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[bookmark: _qim9593qzszm][bookmark: _Toc157710283]Introduction 
Corinthia Hotels and Ibis Hotels, are considered to be two powerful firms in the hotel or hospitality industry, have their financial management practices examined in this extensive business analysis. The essential aspects which are focused on in the study are overall earning revenue of the both the organisations. The study will also highlight in sketching the position in the market of the organisations, potential strategies for the development of the organisations, and portray how the organisations are committed to maintaining the corporate social responsibilities. Through thorough examination, it decodes these entities' unique financial environments, draws analogies, and offers enlightening suggestions. This research provides a detailed analysis of how each organisation investigates the multifaceted field of financial administration, developing their unique paths to sustainability and success in the hospitality industry, against the backdrop of global problems.
[bookmark: _m41mlm1z60o7][bookmark: _Toc157710284]

Total Revenue 
Total revenue
In 2022, the organisational management of Corinthia Hotels had enhanced its income, notably, 84% improvement in overall income, totaling €238.2 million, despite adverse effects from COVID-19 and the circumstances in Russia and Ukraine. The geopolitical climate caused a fall in Russia's international trade. Despite challenges, the hotel's occupancy rates and local business remained consistent. The increase in sales led to an improvement in operating profitability (Corinthia, 2024). General currency gains, fair value losses, and recognized property uplifts contributed to the Group's €20.3 million comprehensive income loss. At the end of 2022, there was a negative working capital of €26.5 million because of ongoing discussions to restructure a bank loan of €29.0 million that was due in 2023.
[image: ]
Figure 1: Hotel Operations - Revenue
(Source: Corinthiagroup.com, 2024)
Sales of €1,149 million were reported by Accor, the Group, the parent company of the Ibis hotel brand. The growth was nearly about 83% in the same quarter in 2021 for the organisation (Atrill and McLaney, 2021). The increase was clearly divided: hotel services expanded by 84%, while hotel assets and other growth went up by 80%. Comparing Q4 2019 to Q3, the Group's Revenue Per Available Room (RevPAR) climbed by a remarkable 14% overall, indicating a notable rise in those activities considered to be developed in operations since the beginning of the year. 
Sources of revenue
The organisational management of Corinthia Hotels receives money from several places. Hotel activities, which comprise accommodation, food and beverage sales, conferences, and retail, account for 80% of total revenue (Kozhukhіvska et al. 2022). By charging outside developers for its services, hotel management generates revenue. Real estate development includes managing hotels and other structures as well as making money from capital gains and rentals (Drury, 2021). 
The primary revenue stream for the Ibis Hotel Company is the Management and franchise (M&F) business. Hotel owners are charged fees, which include commissions on centralized purchases, to make this money (Accor, 2024). The majority of M&F income is found in Accor's Premium, Mid. & Eco. category, which is home to different numerous brands such as Novotel, Mercure and Pullman. The management of M&F earned revenues for its Premium options, whereas it is also seen that the management of Mid. & Eco. had earned about 403 million dollars in the first half of 2023, which showed an equal 39% growth in uplifting the organisation, in 2022. 
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Market Position 
Corinthia Hotels: 
Market share
In the lodging industry, the upmarket hotel chain Corinthia Hotels has made a name for itself as a premium brand. The brand is available in several global locations, including Tripoli, St. Petersburg, and Prague. Future openings are scheduled to take place in Bucharest and Doha (Walker, 2021). 
Customer demographics
In terms of clientele, Corinthia Hotels mostly serves affluent travellers seeking luxurious accommodations and top-notch service. The company's emphasis on care and workmanship is evident in both its service offerings and hotel construction (Gyurácz-Németh, 2020). 
Brand perception
Because Corinthia Hotels is known for elegance and quality, the brand is seen favourably by most people. The positioning strategy of the organisation has been extremely highlighted for catering to the overall services connected to the luxurious activities of the organisation which provide efficient and modernized experiences to the customers by following the strategies of the lavish hotel following the maintenance of adequate services. 
