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[bookmark: _Toc157416727]Executive Summary
This report will bring information about the revenue generation of Corinthia Hotels and Ibis Hotels. This will offer information regarding the sources of revenue, revenue trends of the firms and reasons for revenue growth. Further, this report will also show necessary information about market positioning through market share and brand perception. Here, the growth potentiality of both firms will be also discussed. In this segment, expansion strategies of the firms, available market opportunities and potential barriers that can hamper the growth will be also added. Further, the financial commitment to CSR by Corinthia Hotels and Ibis Hotels will be also provided. At last, necessary recommendations for both firms will be also included considering the analysis of this report. 



[bookmark: _Toc101999040][bookmark: _Toc157416728]Introduction 
The hospitality sector has been developing over the years and the organisations engaged in the service offerings in the sector are also focusing on different strategies to grab a higher market share. To ensure revenue generation the organisations are hoping to improve the services offered by them. This report will contain information based on two hotel groups named Corinthia Hotels and Ibis Hotels. Here, Corinthia Hotels focuses on a luxurious hotel experience and ensures a unique service for the guests. This is a small player in the global luxury hotel sector (Harif, and Hameed, 2022). The target audience of this firm is affluent travellers. On the other hand, Ibis Hotels, a part of AccorHotels is a major player in global budget-friendly hospitality destinations. This organisation holds a large share in the global market and the target audience of this firm is budget-conscious visitors. 

[bookmark: _Toc157416729]Analysing and comparing the total revenue obtained by each organisation
[bookmark: _Toc157416730]The sources of revenue
Here, the major source of revenue generation for Corinthia Hotels is room revenue. This organisation has been offering luxurious hotel rooms for visitors. It targets mainly leisure travellers. Further, food and beverage are another major source of revenue as Corinthia focuses on a unique culinary service for the visitors (Seo, 2021). Spa and wellbeing treatments are also considered as the major source of revenue for the firm. Since the organisation provides luxurious services to the visitors, obtaining revenue from the spa is an additional income. On the other hand, Ibis hotels focus on budget-friendly room revenue. It offers room services for travellers who focus on budget-friendly accommodations. The ancillary revenue of the firm is the second-highest source of revenue. Here, food and beverage and other necessary services contribute a significant amount to the total revenue. However, considering Corinthia Hotels, the revenue from food and revenue is insignificant for Ibis Hotels. Here, group booking is a large source of revenue for Ibis Hotels (Kahveci, 2023). Sometimes, large groups from different corporate offices and travel agencies come to take the group booking due to the budget-friendly offerings of the firm. 
[bookmark: _Toc157416731]Revenue trends
In following the revenue trends of Corinthia Hotels and Ibis Hotels have been provided-

Figure 1: Revenue trends of Corinthia Hotels and Ibis Hotels
Source: Self-made (Using the annual reports)
From the revenue trends of both firms, it can be seen that the firms are achieving an increasing revenue over the years. Though the revenue of Ibis Hotels is showing too high than the revenue of Corinthia Hotels, it is happening because the revenue of AccorHotels Group is showing here. The financial statements of this group do not show separate revenue for Ibis Hotels. However, the Ibis Hotels are simultaneously contributing to the revenue generation of the group (Legrand and Laeis, 2022). After the downfall in revenue generation during COVID, both firms have reached a growth phase in the last two years. 
[bookmark: _Toc157416732]The factors driving revenue growth
After recovering from COVID, Corinthia Hotels has achieved a 95% increase in revenue in the last year compared to 2021. This has been ensured due to the market expansion of the firm in Africa and Southeast Asia. Further, the revenue management of the firm has also contributed to the revenue growth. This organisation has ensured a high occupancy rate by considering the service pricing. Furthermore, focusing on key markets has also ensured revenue growth for the firm. Here, this organisation has focused on London, St Peterburg, and Malta mostly and obtained a high revenue. On the other hand, Ibis hotels have achieved revenue growth due to the resilient demand. This organisation has obtained a high revenue from European and Latin American markets (Karatepe and Okumus, 2021). Cost optimisation has also contributed to the revenue generation of the firm. Considering the revenue, this organisation has spent a lower operating cost in 2022 than in 2021. Furthermore, expanding business in Asia and Africa has also contributed to revenue growth.  
[bookmark: _Toc157416733]Assessing the market positioning of the hotel groups
It is necessary to measure the market share, customer demographics, and brand perception to assess the market positioning of Corinthia Hotels and Ibis Hotels. In following those factors have been analysed-
	Factors
	Corinthia Hotels
	Ibis Hotels

	Market share
	Corinthia Hotels holds a small market share considering the global luxury hotel giants. It is considered a niche player in this segment. Here, some of the giant hotel groups such as Hilton and Marriott are holding the major market share. However, Corinthia Hotels are holding a major portion of Malta. 
	Considering the budget-friendly, hotel accommodations, Ibis Hotels are holding a significant market share. This hotel is a major player in this segment and due to the global network of AccorHotels, Ibis Hotels always gets the preference of budget-friendly visitors (Çop and Alola, 2021). 

