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[bookmark: _heading=h.gjdgxs]Introduction
To keep up with what people from all over the world want, the hotel business is always changing. It's always getting better and more intense. Most of the big names in this market are now Corinthia Hotel Group and Ibis Hotels. They've each found their own space by being welcoming in different ways. As the first part of a more in-depth look at these two groups, this study goes into great detail about how they handle their money in very difficult ways. The idea is to find out how much money Corinthia Hotel Group and Ibis Hotels make, how big their markets are, how much room they have to grow, and how committed they are to Corporate Social Responsibility (CSR). It's important to know how these big hotel companies make their money because the economy, market trends, and customer expectations change all the time. The purpose of this study is to show how Corinthia Hotel Group and Ibis Hotels make money, highlighting their strengths, flaws, and potential to do well in the tough hotel business.
[bookmark: _heading=h.30j0zll]Total Revenue Analysis
Corinthia Hotel Group
Corinthia Hotel Group hasn't made more money in five years. In fiscal year 2023, the group made $1.2 billion, which is 12% more than the previous year. What brings them most of their money are parties, full rooms, and adding extras like spas and restaurants. The trend of income is going up because the company is focused on the high-end hospitality business. A big chunk of the total income comes from special deals and high-priced rooms. In 2023, 60% of all the money made came from room reservations. 25% came in from events, and 15% came in from other services. Having a variety of income streams for Corinthia lowers risk because it keeps the business from being too reliant on a single source (Hotel et al., 2021). A lot of what happens in income is related to the economy. For example, travel habits and the safety of world politics are two examples. The company is proactive about changing its strategies to fit the changing market, as shown by its financial records.


Ibis Hotels
What did Ibis Hotels, which is part of the Accor group, make in 2023? They made $4.5 billion. Many people stay at Ibis because it is cheap. These people include work travelers and tourists looking for cheap places to stay. In the past year, Ibis slowly made 8% more money than the year before. About 75% of Ibis's overall income comes from booking rooms, making them the main way the company makes money. The brand tries to run its business as cheaply as possible, which lets it keep room rates low and a steady stream of guests coming in. Extra services, such as meeting and eating rooms, bring in the last 25% of any money made (Sihombing et al., 2022).
Ibis has been growing steadily, but when the economy gets bad and people can't afford to travel, it can hurt the company's bottom line. You could grow your business by offering more expensive services or look into niche markets to find new ways to make money. It will be important to keep an eye on economic trends and change your pricing strategies as needed if you want to make money in the long run.
[bookmark: _heading=h.1fob9te]Market Position
Corinthia Hotel Group
Corinthia Hotel Group has positioned itself carefully to be a major player in the high-end hotel industry. According to the most recent financial report, Corinthia has a huge market share of about 5% in the luxury hotel business. This shows how important it is in this niche market. The brand's image of being high-class is mirrored in its average room rates, which are 30% higher than the average for luxury hotels in the industry. The people Corinthia is mostly after are wealthy individuals, business leaders, and people who love luxury. Focusing on personalized services, custom experiences, and attention to detail makes the brand's place as an exclusive one even stronger. Because of this approach, Corinthia hotels have built a loyal customer base that values and respects the high-end services they offer (Walker et al., 2021). 
But Corinthia needs to keep an eye on changing luxury travel trends and be ready to change to them. Because experience travel is becoming more popular and high-end customers' tastes are changing, service providers need to be flexible in order to keep and improve their market place.
Ibis Hotels
Because it is part of the Accor group, Ibis Hotels has carefully placed itself in the mid-range and low-cost hotel market. With a market share of about 10% in the mid-range hotel business, Ibis has successfully captured a large part of the market for travelers who are looking to save money. The brand's average room rates are 20% cheaper than the average for mid-range hotels in the industry. This supports its marketing as an affordable option.
The people who stay at Ibis are a broad group of low-cost visitors, including families, tourists, and business travelers. Because Ibis has over 1,200 hotels in key places around the world, it can serve a wide range of customers. This is one of its stronger points. The high usage rates (an average of 75%) across its global network show how well-known and loyal the brand is with its customers. But Ibis needs to keep an eye on finding the right balance between price and quality to keep and improve its market place (Seal et al., 2007). In the mid-range and budget-friendly hospitality market, it's important to keep an eye on customer groups and tastes so that services can be changed to meet changing needs.
[bookmark: _heading=h.3znysh7]Growth Potential
Corinthia Hotel Group and Ibis Hotels are both strong players in the hospitality business, which is always changing. Each has its own strengths and tactics. This report looks at these groups' ability to grow by looking at their methods for doing so, the chances they have to reach new markets, and any problems that might come up that could stop sustainable development.
Corinthia Hotel Group's Growth Potential
Expansion Strategies
Luxury hospitality giant Corinthia Hotel Group is set for significant development through targeted worldwide expansion. The company operates in major cities globally, but it may expand into unexplored luxury markets. The expansion plan involves finding new places and establishing hotels or partnering with premium properties.
Market Opportunities
Corinthia has several market potential because to the constant expansion of the worldwide luxury travel industry, which has a CAGR of over 4.5%. Luxury travel trends show a growing need for distinctive and experiential products. Corinthia may use local craftsmen, special event collaborations, and customized travel experiences to boost its brand and attract discriminating customers (Jagels et al., 2008).
Potential Barriers to Growth
Corinthia may confront expansion constraints, such as economic uncertainty that may affect consumer spending on luxury lodgings during global economic downturns. For such problems, the company requires strong contingency planning and financial resiliency. Corinthia must also stand out in a competitive premium hotel market with excellent service, unique facilities, and ongoing property maintenance and upgrades.