Ibis Hotels:
Market Share
Accor is the owner of the popular brand Ibis Hotels in the low-cost hotel sector. Ibis Hotels' extensive global reach and commitment to providing excellent value for money serve to strengthen its position in the industry. The organisations connected to hospitality in the both American continents had portrayed their better performance for expanding their network by about 17%. The organisations connected to the hospitality sector in the South and North American continents, constructed about 25,837 within 175 hotels. With 34,139 rooms distributed over 388 facilities, Ibis's home country of France held a substantial 22% of the market. With 8,541 rooms, Africa/Middle East accounted for 5% of the total, in the Asia-Pacific sections, around 24% of the market has been expanded while constructing about 37,660 rooms scattered among the hotels nearly 244. Based on the Google-based report, it is seen that around 24,190 modernized rooms will be constructed by the end of 2024 setting up new 198 hotels. 
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Figure 2: Ibis brand awareness
(Source: Statista.com, 2024)
Customer demographics
Ibis hotels target people under 35 years old with a young vibe and an open approach. The majority of the customers comes from the top 30% of income in their respective countries, suggesting that they are willing to spend money on a luxurious, contemporary hotel stay. Ibis customers are renowned for having a passion for music (Zhang, 2020). 
Brand perception
The services of Ibis hotels are very popular for their superb and modern design cues, which is best demonstrated by their enhanced mattresses that provide greater support and comfort as well as their vibrant and inviting social areas including four distinct design themes (Briffa and Agius, 2021). Ibis, which is prioritized for its glittering and convenient ambiance, offers a unique music roster that includes both local and international artists, adhering to its "We Are Open" motto and drawing inspiration from hit tunes. 
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Growth Potential 
Corinthia Hotels:
Growth potential
With the turn of events and activities of seven opulent hotels in key districts, Corinthia Hotels embarks on a hearty development course. Another upmarket brand, Verde Hotels, targets the four- and five-star segments. It begins by incorporating currently unbranded accommodations and then expands through administrative agreements globally (Mason, 2022). Thanks to the world-class management team and diversified services offered by the IHI Group, Corinthia strategically leverages knowledge and creates synergies across a range of sectors and industries.
Expansion strategy
In 2024 and 2025, Corinthia Hotels is planning to build and construct new hotels in the main capitals of each country such as the capital city of Italy, Rome, the capital of Belgium, Brussels, the capital of the USA, New York, the capital of Saudi Arabia, Riyadh, and the capital of Oman, Doha, and others. 
Market opportunities
Due to the significance, location, and speculation made by the parties, Corinthia Hotels has been concentrating on luxury properties in the city's lodging sector (Seal, 2019). Additionally, the organisation is focused on improving the connectedness and refinement of its visitor experiences.
Potential barriers to growth
Financial challenges such as rising loan fees and expansion charges impede Corinthia Hotels' growth and result in higher operational costs. Explicit undertakings are negatively impacted by political and financial fragility, particularly in light of the crisis in Ukraine and Russia's weaknesses (Nelwan, 2020). 
Ibis Hotels:
Growth potential
Ibis Hotels have strong growth potential due to their worldwide presence of around 2,200 hotels, are determined to provide 198 new facilities by 2024 and focus on the strategic concentration in the different countries in Europe, the countries exist in Asia, and the countries belong to South America (Argus et al. 2021). Ibis Hotels has earned the uppermost brand awareness in the category, boasting about 64 million loyal customers and an 81.94% reputation score.
Expansion strategy
Ibis Hotels is strategically growing in Europe, Asia-Pacific, and South America, with ambitions to open 198 new locations and a global network of 2,200 hotels (Kozhukhivska et al. 2022). Ibis, which is well-known for its outstanding design and range of products, presents three new ideas, one of which is the Sweet Bed concept, which transforms rooms into flexible areas that are also vibrant gathering places. 