	Customer demographics
	Corinthia Hotels mainly focuses on affluent travellers. This hotel offers services to the visitors who seek a high-end hotel experience. It offers an exceptional service to leisure travellers and business executives (Aboramadan and Karatepe, 2021). Travellers having high disposable incomes are the target of Corinthia Hotels. 
	Budget-conscious visitors are the major target of Ibis Hotels. They focus on several visitors rather than charging a particular visitor with a high amount. They focus on solo travellers, students, budget-focused professionals and families. They consider the young travellers mostly. 

	Brand perception
	Corinthia Hotels are highly considered for their presence in the luxury hotel segment. They offer personalised services and unique cultural experiences (Mehta and Ramkumar, 2023). Due to providing an exceptional service, they also charge a premium price from the visitors. 
	Ibis hotels are considered for budget-friendly and affordable services. Their services have a comfortable touch with cleanliness and reliability. They do not focus on personalisation or unique service experience. Therefore, they offer services at a competitive price. 


[bookmark: _Toc157416734]Evaluating the growth potentiality of the firms
[bookmark: _Toc157416735]Expansion strategies
Corinthia Hotels are considering the geographical expansion of their services. They are trying to capture some of the Southeast Asian nations and Africa. They will focus on the luxury tourism of these areas. Again, this organisation is also considering strategic partnerships. Here, Corinthia Hotels is ensuring necessary collaboration with airlines, loyalty programs and travel agencies. On the other hand, Ibis Hotels are focusing on continued internationalisation. This organisation is focusing on the emerging markets of Asia to grab the budget-conscious tourism destination (Meira and Hancer, 2021). Further, the digitalisation of the services is another major expansion strategy of this firm. It is focusing on online bookings, mobile applications and other digitalisations. 
[bookmark: _Toc157416736]Market opportunities
Rising affluence in the global boundaries is increasing the opportunities for Corinthia Hotels as these hotels are offering luxurious services to the customers. It focuses on luxury travel experiences too. Further, the increasing blend of leisure and business travel is also increasing the opportunity for Corinthia Hotels. On the other hand, increasing urbanisation opens the doors for Ibis Hotels to get growth opportunities in budget-friendly areas. Here, people have been focusing more on budget travel in recent days (Djajasinga and Rihardi, 2021). Here, the popularity of budget travel has opened a new expansion channel for Ibis Hotels. Therefore, both firms are enjoying market opportunities. 
[bookmark: _Toc157416737]Potential barriers to growth
The high investment cost is one of the major barriers for Corinthia Hotels to obtain growth opportunities. Renovating the hotels in London, St Peterburg and Malta requires a high investment cost. Further, intensifying competition among luxury hotels is also hampering the growth potentiality of Corinthia Hotels. On the other hand, rising operational expense is mentioned as the major barrier for Ibis Hotels to obtain growth opportunities (Hendriyatmoko and Poernomo, 2023). Here, this has been impacting the profit generation of the firm. Further, maintaining brand differentiation has become difficult for the firm. Despite focusing only on budget-friendly travel, consumer expectations of luxurious service are hampering this attention. 
[bookmark: _Toc157416738]Financial Commitment to CSR
[bookmark: _Toc157416739]Financial commitment to CSR initiatives of Corinthia Hotels 
Corinthia Hotels have allocated €5 million in 2022 as corporate responsibility which represents almost 1.2% of the operating revenue. This investment in CSR has been distributed in some of the major areas. This organisation has contributed €1.5 million in energy efficiency activities in that year. This contribution has reduced the energy consumption by 10% which is a major resource saving for the firm. Again, the investment of €0.75 million for the community engagement activities is another major task ensured by the firm (Bagdadi, 2023). This has contributed to education, local communities and other cultural initiatives. Furthermore, the investment in sustainable sourcing of €0.5 million has also ensured the growth of the local community by 15% which is a major contribution by this firm in CSR. 
[bookmark: _Toc157416740]Financial commitment to CSR initiatives of Ibis Hotels 
From the analysis of AccorHotels Group, the parent group of Ibis Hotels, a proper idea regarding the financial contribution of the firm can be achieved. Here, this group has contributed €212 million to CSR activities (Varga and Cobanoglu, 2021). This investment has been made for a CSR program of this firm named Planet21 Program. This contribution has been made by all the brands of AccorHotels Group. Moreover, a sustainable practice is considered by Ibis Hotels to ensure the cost-saving practice within the organisation. Since the firm has been considering budget-friendly accommodations for visitors, it is trying to ensure cost-saving practices within the organisation. A major focus on environmental sustainability has been also achieved by Ibis Hotels which ensures sustainable energy use and responsible material sourcing. 
[bookmark: _Toc157416741]Recommendations
[bookmark: _Toc157416742]Recommendations for Corinthia Hotels
Expanding collaboration with strategic partnerships.
Justifications: Corinthia Hotels have been focusing on luxurious travel experiences. In this case, this firm should ensure a strategic partnership with travel agencies to get the visitors who want this type of service (Karina, 2022). Further, partnering with airlines can also ensure providing exceptional service to the visitors of Corinthia Hotels. From the analysis of the annual reports of 2022 this firm, the partnership with Air Malta has been contributing to the revenue generation of the firm. In this case, the firm should focus on partnering in some other areas too. Here are some more recommendations-
· Exploring the boutique hotel area can be a major way to obtain a specific number of customers (Ben Issa, 2021).
· Focusing more on personalised experience can ensure a greater customer experience which can lead to deeper customer satisfaction and ensure customer relationships.
· Ensuring sustainability to reduce operational costs will be an effective move for the firm.  
[bookmark: _Toc157416743]Recommendations for Ibis Hotels
Investing in technology and focusing on digital marketing.
Justification: Competition has been increasing in the budget-friendly travel sector. In this case, focusing on technology and digitalisation of the services can grab the attention of the customers. In this case, offering online bookings will increase the number of visitors to the firm. Moreover, focusing on digital marketing can also grab the attention of customers from different areas where the firm is thinking of expanding its business. In this case, the firm should focus on some other areas too. Here are those-
· Partnering with local communities can offer firm-specific service opportunities. 
Offering eco-friendly services can grab the attention of visitors to new markets (Hyppönen and Petrelius, 2022).
· Ensuring flexible work facilities can ensure customer engagement and improve service offerings. 

