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Executive summary
The report has determined the detailed comparison between two famous hotels which are Corinthia Hotels and Ibis Hotels. Hence, for the sake of doing this, it has considered various factors based on the performance as well as the actual position of the businesses has been highlighted. For the sake to keep sustainable operations, monetary management in the inn sector involves optimising profits, restricting expenses, and maximising profitability. It includes sales control, forecasting, value control, and budgeting techniques designed specifically for the special problems faced by means of the hospitality industry. Long-time period profitability and competitiveness inside the marketplace require effective financial control, which incorporates assessing marketplace traits, controlling cash flow, investing in infrastructure and technology, and hanging a stability between operating fees and guest happiness. Therefore, it has highlighted the market position, total rate of revenue, and potential related to the growth along with CSR activities. In addition to this, recommendations have been produced for both stated businesses.  
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[bookmark: _Toc157719313]Introduction  
The concept of financial management in the hotel industry can be defined as the type of process that helps the management to enhance the overall performance in a smoother manner. The report will shed lights on the discussion that will be made on the comparison of two of the popular business entity named Corinthia Hotel Group and Ibis Hotels. The elaborations that will be made will be lined up with the concept of financial management of the hotel industry where, the total revenue earned by the business will be made. In addition to this, the report will also shed lights on the comparison that will be made on the market position of the two mentioned business entity where the market share, market opportunities will be made. The growth potential of the mentioned business entity will also be made along with the overall financial commitment to CSR of each organisation respectively. 

 

[bookmark: _Toc157719314]Explaining the total Revenue of the mentioned business entity 
[bookmark: _Toc157719315]Expressing the total revenue of Corinthia Hotel Group
Discussing the source of revenue
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Figure: Showing the source of revenue
Source: (corporatefinanceinstitute, 2023)
The Corinthia Hotel Group probably makes cash from some of exceptional resources, which includes reservations for rooms, dining and catering, spa and well-being centres, conference and event web hosting, and maybe joint ventures with on line reserving sites or travel marketers. In addition, tour developments, geopolitical troubles impacting travel styles, and the nation of the world economy as an entire may want to have an impact on the organisation’s earnings (Nguyen et al., 2024).


Discussing the revenue trends 

Figure: Presenting the revenue trends
Source: (corinthia, 2024)
Successful advertising techniques, enjoyable purchaser remarks, marketplace expansions, and the release of novel services are some examples of things that would increase sales. On the alternative hand, a drop in revenue may want to result from geopolitical unrest, purchaser preference adjustments, bad press, or monetary downturns (corinthia, 2024). However, according to the research, it can be seen that the overall revenue that is been earned by the hotel chain has been determined to €95.8 million (Curtis and Mont, 2020).
Factors driven for the revenue growth or decline of Corinthia Hotel Group 
Sustained international financial stability, a success enlargement initiative, outstanding customer reviews, and green advertising may be the principal drivers of Corinthia Hotel Group’s revenue boom. On the alternative hand, a drop in income can be due to elements consisting of consumer preference modifications, geopolitical unrest, awful press, and economic downturns (Schneck, 2020).
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Discussing the source of revenue
The foremost assets of earnings for Ibis Hotels are reservations for rooms, food offerings, and additional features like assembly areas and event area. The achievement of their marketing campaigns, popular financial conditions, and worldwide travel tendencies all have an effect at the emblem’s revenue developments (accor, 2024).
Discussing the revenue trends

Figure: Exploring the revenue trends of Ibis Hotels
Source: (accor, 2024)
Ibis Hotels might also see revenue growth as a result of the usage of loyalty programmes, improving patron experiences, and coming into new markets (Nguyen et al., 2024). Partnerships with tour agents and wonderful on-line reviews can also assist. On the alternative hand, occasions like recessions, fitness problems, or awful press may reason a drop in sales.


