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[bookmark: _Toc157049577]Abstract
This aim of this report is to provide a concise evaluation of the comparative financial evaluation among Corinthia Hotels and Ibis Inns. The Corinthia, a luxurious brand, is predicated on beat lesson offerings, whereas Ibis, a budget-pleasant alternative, thrives on over the top inhabitance. In spite of the fact that Corinthia objectives and affluent specialty, Ibis captures a broader advertise. The evaluation famous Corinthia’s powerlessness to budgetary variations and Ibis’s scalability potential. The Corinthia’s robust CSR devotion contrasts with Ibis’s cost-powerful approach. Recommendations comprise of diversification for Corinthia and a central point on supplier best for Ibis for the length of around the world development. This report provides insights into the monetary techniques and practices of those hospitality giants, advertising a premise for learned decision-making (Tatuev et al., 2017).
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[bookmark: _Toc157049578]Introduction 
This report aims at finding the comparable detailed analysis of financial management strategies and techniques that were used by Corinthia Hotels and Ibis Hotels, which are both distinguished hospitality organisations. The financial strategies and operations used by the large companies are very essential for ensuring their success and stability in the dynamic, competitive hospitality industry (Tajeddini et al., 2021). The main aim of this report is therefore to analyze how these two hotel titans manage a maze of the threats and opportunities. All the above growth in customer demand and changing economic conditions form a part of strategies used by Corinthia, Ibis in generating the revenue needed for securing their market positions as a sign of future expansions while also balancing on CSR. The report reviews the background and dynamics of total revenue, analyses market position using indicators that includesmarket share and consumer statistics, assessment growth potential value for CSR projects. This report provides valuable insights for industry stakeholders and promotes a deeper understanding of how Corinthia Hotels and Ibis Hotels consider these key areas to strategically manage their portfolios and achieve continued success in the ever-changing hotel industry (Tatuev et al., 2017).
[bookmark: _Toc157049579]Total Revenue
The total revenue of Corinthia Lodgings was $62 million in 2022, and it extended from $250 million to $500 million in 2023. The entire income of Ibis Hotels is not directly detailed, but it is part of the Accor Gather, which had a add up to income of €1.6 billion in 2022, and €824 million within the to begin with half of 2023. However, these figures do not reflect the revenue of each person inn brand inside the gather, and they may not be comparable with the income of Corinthia Hotels, which is a standalone company. The sources of income for both companies depend on the sorts of services and items that they offer, the geographic regions and markets that they work in, and the client portions that they target. Corinthia Hotels could be a luxury hotel brand that 1offers premium administrations and offices, such as spas, eateries, bars, and conference rooms, to high-end clients who look for quality and exclusivity. Corinthia Lodgings works in 15 areas over Europe, Africa, and the Center East. Ibis Inns may be a budget lodging brand that provides basic services and civilities, such as rooms, breakfast, and Wi-Fi, to low-cost clients who look for comfort and reasonableness. Ibis Hotels works in over 1,000 locations over 65 nations around the world. 
Once considering the revenues for both Corinthia Hotels and Ibis Hotels, it is essential to consider a range of factors such as customer demand; macroeconomic trends economic conditions technological advancement marketing strategies and competition changes. However, Corinthia Hotels is likely to face many challenges in maintaining the revenues growth as the luxury resorts require high operational costs and also because of the relatively small market size of wealthy customers with susceptibility on adverse economic conditions or any blockades (Japutra, and Situmorang, 2021). On the other hand, Ibis Hotels is primed for possible revenue growth due to cost efficiency in running budget hotels with a large share of 50% customers facing cyclic economic volatilities and also travel preferences. These threats are represented by the industry entrants, substitutes as well as competitors, and require strategic adaptation in respect of both companies. On the other hand, Corinthia Hotels might consider diversification into mid-scale or boutique hotels to have a less reliance on the luxury market. Ibis Hotels should focus on the quality of the service, use digital platforms to strengthen its image and invest in CSR projects that appeal to environmentally conscious customers. 