[bookmark: _Toc101999047][bookmark: _Toc157416744]Conclusion 
Hospitality organisations need to focus on market expansion. Considering the similar location to offer services can hamper the growth opportunities. Moreover, this can also hamper the revenue generation of the firm if new firms arrive to offer services in a similar area. In this case, focusing on national and global expansion is necessary. Here, the firms should consider different factors while focusing on business expansion. In this case, considering market factors, target audience, and organisation-specific strengths and weaknesses is necessary (Dressler and Paunovíc, 2021). This can offer the firms a proper guideline on the ways to develop business activities and grab the attention of the customers in the national and global boundaries. In this case, the firms also need to focus on the barriers so that they can avoid them to obtain the growth opportunities. 
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Corinthia Hotels	2020	2021	2022	91909000	129266000	238207000	Ibis Hotels	2020	2021	2022	1621000000	2204000000	4224000000	
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Consolidated income statement
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6.1.1 Consolidated income statement

(€inmilion) Notes 2020 202
Revenue 4 2,204 4224
Operating expense 4 2182) @549
Current EBITDA 2 675
Depreciation and amortization (49) (228
Current EBIT (@28) 447
‘Share of net profit/foss) of equity-investments 5 @73) )
Current EBIT including share of net profit/{loss) of equity-investments. )] 480
Other income and expenses 7 s &
Operating profit s 543
Net financial expense n no9) (84)
Income tax 2 ) 8
Profit from continuing operations ] 384
Profi from discontinued operations 5 7 43
Net profit of the year %0 426
« Group share 8 02

from continuing operations 8 359
from discontinued operations 7 4
« Minority interests 6 2
from continuing operations 6 2
from discontinued operations - .

Basic earnings per share (in curos)

Earnings per share from continuing operations (010) 123
Earnings per share from discontinued operations 029 o016

Basic earnings per sh B 019 140
Diluted eamings per share (in curos)

Diluted earnings per share from continuing operations. (010) 123
Diluted earnings per share from discontinued operations 02 o016
Diluted earnings per share 5 019 139
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INCOME STATEMENT — THE GROUP

Revenue 6 129,266 91,909
Costs of providing services 7 (65,620) (53.956)
Gross rofit 63,606 37,953
Marketing costs (@506 (5,530)
Administrative expenses i (@7,647) (27,33)
Other operating expenses 5 (4,965 (.87)
‘Operating resuits before depreciation and fair value gains/(lossas) 26528 (3.807)
Depreciation and amortisation 7.12,15,16 ©0613) @5779)
Other losses aising on property, plant and equipment 15 (5.353) (@2.925)
Impairment losses attributable to intangibles 12 £ (2,368)
Other operationl exchange losses (1569 57
Net changes in fair value of investment property 1 1321 (5.228)
Net changes in airvalue of indemnification assets 13 (6.228) :
Results from operating actvtes 5 (15,909) (50,050)
Net changes in air value of financial assets through profit and loss 2 743 115
Finance income. B

 interest and similar income 506 702
Finance costs g

- interest expense and similar charges (2as80) (23554)
- net exchange differences on borrowings (08) (12:325)
Share of net gain/(loss) of associates and joint ventures accounted for

using the squity methad s 1124 (@498)
Other gains/(losses) (156) 2
Reclassification of curency translation raserve to proft and loss upon loss

in joint control 18.401) - (2.802)
Loss before tax @9584) 90.362)
Tax credit 10 9256 14713
Loss forthe year (30,328) 75,609
Loss forthe year atributable to:

- Owners of Il @s312) (63050)
- Non-controling intarests .016) (12,599)
Loss forthe year attributable to Owners of Hl and non-controling nterest ©0328) (75.649)

Eamings per share " (0.05) ©10)




