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The comprehensive business report examines the financial management strategies of Corinthia Hotels and Ibis Hotels, two formidable players in the hospitality industry. Total revenue, market position, growth potential, and commitment to corporate social responsibility are all important aspects of the analysis. It deciphers the distinct financial landscapes of these entities, draws comparisons, and makes insightful recommendations through careful investigation. Against the background of worldwide challenges, this report offers a nuanced investigation of how every association explores the many-sided domain of monetary administration, forming their separate ways towards sustainability and success in the hospitality sector.
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Total revenue
The Corinthia Hotels had a significant 84% growth in overall revenue in 2022, coming in at €238.2 million, despite being negatively impacted by COVID-19 and the situation in Russia and Ukraine. Due to the geopolitical environment, Russia's foreign business declined. The hotel continued to have steady occupancy rates and local business despite obstacles. Operating profits improved because of the spike in sales (Corinthia.com, 2024). The Group's comprehensive income loss came to €20.3 million because of recognized property uplifts, general currency gains, and fair value losses. Due to continuing negotiations to refinance a bank debt of €29.0 million that was due in 2023, there was a negative working capital of €26.5 million at the end of 2022.
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Figure 1: Hotel Operations - Revenue
(Source: Corinthiagroup.com, 2024)
The parent firm of the Ibis hotel brand, Accor, the Group revealed an astounding €1,149 million in sales, demonstrating an 83% like-for-like increase over the same quarter in 2021 (Atrill and McLaney, 2021). There was a clear split in the growth: Hotel Services grew by 84%, while Hotel Assets & others grew by 80%. Revenue Per Available Room (RevPAR) for the Group increased by an impressive 14% overall in Q4 2019 as compared to Q3 2019, confirming a noteworthy uptick in operational activity since the year's commencement.
Sources of revenue
The Corinthia Hotels gets money from a variety of sources. 80% of income comes from hotel operations, which include lodging, food and beverage sales, conventions, and retail. Hotel management makes money by offering its services to outside developers. Operating hotels and other buildings and generating profit from capital gains and rentals are all part of real estate development (Drury, 2021). There are also revenue streams from other enterprises, such as catering and project management. This comprehensive strategy supports core operations and improves financial stability.
The Management & Franchise (M&F) division of the Ibis Hotel Company is its main source of income. This money is made by charging hotel owners fees, which also include commissions on centralized purchases (Press.accor.com, 2024). The Premium, Mid. & Eco. segment of Accor, which includes brands like Novotel, Mercure, Swissôtel, Mövenpick, and Pullman, is where the M&F revenue is concentrated. The Premium, Mid. & Eco. The division's M&F revenue in the first half of 2023 was €403 million, a noteworthy 39% rise over the same time in 2022.
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Corinthia Hotels 
Market share
The upscale hotel chain Corinthia Hotels has established itself as a premium brand in the lodging sector. The brand is present in several cities throughout the globe, such as Prague, St. Petersburg, and Tripoli. Bucharest and Doha are the planned destinations for future openings (Walker, 2021). With an emphasis on giving visitors an upscale experience, Corinthia Hotels' dedication to quality and elegance strengthens its position in the market.
Customer demographics
When it comes to client demographics, Corinthia Hotels mostly caters to wealthy tourists looking for opulent lodging and first-rate service. The company's service offerings and hotel architecture both showcase its emphasis on care and craftsmanship (Gyurácz-Németh, 2020). The target market for Corinthia Hotels International consists of private travel designers, event management firms, and corporate travel brokers. The US, Canada, and Mexico make up their geographical target markets.
Brand perception
Corinthia Hotels has a generally favorable brand impression due to its reputation for elegance and excellence. The brand's positioning approach is centered on delivering a luxury experience, as seen by its opulent hotel decor and superior service offerings.