Market opportunities
Having 1,200 hotels spread over 67 countries and a strong pipeline for further growth, Ibis is the top economy brand globally. Ibis's flexible design ideas, such as Agora, Plaza, Square, and NEST, add to its appeal since they allow for both standardization and customization according to local preferences (Wild, 2018). Ibis increases customer engagement even further by participating in the 
Limitless loyalty program maintained by ALL-Accor Live that has around 64 million customers spread across the globe and a significant presence in key regions. The business is well-positioned to maintain its exciting product and profit from its leadership in the global market.
Potential barriers to growth
The intense competition from other economy brands, such as OYO Rooms, Hampton by Hilton, and Holiday Inn Express, is a major barrier (Reinecke and Noll, 2023). Variations might exist in market presence, loyalty schemes, and brand strength. An illustration of how economic uncertainty may significantly lower demand and occupancy rates is the COVID-19 pandemic. This increases the vulnerability of Ibis hotels to drastic challenges and causes damages in geopolitical aspects.
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Financial Commitment to CSR (Corporate Social Responsibility)
Corinthia Hotels:
Sustainability practices
[bookmark: _Hlk159342918]Corinthia Hotels has committed to sustainable development. Some notable initiatives that they have implemented include the organisation has taken an initiative by diminishing the rate of plastics and aiming to target a scenario that is used singly (Bacari et al. 2021). The organisational management of Corinthia Hotels has also focused on bringing safeguards towards the welfare of the common people and the society as well in which the organisation operates its business operations. 
Community engagement
The organisational management of Corinthia Hotels deeply assisted different projects constructed in different African countries like Zambia, Kenya, Uganda, and others over the last four years. The projects aimed to provide clean water to around 45,000 children and families living in those countries. By supporting the projects, one more time, the Corinthia Hotel’s management has shown their humane and generous nature towards the ordinary people in the society (Chanyasak et al. 2022). 
Ethical business practice
Corinthia Hotels complies with all applicable laws and international moral standards. They are committed to ensuring that their staff members conduct honestly through training and clearly defined policies and processes. They also have a strong governance policy.
Ibis hotels:
Sustainability practices
Ibis Hotels has shown a significant commitment to sustainability as a member of the Accor Group (Woo and Mun, 2020). The company has led the way in implementing sustainable development in the hospitality sector for over 30 years. The Management of Accor has taken sustainability strategies for diminishing the environmental negative effects as well as contributing positively towards society by following the structures or methods of the Ibis styles Dubai airport by participating in Planet 21. 
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Figure 3:CSR approaches of Ibis Hotels
(Source: Accor, 2024)
Community engagement
The organisational management of Ibis Hotels is strongly determined to create convenient spaces for promoting social connectivity to maintain or meet the demands or preferences of the customers and offer the welcoming and imperative environments of the organisation.
Ethical business practice
The Ibis Hotels is a strong branch of Accor Hotel and prioritizes abiding by a group of ethical perspectives that emphasize abiding by the local laws conveying and using for the development of the stakeholders, following the integral approaches and establishing inclusion and diversity in the workplace and keeping the managerial responsibilities in order.
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Recommendations 
· Corinthia Hotels ought to take a proactive approach toward addressing geopolitical concerns, especially those pertaining to Russia and Ukraine, by broadening its investment portfolio and continuously monitoring the political situation.
· Ibis Hotels should prioritize modernizing their customer loyalty initiatives. Providing exceptional incentives and personalized experiences helps foster enduring relationships with their diverse clientele.
· Corinthia should remain abreast of and emphasize its commitment to sustainable practices, such as reducing plastic consumption and funding neighbourhood initiatives.
[bookmark: _4nsswxuuyuf1][bookmark: _Toc157710289]

Conclusion 
[bookmark: _Hlk159344309]The constantly evolving hotel sector may be better understood by comparing the financial management strategies of Corinthia Hotels and Ibis Hotels. Despite having distinct challenges to overcome, both businesses exhibit perseverance and strategic vision. Ibis navigates competitive landscapes by prioritizing customer loyalty and community engagement, while Corinthia is a potent player due to its expansion goals and commitment to sustainability. 
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