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[bookmark: _Toc157651014]Introduction
Hotels need to be good at managing their money if they want to do well in a market where competition is tough and customer tastes are always changing. This business study looks at Corinthia Hotels and Ibis Hotels, two big names in the hotel business, and finds similarities and differences between them. They will look at their total income, market place, growth potential, and commitment to corporate social responsibility as they judge their financial management strategies and practices. Corinthia Hotels and Ibis Hotels had both figured out how to make it in the market by 2021, but they did so in very different ways. What the evaluation's results should say about how they make money, where they stand in the business, how they want to grow, and how concerned they are with ethics and environment (The Corinthia London, 2024). Investors, experts, and business fans who want to learn more about the financial settings in which these companies work will find this comparison very useful. The report want to assist companies and users understand how hard it is to make financial decisions in the hotel business by going into these important areas in more detail. (Yazici et al., 2016) In a world where being responsible with money and providing great service are both very important, anyone interested in the hotel industry needs to know how Corinthia Hotels and Ibis Hotels make money.
[bookmark: _Toc157651015]Total Revenue 
To figure out how financially successful Corinthia Hotels and Ibis Hotels are,  need to look at how much money they make overall. Both businesses have used different approaches to make money in Year 2021 in return, which makes sense given their market places and long-term goals. The wide range of services Corinthia Hotels provides may be a big reason for the company's good general income success. Different things, like booking hotels, providing food and drink services, holding events, and selling extra goods and services, bring in money for the business (Novozhilova et al., 2018). There are many ways to make money shown, with a focus on high-quality services and housing. A loyal customer base that expects excellent service may be to blame for the steady rise in income.
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Figure 3: Total revenue of Corinthia Hotel
Source: (FRN, 2020)
Corinthia Hotels may be making more money because they have smart marketing plans that target high-end tourists, they spend in luxurious facilities, and they are in a good spot. The goal of giving guests a full experience has led to happy repeat customers and good word of mouth. When the economy goes into a recession, it could hurt the luxury vacation business and cause problems (Evans, 2019). It is important to be able to change the plans quickly when market conditions change. Ibis Hotels, on the other hand, has chosen a methodical and effective way to make money all around. The group mostly relies on hotel booking because they are easy to get to and get a lot of attention. The mix of customers who buy shows that cheap living options appeal to a wide range of people who want to get the most for their money. Ibis Hotels has regularly seen growth in income because there are a lot of people looking for cheap holiday choices.
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Figure 2: Revenue of Accor Group worldwide from 2005 to 2022
(Source; Statista, 2022)
The main things that affect Ibis Hotels' income success are its strategic position near major traffic places, its efficient operating procedures, and its strategies for setting prices that are competitive. The company works with a wide range of people, from people on a tight budget to people travelling for business. That being said, it's hard to stay profitable when people are price conscious and it could hurt the perception of service quality.
Corinthia Hotels and Ibis Hotels' total income side by side, it is very evident of where they stand in the market. Because Corinthia focuses on offering high-quality services, it has become a major player in the high-end market, catering to people who like to live in style. Ibis's focus on affordability and ease of access also fits with a bigger group of customers who are looking for cheap housing options. A better understanding of the unique value ideas each brand offers might be gained by looking at the big differences and similarities in how they make money generally. This information is very important for making plans for the future so that both groups can make the most of their income streams, capitalise on market trends, and stay strong in the tough hotel business.
[bookmark: _Toc157651016]Market Position Assessment
Corinthia Hotels has positioned itself on purpose as a source of high-end and exclusive accommodation. The company aims to appeal to the better end of the market by providing high-end services and unique facilities. Rich people, people with a lot of connections, and people who like luxury bring in a lot of money for Corinthia (Zámborský and Kruesi, 2018). Rich, well-educated people who value good events and are willing to pay for them make up the target market.
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Figure 5: Market position of Ibis hotel
Source: (Zigu, n.d).
[bookmark: _Toc157651017]Corinthia Hotels are widely recognised for their unparalleled style, pomp and circumstance, and a never ending dedication to constantly greater than the high standards of their highly regarded guests of the hotel. The business's advertising efforts draw attention the distinctive attributes that distinguish every accommodation, such as the spectacular choices for dining, breathtaking interior decoration, and delicately organised initiatives (Corinthia Group, 2022). Corinthia's position within the market portrays a sensation of opulence and beauty, resulting in an enthusiastic clientele. Ibis Hotels, in contrast, has worked to position its products as an affordable and easily accessed hotel option. The company presents standard lodging options that prioritise affordability and efficiency, catering to a diverse customer base (Nikolskaya et al., 2020). 