Ibis Hotels
Market Share
Within the budget hotel industry, Accor owns the well-known brand Ibis Hotels. Ibis Hotels' market position is reinforced by its wide worldwide reach and dedication to offering good value for money. Ibis Hotels has a well-diversified market share around the globe, with important markets in the Americas, France, Africa-Middle East, and Asia-Pacific. The Americans comprised 17% of the network in 2019 with 25,837 rooms spread over 175 hotels. Ibis's native France accounted for a sizable 22% of the market with 34,139 rooms spread across 388 properties (Mallia, 2022). Africa/Middle East made up 5% of the total with 8,541 rooms, while Asia-Pacific held a commanding 24% of the market with 37,660 rooms spread over 244 hotels. The ambitious growth plans in the pipeline call for the construction of 198 additional hotels and the addition of 24,190 rooms by 2024.
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Figure 2: Ibis brand awareness
(Source: Statistica.com, 2024)
Customer demographics
Ibis hotels cater to those with a youthful spirit and an open approach, particularly targeting those under 35. The clientele is mostly from the top 30% of earners in each of their home nations, indicating a desire to spend money on a high-end, modern hotel experience. Clientele at Ibis are known for their love of music (Zhang, 2020). These clients travel for both work and pleasure, looking for lodgings that offer a vibrant and sociable environment in addition to practical locations and good value.
Brand perception
Ibis hotels are known for their contemporary and cozy design aesthetic, which is exemplified by their lively and welcoming social areas with four unique design concepts and upgraded beds with more support and comfort (Briffa and Agius, 2021). Ibis, which is well-known for its airy and lively atmosphere, has a distinctive music lineup that features both domestic and foreign performers, staying true to its "We Are Open" motto and taking cues from popular songs. Beyond its distinctive sound, Ibis upholds a lean and effective operational framework that guarantees steady GOP margins, high occupancy rates, predictable development expenses, and little volatility. 
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Corinthia Hotels
Growth potential
Corinthia Hotels sets out in a hearty development direction with the turn of events and activity of seven lavish properties in essential areas. Introducing Verde Hotels, another upscale brand, addresses the upper four and lower five-star portions, at first integrating existing unbranded lodgings before extending through administration arrangements universally (Mason, 2022). Corinthia strategically leverages expertise and generates synergies across a variety of markets and industries thanks to the IHI Group's diverse services and world-class management team.
Expansion strategy
New hotels being designed and developed by Corinthia Hotels are slated to open in 2024 and 2025 in Rome, Brussels, New York, Bucharest, Riyadh, and Doha. These accommodations are made to compete at the top of their respective premium market segments.
Market opportunities
Corinthia Hotels has been focusing on premium situated in the city's inn market because of the property's importance, area, and speculation committed by the parties (Seal, 2019). Furthermore, the company is concentrating on making its guest experiences better by being connected and refined.
Potential barriers to growth
Corinthia Hotels experiences development obstructions coming from monetary difficulties like increasing expansion and loan fees, prompting expanded functional expenses. Political and financial flimsiness, especially the conflict in Ukraine and vulnerabilities in Russia, adversely influence explicit undertakings (Nelwan, 2020). Corinthia's global brand expansion strategy faces obstacles from intensified competition in the luxury and upscale hotel segments, necessitating the upkeep and improvement of brand standards. To navigate the dynamic hospitality landscape, Corinthia is actively seeking partnerships, opportunities, and global culinary talent despite these obstacles.
Ibis Hotels
Growth potential
With a global presence that spans 2,200 hotels, a dependable pipeline of 198 new establishments by 2024, and a strategic focus on Europe, Asia-Pacific, and South America, Ibis hotels possess robust growth potential (Argus et al. 2021). With the most noteworthy brand mindfulness in their classification, Ibis flaunts a dedicated customer base of 64 million with a reputation score of 81.94 %.
Expansion strategy
With a global network of 2,200 hotels and plans for 198 new establishments, Ibis Hotels is strategically expanding in Europe, Asia-Pacific, and South America (Kozhukhіvska et al. 2022). Ibis, renowned for its exceptional design and product offerings, introduces three novel concepts, including the Sweet Bed concept, which creates adaptable rooms and lively social spaces. Their effective plan of action guarantees unsurprising improvement costs, high inhabitants rates, and versatility. Through the Heartist program, Ibis fosters unexpected connections and musical inspiration.
