue climbed by 84% in 2022, illustrating the company's resurgence and shift to luxury services. Meanwhile, Ibis Hotels generated €3.6 million in revenue in 2023, demonstrating its broad market appeal and affordability. The paper examines both hotel organizations' growth strategies, market positioning, and post-pandemic recovery trends. The report examines how specialised techniques and clever market positioning promote success and resilience in the competitive hospitality industry.
Top of Form

Analysis
Corinthia Hotels
Corinthia Hotels' income increased significantly in 2022, hitting €238.207 million, up 84% from the previous year. This amount also accounts for 89% of their 2019 revenue, demonstrating a significant recovery and successful solutions for managing pandemic-related issues. This success has been largely attributed to their diversification of their hotel portfolio, which now includes many new projects in various stages of development and a concentration on premium options that draw in high-value clientele.1Exploring the revenue trends of Corinthia Hotels, Corinthia 2024


Ibis Hotels (Accor Group)
The Accor Group company Ibis Hotels reported consolidated revenue of €3,688 million for 2023. This amount includes an additional €1,286 million from the third quarter of 2023 and €2,402 million from the first half of the year. This data demonstrates a notable trend of revenue growth and recovery, driven by the global economic recovery, especially in the wake of the COVID-19 pandemic. The Accor Group's excellent financial performance and resilience are demonstrated by the increase in revenue, which was accompanied by a considerable improvement in EBITDA and Recurring Free cash flow in the first half of 2023 and an upward adjustment of EBITDA expectations for the whole year.2Figure: Exploring the revenue trends of Ibis Hotels, Accor, 2024


Critical Discussion
Analysis of Growth Strategies
Corinthia Hotels and Ibis Hotels (both members of the Accor Group) have pursued various growth strategies that reflect their market positions and target demographics. Corinthia Hotels prioritises strategic expansions in key cities and luxury projects to capture a niche clientele that values exclusivity and high-value customer experiences (Kimes & Ho, 2018). In contrast, Ibis Hotels caters to a broader audience by offering premium midscale and economy lodgings to diverse market segments (Oskam and Zandberg, 2019).

Luxury vs. Economy Sector Strategies
Corinthia's growth is driven by the expansion of its luxury portfolio, which includes major expenditures in high-end facilities and services tailored to the needs of affluent travellers. Based on Kimes and Ho (2018), this approach takes advantage of luxury consumers' lower price sensitivity, focusing on providing outstanding experiences rather than competing on price. In contrast, Ibis Hotels seeks broad market appeal by providing accessibility and constant quality, attracting budget-conscious travellers and business customers. El Haddad (2015) states that this strategy maximises occupancy through competitive pricing and broad market reach.

Post-Pandemic Recovery Trends
Following the epidemic, the luxury and economy hotel sectors experienced excellent rebound patterns. A study by Vaeztehrani et al. (2015) considers luxury to have seen a considerable return due to increased discretionary spending among high-income customers and pent-up demand for premium experiences. Meanwhile, the economy sector has benefited from travellers seeking economical and dependable lodging, especially as the economy recovers and consumer confidence and spending grow (Köseoglu, Parnell, & Doyle, 2015).

Strategic Implications
Corinthia and Ibis' strategies emphasise matching growth approaches with customer preferences and market trends. Corinthia's emphasis on luxury and exclusivity enables it to attract a specialised market ready to pay a premium for great service. Still, Ibis' broad market appeal and competitive price assure high occupancy and consistent revenue growth across varied client categories.


Market Positioning

Based on Hilnson et al. (2017) research, market positioning in the hospitality business is critical for establishing a competitive advantage and improving performance. Effective positioning aligns with market direction, resulting in increased customer loyalty and financial success. The research demonstrates that strategic location in Ghana's star-rated hotels considerably impacts operational efficiency and financial success.

Market Positioning According to Bowman's Strategy Clock
Corinthia Hotels
Corinthia Hotels has established itself in the luxury market, focusing on high-end guests seeking premium experiences. According to Bowman's approach Clock, this is consistent with the "Differentiation" approach, which emphasises high perceived value through distinctive services and exceptional quality (Echchakoui, 2018). Corinthia's market share is based on providing bespoke services, premium amenities, and upscale facilities that attract affluent travellers, business professionals, and luxury-seeking tourists. Hinson, Abdul-Hamid, and Osabutey (2017) found that successful market positioning through differentiation improves hotel performance by attracting a niche consumer that values exclusivity and excellent service.