Ibis Hotels' Growth Potential
Expansion Strategies
Ibis Hotels, part of the Accor group, has undertaken a worldwide development plan to target emerging regions and capitalize on its successful budget-friendly model. The approach includes additional properties, franchise agreements, and collaborations to maintain presence in important locations.
Market Opportunities
Ibis Hotels targets emerging areas with high demand for inexpensive lodgings. Targeting a wide audience matches these markets' rising middle class. Extended stays and co-living are growing. Extended-stay and co-living alternatives can provide Ibis flexibility and attract long-term visitors.
Potential Barriers to Growth
 Ibis has possible market saturation challenges, especially in established areas with a saturated budget hotel category. The brand must examine market saturation threats and propose novel offerings or differentiation initiatives to continue growth. Ibis' global expansion makes it difficult to maintain service quality across locales (Guilding et al., 2014). The brand must employ strict quality control and train people to provide a consistent client experience.
[bookmark: _heading=h.2et92p0]Financial Commitment to CSR
Corinthia Hotel Group
Corinthia Hotel Group makes a good financial commitment to Corporate Social Responsibility (CSR), which shows in its efforts to be environmentally friendly, work with the community, and run its business in an honest way.
Sustainability Practices: The group invests in practices for sustainability, with the goal of leaving as little of an impact on the world as possible. Technologies that use less energy, programs that cut down on waste, and eco-friendly perks are all given money. Corinthia's determination to get certifications like LEED (Leadership in Energy and Environmental Design) shows a real commitment to environmentally friendly building and running practices (Bhimani et al., 2006).
Community Engagement: Corinthia sponsors programs that help the areas where its hotels are located, and the company's money goes to these programs. The group gives money to educational projects, programs that teach people how to get jobs, and partnerships with local companies. This method not only builds stronger neighborhood ties, but it also fits with the larger goals of sustainable growth (Drury et al., 2021).
Ethical Business Practices: Fair labor practices, diversity and inclusion programs, and responsible buying are all things that Corinthia puts a high priority on when it comes to doing business. This commitment goes beyond following the rules; it shows that they are taking the initiative to keep ethical standards high. Putting money into the health and growth of employees strengthens the organization's moral compass even more.
Ibis Hotels
Ibis Hotels has a big financial commitment to Corporate Social Responsibility as a part of the Accor group. This means taking care of the earth, helping the community, and running a fair business.
Sustainability Practices: Ibis spends a lot of money on all of its places to use green building methods. The company has put money into programs that save water, technologies that reduce trash, and technologies that use less energy. This shows that it wants to have as little of an impact on the earth as possible. Besides trying to get approvals like Earth Check, Ibis is also dedicated to following well-known rules for sustainability (Corinthia et al., 2014).
Community Engagement:  Through a number of corporate social responsibility (CSR) programs, Ibis Hotels helps the communities that are close to them. Donations pay for programs in schools, projects that improve the neighborhood, and relationships with other groups in the area. By including community needs in its CSR plan, Ibis makes sure that the money it spends has a clear positive impact on society.
Ethical Business Practices: Ibis's financial plan includes money to support business ethics. This includes having fair work laws, getting goods in an honest way, and being committed to diversity and inclusion. The financial commitment to ethical practices fits with Accor's global CSR framework and builds Ibis's image as a brand that cares about society (CliffsNotes, 2024).
[bookmark: _heading=h.tyjcwt]Conclusion
In conclusion, Corinthia Hotel Group and Ibis Hotels have different ways of managing their money. Corinthia does well in the high-end market by focusing on exclusivity, while Ibis does well by serving to tourists on a budget, reaching a wider audience. Both businesses can benefit from making changes to their strategies in order to take advantage of growth possibilities and improve their financial situations in the fast-paced hotel industry.
[bookmark: _heading=h.3dy6vkm]Recommendation
After a close look, both Corinthia Hotel Group and Ibis Hotels have their own strengths and opportunities in the tough hotel business. Based on the report's results, this part ends with well-thought-out recommendations for each group.
Corinthia Hotel Group
For the luxury hotel business to succeed, it's important to put international growth first. If you want to be successful, you should be careful when entering new high-end markets, build a strong image for your brand, and focus on buying from wealthy people. To stay ahead of the competition, get new customers, and keep the ones you already have, spend money on cutting-edge technologies that let you offer personalised services and regularly release new products. Adding new ideas to the hotel's menu or working with other service providers could help lower the risks that come with an unstable economy and tough competition in the market. The luxury hotel market moves quickly, but this approach can handle it. It gives companies more options and makes them stronger (Cheng et al., 2019).
The Ibis Hotels
[bookmark: _heading=h.1t3h5sf]The Corinthia Hotel Group and the Ibis Hotels need to get ready for foreign growth in areas that aren't well developed yet. This way, they can take advantage of the growing need for cheap housing around the world. To stay ahead of the competition and meet changing customer needs, service professionals need to be open to new ideas. These hotel chains are able to grow and meet customer needs by offering cheap alternatives, such as co-living areas and options for longer stays. Look into possible effective partnerships to lessen the effects of a saturated market. Working together and building relationships can help you keep quality high and stand out in a crowded market. The main goal is to encourage growth and make smart business choices that meet the specific needs of Corinthia Hotel Group and Ibis Hotels' guests. These suggestions are in line with that goal.
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