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Figure 3: Wi-Fi speed in selected hotels in London as of August 2017
(Source: Statista, 2023)
Ibis Hotels is widely recognised for its essential position in the market and extensive network of places making it an increasingly popular choice among those on a budget travellers. Both budget tourists and business travellers seek moderate lodgings that meet their particular demands without cutting back on fundamental amenities.
Growth Potential
Corinthia Hotels' plan for progress is shown by its focus on high-end areas and high-end services. A big part of the company's plans to grow is to buy new homes in places that people want to live, like popular city hubs or high-end tourist spots (Levchenko et al., 2019). These places were carefully picked to show that Corinthia is dedicated to providing unique experiences to its selective guests (Juhász-Dóra, 2015). Corinthia can make money from the growing market for high-end travel by attracting wealthy people who are drawn to its well-known image.
There are a few things that could stop Corinthia Hotels from growing: economic downturns that affect high-end travel; uncertainty in geopolitics that affects travel trends; and tough competition from other luxury hotel groups. They can lessen the effects of these problems by finding new, unknown markets or places ahead of time, increasing the number of ways to make money, and adapting to changing buyer tastes (Corinthia Group, 2023). Ibis Hotels, on the other hand, wants to get more customers by giving them rooms that are both cheap and easy to get to. In order for the company to grow, it needs to be more noticeable in a variety of places, such as airports, urban areas, and neighbourhood neighbourhoods. Ibis wants to be the leader in the economy and mid-range hotel markets in places where visitors on a tight budget are looking for rooms (Accor, 2023). Ibis could grow by entering new markets, meeting the needs of its broad customer base, and taking advantage of the growing need for safe, affordable homes around the world.
There are many things that could stop Ibis Hotels from growing, such as too many hotels in some places, tough competition from other low-cost hotel groups, and money problems that make people spend less on travel (Accor¸ 2023). To fix these problems, they need to constantly come up with new ways to offer services, set prices strategically, and know how customer tastes vary from place to place.
[bookmark: _Toc157651018]Financial Commitment to CSR Analysis
Corinthia Hotels makes investments a substantial quantity of its finances into corporate social responsibility (CSR) projects that help preserve its valued credibility. The company prioritises efforts to be sustainable across all of its locations, concentrating on initiatives like decreasing waste, the use of efficient in terms of energy tools, as well as procedures that benefit the surroundings. According to Goffi et al. (2022) putting money funds in nearby neighbourhoods has an excellent effect on their economic development. It concurs with various efforts like learning programmes, projects that maintain culture, and funding to community organisations.
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Figure 7: Financial Commitment to CSR
SOURCE: (Group, 2021)
Ibis Hotels promotes comfort and practical ecological sustainability throughout its important function in business social responsibility. The organisation prioritises environmentally conscious procedures in its buildings, including conservation of energy approaches, correct rubbish removal, and the utilisation of eco-certified products. It reinforces beneficial gifts, volunteering opportunities, and programmes aimed at boosting the areas regarding Ibis hotels. Standards for fair hiring and the supplier chain are two examples of moral business behaviour that show how committed Corinthia is to being a good corporate citizen (Westdijk, 2017). In addition to showing that the company has morals, supporting CSR projects may also help the company's image with people who care about morals.
Ibis Hotels shows its dedication to corporate social responsibility by making sure that workers are treated fairly and that materials are sourced in a decent way. The company links with local communities through marketing programmes and social projects. This way, its corporate social responsibility actions are in line with the needs of all the people it serves. Ibis knows that companies need to prioritise social and environmental duty if they want to attract and keep eco-friendly customers. In line with its high-end brand image, Corinthia Hotels gives a lot of money to corporate social responsibility projects (Martín-Rios and Ciobanu, 2019). The company puts sustainability first on all of its sites by putting in place eco-friendly policies, trash reduction plans, and technology that uses less energy. Funding is given to projects that make people's lives better in the places they work, like training programmes, attempts to protect cultural heritage, and helping people in need.
[bookmark: _Toc157651019]Recommendation
After a close look at how Corinthia Hotels and Ibis Hotels work, there are a lot of suggestions to help them improve their financial management and make their businesses more competitive in the market. Initially, it is important for both companies to look at their sources of income on a regular basis so they can spot new trends and take advantage of good chances (Kadirova, 2022). It could be beneficial maintain the funds coming in if it looks into alternative methods to make it, such as including new services or linking with competitors in the area. Ibis Hotels and Corinthia Hotels need to adapt their marketing strategies to meet the evolving desires of the consumers they serve if they want to maintain their position one step ahead of the competition. It could turn out possible to alter up the way it sell, use digital tools, and get client input during every step of this phase in order to improve the overall organisation expertise.
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