Ibis Hotels (Accor Group)
Ibis Hotels, an Accor Group affiliate, caters to a broader market, which includes budget-conscious business and leisure travellers. According to Bowman's Strategy Clock, Ibis has a "Low Price" strategy, which attempts to provide consistent quality at reduced rates, making it more accessible to diverse clients (Echchakoui, 2018). This positioning technique is reinforced by Sampaio, Rodrigues, and Hernández-Mogollón (2021), who discovered that using a low-price strategy is critical for attracting cost-conscious consumers without sacrificing quality. Ibis' brand reputation is based on accessibility, stability, and value for money, which, according to Makrinova et al. (2017), appeals to young travellers, families, and businesspeople looking for economical yet dependable hotels.
Critical Discussion
Corinthia and Ibis Hotels use diverse marketing methods to target specific market segments and improve market share. According to Arenoe (2015), Corinthia specialises in luxury services and uses a differentiation approach based on Bowman's approach Clock. This strategy entails offering exclusive services at premium costs, significantly increasing business margins by catering to rich customers wanting premium experiences.
In contrast, Ibis Hotels targets budget-conscious customers by offering competitive rates, which aligns with Bowman's low-cost strategy based on Echchakoui (2018) study. According to Chiu et al. (2018), Ibis relies on high occupancy rates to remain profitable, attracting consumers, such as young travellers, families, and businesses seeking value without sacrificing quality.
Both hotels efficiently adjust their strategy to their target populations, highlighting the value of market positioning. Corinthia's emphasis on grandeur appeals to affluent clients, boosting brand awareness through personalised services and upscale facilities. This strategy emphasises the importance of differentiation in gaining a competitive advantage in the luxury hotel category (Hinson et al., 2017).
Conversely, Ibis' emphasis on value and stability appeals to a wider audience, allowing it to prosper in the highly competitive economy hotel business. According to Sampaio et al. (2021), this technique demonstrates how a well-executed low-cost strategy can result in high occupancy and customer happiness, which are critical for long-term growth in the hotel business.




Growth Potential
Overview
The hospitality industry's growth potential depends on strategic expansion, innovation, and adaptation. Effective growth plans promote long-term success and competitiveness. For example, Ivasciuc (2014) underlines that long-term success in hospitality requires institutional skills and a strong growth culture.

Analysis
Corinthia Hotels 
Corinthia Hotels has significant growth potential due to the smart diversification of its luxury portfolio. With projects in major cities like Rome, Brussels, New York, and Bucharest that will open in 2024, as well as new initiatives in Riyadh and Doha, the hotel chain is growing into high-value markets (IHI, 2023). This is consistent with Chiu et al. (2018) findings that targeting affluent groups improves premium brand identity and profitability. Arenoe et al. (2015) exemplify that economic swings impacting luxury expenditure and expensive operational expenses may stifle growth. Furthermore, the niche luxury market is tiny, restricting significant growth potential. 

Hotels Ibis (Accor group) 
As a part of the Accor Group, Ibis Hotels targets the midscale and economy segments while concentrating on wide market diversity. Ibis, which has a presence in more than 65 countries, has grown as a result of its adaptability and innovative ideas like "Ibis Styles" and "Ibis Budget" to meet the needs of a variety of clients (Accor, 2022). However, maintaining consistent quality across multiple properties and fierce competition in the economy category provide issues (Dogru et al., 2020). Furthermore, the budget sector's vulnerability to economic downturns creates a risk (Crespí-Cladera et al., 2021). 


Critical Discussion
Corinthia Hotels has tremendous development potential because of its strategic expansion into high-value premium markets, offering personalised services and upscale facilities to an affluent clientele. According to Chiu (2018), this strategy improves brand identity but faces constraints such as high operational costs and the small size of the niche luxury market. On the other hand, Ibis Hotels focuses on broad market diversification with creative ideas like "Ibis Styles" and "Ibis Budget," which appeal to budget-conscious tourists. While this enables extensive growth, it also poses difficulties in maintaining quality consistency and navigating economic sensitivities (Accor, 2022).