Market opportunities
With 1,200 hotels in 67 countries and a robust pipeline for future expansion, Ibis stands out as the leading economy brand worldwide. Ibis's adaptable design concepts—Agora, Plaza, Square, and NEST—which enable both standardization and customization based on regional tastes, further enhance its allure (Wild, 2018). Through its involvement in the ALL - Accor Live Limitless lifestyle loyalty program, which has over 64 million members globally and a strong presence in important markets, Ibis further improves consumer engagement. The company is positioned to benefit from its leadership in the world market and keep providing excitement.
Potential barriers to growth
A significant obstacle is the fierce rivalry from competing economy brands like OYO Rooms, Hampton by Hilton, and Holiday Inn Express (Reinecke and Noll, 2023). There may be differences in brand power, loyalty programs, and market presence. The COVID-19 epidemic serves as an example of how economic uncertainty may drastically reduce demand and occupancy rates, making Ibis hotels more susceptible to future crises and geopolitical risks.
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Corinthia Hotels
Sustainability practices
Sustainable development is something that Corinthia Hotels is committed to. They have put in place some noteworthy programs, such as a property-wide plastic reduction process that focuses on single-use situations (Bacari et al. 2021). In addition, they seek to protect the welfare of their populace and the communities in which they function. It highlights how the Spirit of Corinthia elevates lives.
Community engagement
Corinthia Hotels has demonstrated a proactive approach towards community participation. Over the past four years, they have helped projects in Tanzania, Zambia, Uganda, Kenya, and Cambodia, providing over 45,000 children and families with access to clean water that has changed their lives (Chanyasak et al. 2022). In addition, the Ursuline Sisters received gifts from the Marina Hotel Corinthia family to support the operation of Angela House, one of its residential residences in Pietà, Malta3.
Ethical business practice
Corinthia Hotels adheres to all relevant legal requirements as well as global standards of conduct.2. They have a sound governance policy and are dedicated to making sure that their employees behave honorably through training and laid out policies and procedures.4. 
Ibis hotels
Sustainability practices
As a member of the Accor Group, Ibis Hotels has demonstrated a strong dedication to sustainability (Woo and Mun, 2020). For almost 30 years, the firm has been at the forefront of introducing sustainable development into the hotel industry. Through the implementation of the Planet 21 program, the Ibis Styles Dubai Airport has demonstrated the Group's ambitious 2020 aims.
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Figure 3:CSR approaches of Ibis Hotels
(Source: Press.accor.com, 2024)
Community engagement
Ibis Hotels is dedicated to designing adaptable places that encourage social interactions to meet the needs of its guests and provide inclusive, friendly surroundings.
Ethical business practice
Ibis, a division of Accor, abides by a code of ethics that places a strong emphasis on legal compliance, ethical commitment to stakeholders, integrity, and managerial accountability.
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· By diversifying its investment portfolio and closely monitoring the political landscape, Corinthia Hotels should actively address geopolitical challenges, particularly in regions like Russia and Ukraine.
· Ibis Hotels ought to focus on upgrading client dedication programs. Offering remarkable motivations and customized encounters can cultivate long-haul associations with their different client base.
· Corinthia ought to keep up with and reinforce its obligation to sustainability approaches which includes efforts to cut down on the use of plastic and support community projects.
· Ibis Hotels should underline local area commitment drives, lining up with their obligation to sustainability.
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Comparing Corinthia Hotels and Ibis Hotels demonstrates different approaches to financial management in the ever-changing hotel industry. Even with different obstacles to overcome, both companies demonstrate tenacity and strategic vision. Ibis negotiates competitive environments with an emphasis on client loyalty and community involvement, while Corinthia's growth objectives and dedication to sustainability establish it as a strong participant. The research emphasizes the vital significance of adaptable tactics in the face of geopolitical and economic risks as these industry leaders map out their futures. 
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