[bookmark: _Toc157049580]Market Position
Market position is a company’s relative position in a showcase based on deals volume, client base, brand image, and competitive advantage (Mandal, 2021). Market positioning shows how well the company meets wants and needs of its target clients and how it separates itself from competitors. To assess the advertise position of Corinthia Hotels and Ibis Hotels, consider the following:
[bookmark: _Toc157049581]Market share: 
Market share represents the percentage of total sales or customers that a company dominates in a given market, indicating its size, influence, growth and profitability. Operating in 15 locations across Europe, Africa and the Middle East, Corinthia Hotels has a small market share. In comparison, Ibis Hotels has more than 1,000 offices in 65 countries and has higher market segments. However, market share alone does not reflect the quality and value of a company and its products, which differ across market segments and regions. The Corinthia is more than 2%, while Ibis has a large market share of more than 10% (Schaffmeister and Haller, 2018).  Market share has a significant impact on both companies. Ibis will be able to achieve a greater advantage, Corinthia has higher the exclusive market share the higher the exclusivity in the designated areas.
[bookmark: _Toc157049582]Customer demographics: 
The customer demographics play a pivotal role in shaping a company’s market position. The Corinthia Hotel, targeting high-end clients looking for quality and exclusivity, builds up a premium brand picture and requests to an affluent market segment. This strategy enhances advertise situating emphatically by aligning with the inclinations of luxury travelers. In differentiate, Ibis Hotels’ focus on low-cost clients looking for convenience and reasonableness positions the brand as budget-friendly (Mateechaipong, and Opasanon, 2020). Although this extends the client base, it may impact market positioning contrarily in terms of perceived exclusivity. The two methods demonstrate distinct advertise positions that are influenced by client demographics, leading to changes in customer loyalty and feedback levels.
[bookmark: _Toc157049583]Brand perception: 
This is the perception and repute that an organisation has in a market due to its values, vision, mission or objectives. The brand perception, further impacts the customer awareness and also recognition of a company as well as their trust and loyalty towards it. Corinthia Hotels enjoys a very significant brand perception, given that it is known to excel in the sophistication and for its innovativeness on the luxury market. A weak brand perception for Ibis is a case in which the budget hotel industry considers it as something generic and mediocre. Both organisations might need to build their brand image, through the improved marketing campaigns or the development of distinct selling points and communication with stakeholders.
[bookmark: _Toc157049584]Growth Potential:
The growth potential is the ability of a company to increase its sales, profits, and market share in the future, by expanding its operations, entering new markets, and creating new products or services.  The growth potential depends on the company’s vision, mission, goals, and strategies, as well as the external environment, such as the industry trends, customer demand, and competitive forces (Zhang, and Watson, 2020). In order to evaluate the growth potential of Corinthia Hotels and Ibis Hotels, can examine the following aspects:
[bookmark: _Toc157049585]Expansion strategies:
These are the plans and activities that a company takes to grow its business, such as opening new locations, acquiring other companies, franchising, or joining forces with other organisations. Expansion strategies reflect the company’s ambition, innovation, and risk-taking, as well as its budgetary and operational capabilities. Corinthia Hotels has a moderate expansion strategy, as it plans to open new lodgings in Brussels, Bucharest, Moscow, and Rome in the next few years. Ibis Lodgings has an aggressive expansion strategy, as it opened 288 hotels and resorts in 2021, and has another 1,200+ properties in the pipeline.
[bookmark: _Toc157049586]Market opportunities: 
These are the gaps or needs that a company can fill or fulfill in the market, by offering new or improved products or services, or by reaching new or underserved clients. Market opportunities reflect the company’s creativity, responsiveness, and client introduction, as well as it market research and analysis. The Corinthia Hotels has limited market opportunities, as it operates in a niche segment of luxury clients, who have high expectations and low-price sensitivity. Ibis Hotels has abundant market openings, because it works in a wide section of budget customers, who have differing needs and tall price sensitivity.