Commitment to CSR
Overview
In today's business world, corporate social responsibility, or CSR, is crucial. It demonstrates a business's dedication to enhancing the economy, society, and environment. CSR initiatives have a significant impact on long-term financial performance, customer loyalty, and brand reputation in the hospitality industry.
Analysis
Corinthia Hotels: Corinthia Hotels' CSR programs prioritise environmental sustainability and social responsibility, with efforts such as energy-efficient lighting and water conservation systems (Corinthia, 2024). For example, installing solar panels and rainwater harvesting systems illustrates their commitment to sustainable energy and water efficiency. According to Uyar et al. (2020), these practices meet customer and employee expectations for sustainable operations, resulting in lower utility costs and increased brand value over time. However, because of the high upfront and recurring costs, implementing cutting-edge green technology like geothermal heating or cooling systems offers financial challenges (Gang, 2016).
Ibis Hotels (Accor Group): As a part of the Accor Group, Ibis Hotels has a comprehensive CSR plan that addresses diversity and inclusion, sustainable development, and community engagement via the Planet 21 program (Accor, 2023). This effort includes environmental, health, and social actions, which could result in operating cost savings from energy efficiency and waste reduction. The financial ramifications of these endeavours involve significant initial investments in long-term infrastructure and training. Nonetheless, CSR efforts increase the brand's attractiveness to ecologically and socially conscientious customers, potentially driving revenue growth (Nga, 2020).

Critical Discussion
The CSR initiatives of Corinthia and Ibis Hotels vary in scope and magnitude, reflecting their respective market positions. Despite the exorbitant prices, Corinthia's upscale sustainability measures highlight its luxury brand and draw in wealthy, environmentally conscious clients. Ibis adopts a broader corporate social responsibility strategy that encompasses a range of social and environmental initiatives, drawing in a diverse customer base that values moral behaviour. These strategies show that corporate social responsibility (CSR) is a strategic instrument for boosting brand value and financial success in addition to being a moral requirement. Customer loyalty, brand distinction, and operational efficiency are some of the long-term benefits of corporate social responsibility (CSR), despite its initial high costs.

Conclusion
The paper showcases Corinthia Hotels and Ibis Hotels (Accor Group)'s diverse growth plans, which reflect their target market groups and consumer preferences. Corinthia Hotels focuses on premium offerings, increasing income through strategic expansions in high-value regions and providing excellent service. In contrast, Ibis Hotels capitalises on a broad market appeal by offering competitive pricing and consistent quality, catering to budget-conscious travellers. Both chains show significant post-pandemic recovery patterns and dedication to CSR initiatives, which boosts their brand value and financial performance. The report emphasises the need for customised growth strategies and market positioning to achieve long-term hospitality business success.
Recommendations
Corinthia Hotels: Enhance Commitment to CSR by Reducing Carbon Footprint
To match its luxury brand and meet the growing demand for sustainability, Corinthia Hotels should strengthen its commitment to Corporate Social Responsibility (CSR) by lowering its carbon footprint, notably by incorporating electric vehicles (EVs) into its operations. The paper stresses Corinthia's emphasis on luxury and exclusivity, which can be supplemented with significant environmental activities.
Urya et al. (2020) found that sustainable activities, such as lowering carbon emissions, significantly boost hotel reputation and customer happiness. Furthermore, Chawla et al. (2023) discovered that adopting green transportation techniques, such as electric automobiles, can effectively reduce carbon footprints while meeting customer expectations for environmentally friendly behaviours.
Corinthia Hotels may include EVs in their guest transportation, housekeeping, and maintenance operations. This strategy cuts greenhouse gas emissions and increases the brand's attractiveness to eco-conscious travellers. By demonstrating its commitment to sustainability through visible activities, Corinthia can recruit a high-value consumer base that values environmentally friendly practices, enhancing its market position and assuring long-term success.

Ibis Hotels (Accor Group): Expanding in Developing Countries 

Ibis Hotels should prioritise extending its footprint to developing countries like Brazil, Colombia, and India. The paper emphasises Ibis' broad market appeal and competitive pricing strategy, positioning it well for expansion in emerging regions with increased demand for affordable and reliable lodging. 
Singh (2021) found that hotel expansion in developing nations can leverage on increasing urbanisation and economic growth, resulting in huge market potential. Furthermore, Woo and Mun (2020) discovered that entering emerging regions enables hotel chains to diversify their revenue streams and increase brand recognition worldwide.
Ibis Hotels can tap into the burgeoning middle class and boost tourism by entering markets such as India, Brazil, and Nigeria. These regions have a high occupancy rate potential because of their vast populations and increased business and leisure travel. Investing in local alliances and tailoring services to regional preferences will help Ibis boost its competitiveness and achieve significant development in these emerging areas.
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Revenue earned by Corinthia Hotel Group	
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Revenue earned by Ibis Group	
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