Factors driven for the revenue growth or decline of Ibis Hotels
Sustaining revenue boom requires making an investment in generation, preserving prices competitive, and responding to shifting client demands. Ibis Hotels desires to keep a watch on marketplace tendencies and also pays attention to patron input a good way to live afloat in the ever-converting hospitality sector in a better way (Nguyen et al., 2024). 
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[bookmark: _Toc157719318]Detecting the Market Position for Corinthia Hotels
Market share:
The market share of the particular business Corinthia Hotels has been identified from their annual report where it can be seen that there are around 25 of the hotels are presently acquired in various places. Moreover, it has achieved level 7 in the context of the hotel design. The overall numbers of the commercial properties have been detected as 6 which are mainly presented in 16 different countries. Now, the price per share that the particular business owns is 0.454 €. However, the actual number of the issued capital has been collected as € 616m and also the overall asset’s valuation is € 1.7 bn (Rosário and Raimundo, 2021). 



Customer demographics:
This stated business is basically famous for its luxurious and grand services, therefore the main target customers are individuals with comparatively higher rates of CPIH (Sudirjo, 2023). Apart from this, people between the ages of 35 to 65 have a sophisticated high demand the high-quality taste in consuming services is the main customer segment. There are also a large number of international customers presented for the specific hotel. For example, it has visitors from London, Lisbon as well as Malta. St. Petersburg (Jagels, 2007). 
Brand perception:
The biggest beneficial brand perception of the particular hotel business is its elegant structure, high-quality services as well as high-end amenities. However, it is also suffering from a negative perception of the brand due to the limited rate of brand awareness among a wide range of customers. 
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Market share:
The market share of the mentioned hotel Ibis Hotels can be determined on the basis of the number of hotels they have which is around 1700 on the basis of the globe in which the number of pipeline is around 62000 of the rooms of the hotels. However, the share of 38 % among all these hotels is presented within the Asia Pacific, 27 % within the region of Europe as well as 30 % in Latin America (Walker, 2021). 

Customer demographics:
The individuals who search for the budget services for the hotels are the key target of this specific hotel. Moreover, travellers who are comfortable with budget-friendly hotels mainly include Gen Z, Millennials, and the age group of people between 21 to 35. 
Brand perception:
The brand perception of Ibis Hotels is mainly carrying positive along with negative factors. Here, the positive brand perception of the specific business mainly highlights the cleanliness, affordability as well and convenience due to the presence of the hotel in customer-engaged areas. On the other hand, the limited access to the hotels, lower rates of customer service in some hotels as well as reduced rate of the amenities (Tranter et al., 2014). 
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Figure- Budget of Ibis Hotels in Brazil
Source- (accor, 2024)
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The overall strategies implemented by the companies in order to expand their market could have a major influence on the growth potential of the firms. The availability of various market opportunities could also impact the growth of the companies within the market. Furthermore, there are various issues that are associated with the growth of the company
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Discussing the expansion strategies of the company
The Corinthia Hotels have a prominent presence in Europe and the Middle East with an expansive portfolio. The company utilises a variety of growth strategies that help the business expand more effectively. The company conducts surveys and other analyses on the potential location to gain insights into the new location (Aaker and Moorman, 2023). This allows the company to gauge the location effectively and make decisions regarding expansion.
Market opportunities
Based on the market and other factors influencing the external environments of the company, there are various market opportunities that are currently available to the company. Since the company lacks a presence in Asian and American countries, the company could introduce hotels in those markets. The new market would allow the company to improve their presence in the international market more effectively.




Issues faced by the company in growth strategies
Despite high growth potential, the company faces certain challenges related to the growth of the company. One of the major threats the company could face is related to the high competition in the new markets from more situated companies (Onyusheva, 2020). The company also face issues related to new economic environments which could impact the finances of the company.
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Discussing the expansion strategies of the company
Ibis Hotels is one of the most well-known brands in the global market which implies the company operates in almost all the continents. The heavy market presence has a major impact on the performance of the company. The company focuses on growing its operations with the help of effective market analysis. The company explores the market and various components that could influence the market such as competition.
Market opportunities
The company have a significant presence in the market with expansive operations yet there are various market opportunities available to the market. Since the company already operates in numerous markets, the company could focus on expanding operations in available countries with preexisting operations (Paley, 2021).
Issues faced by the company in growth strategies
The company could face issues related to various factors involved with the market in regards to expansion. Considering the company is mainly focused on expanding operations to capture more market share, the company could face heavy pushback from competitors. This could also be financially challenging for the company as opening new hotels in the highly competitive market could be cost-heavy for the company. 
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This respective Corinthia Hotels has been considered as a good quality hospitality service provider in Europe, Africa and other aspects (Badia et al., 2024). This hotel industry has been trying to critically focus on the development of the environment as according to them, this is the place where they need to keep more focus on their business growth (Song et al., 2024). Their policy is envisioned to subsidise towards the accomplishment of the UN Sustainable Development targets, mainly within the authorities in which it works, and henceforth Inspiring Lifespans through the goal of Corinthia. 
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Figure: CSR activities of Corinthia Hotels
Source: (corinthia, 2024)
On the basis of the research, the goal of CSR policy is to allocate a certain amount of the gained income to the development of sustainability through safeguarding the lifestyle of individuals and the communities where it operates. Along with that, the higher management of the entity tries to incorporate the goal of sustainability towards the operation of its daily activity and make decisions to invest in the growth of the entire environment to make it pollutant-free (Elhoushy and Ribeiro, 2024). While following the CSR activities of this respective business their higher management is trying to follow all kinds of environmental laws as well as international norms of behaviour to cover the expectations of stakeholders as well as develop the environment in a simultaneous way (Gond et al., 2024). 
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The respective hotel services provider has now been trying to implement a significant sustainable approach several times then is focusing on several initiatives. For example, reducing the use of plastic items between 2022, and targeting carbon neutrality from its properties by the end of the time of 2050. 
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Figure: CSR activities of Ibis Hotels
Source: (accor, 2024)
Their guesthouses also frequently present their personal CSR activities to attract other service providers to take an active part in the journey of reducing harmful effects on the planet. For example, the segment of this is trying to use the smart building supervisory process to reduce the level of energy consumption (Simon and Lane-Zucker, 2024). Another one is, that the air habituation and space heating are modified depending on the tenure rate of the rooms and the movement of people in certain areas from the implication of alteration detectors. The hotel also vigorously cooperates with nutrition banks and local trades to get control over the wastage of food waste (Aguinis et al., 2024). 

[bookmark: _Toc157719326]Recommendation 
One recommendation for Corinthia is to incorporate the goal of sustainability on it’s daily activity operations, and invest in the efficient system and appliances to reduce hotel’s carbon footprint and make it pollutant-free.
One recommendation for Ibis Hotels, part of Accor, is to keep more focus on the continuous investment in CSR activities as this can create their image as unique among the audiences (Bekele et al., 2024). As well as this gave this business a development opportunity where every individual tries to connect their activity with the benefit of the environment over time. Also, this tries to keep focus on the outsourcing option for giving their services as this has a positive impact on the overall productivity in a precise manner. 

[bookmark: _Toc157719327]Conclusion 
This report indicates the operational activity of two well-reputed hotel service providers that have been capable of offering good quality services to the audiences in a precise manner. In terms of giving their services to the audiences, this respective business has been earning a certain amount of income as well as investing this in CSR activities for the goal of overall improvement of society. The diversification among the market share and consumer demographics has been clearly depicted in the portion with the help of several numerical data as well as graphical charts. Apart from that, the development potential of both hospitality service providers by the illustration of market opportunities, expansion strategies and other aspects has been covered in the part more effectively. 
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Corinthia Hotels income statement
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Ibis Hotels income statement
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Revenue earned by Corinthia Hotel Group	
2019	2020	2021	2022	5119	75649	30328	2342	Number of Years 


Number of Reveue




Revenue earned by Ibis Group	
2019	2020	2021	2022	6491	84322	43983	50202	Number of Years 


Number of Revenues 
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