[bookmark: _Toc157049587]Potential barriers to growth: 
The threats or challenges that a firm may have to deal with in the present and/or near future, which will create some form of difficulty for such company’s growth include competition, regulation by an external agent among many others. The potential barriers to growth indicate the agility, capability of adaptation and also effective problem-solving in addition to the company’s contingency planning and risk assessment. The high cost of operating luxury hotels, the small market size for affluent customers and also susceptibility to economic downturns or travel restriction are some challenges faced by Corinthia Hotels when attempting growth. Ibis Hotels suffers from moderate growth constraints, including low comfort margins in the budget operating hotels, intense rivalry among the other budget facilities as well as the disloyalty and dissatisfaction of the customers (Streimikiene et al., 2021).
[bookmark: _Toc157049588]Corporate Social Responsibility
The CSR (Corporate Social Responsibility) refers to the social and environmental responsibility of a company, which involves benefiting its stakeholders including employees, customers, communities or even our world (Nave, and Ferreira, 2019). CSR programs are a combination of sustainability, which helps to reduce the environmental footprint and encourages the use of renewable energy sources; community engagement where charities or social causes can benefit from it, as well as ethical business practices that require companies to have certain standards when dealing with laborers. 
[bookmark: _Toc157049589]Sustainability practices: 
These are the practices through which a company reduces the negative environmental impact and also improves positive societal influence. The sustainability practices include minimising carbon emissions, wastes and also water consumption through the use of renewable energy sources to adhere to green building standards. In addition, eco-friendly products or services are provided by the organisation (Baah et al., 2021). The sustainability is at the core of Corinthia Hotels’ philosophy where it applies a range of different measures meant to decrease its environmental impact ranging from installation solar panels, LED lighting and water-saving devices also, the recycling wastes as well sourcing sustainable food including local and organic options (ADEBITAN, 2019). Although Ibis Hotels possess a certain range of commitment to sustainability, as it is part of the Accor Group – that has worldwide CSR plan called Planet 21 dedicated on carbon neutrality, circular economy and also biodiversity preservation till year 2050. However, Ibis Hotels might not have a precise or uniform approach to sustainability given the diversity in terms of each individual hotel and franchise adopting Planet 21 trajectories.
[bookmark: _Toc157049590]Community engagement: 
These are activities carried out by the Company to support the social and economic development of the communities in which it operates, and to address the social and environmental problems that affect those communities (Baah et al., 2021). Community involvement includes donating to charities, sponsoring events, volunteering, working with NGOs and creating social impact projects. Corinthia Hotels demonstrates a high level of community involvement, participating in several CSR projects, including supporting sick and disadvantaged children in Hungary, education and training for young people in Libya, and promoting heritage and tourism in Malta. Ibis Hotels has a low level of social involvement as it does not have a specific or visible CSR plan in addition to being part of the Accor Group, which has international partnerships with organisations such as UNICEF, WWF or Solidariedade. However, Ibis Hotels is managed by the Accor Group and therefore may not have a direct or significant involvement in these relationships (Woo, 2017).
[bookmark: _Toc157049591]Ethical business practices: 
These are the principles and standards that a company follows to ensure that its operations are reasonable, straightforward, and aware of the rights and interface of its partners, such as workers, clients, providers, and controllers (Akkermans et al., 2019).  The ethical business practices include complying with laws and directions, ensuring health and safety, avoiding debasement and fraud, respecting diversity and consideration, and protecting privacy and data. The Corinthia Hotels has a clear and comprehensive commitment to moral business practices, as it has set up a Code of Ethics and Conduct, which diagrams its values, vision, mission, and goals, and guides its behavior and decision-making. Ibis Hotels includes a vague and non-specific commitment to moral commerce hones, because it does not have any particular or nitty gritty arrangements or rules, separated from being portion of the Accor Gather, which features a Code of Morals and a Human Rights Constitution. In any case, Ibis Hotels may not have a reliable or effective implementation of these codes and charters, as it relies on the person lodgings and franchises to comply with them (Darawsheh, 2020).
[bookmark: _Toc157049592]Recommendation
· Corinthia Hotels:
Diversification Strategies: Corinthia Hotels should consider increasing the variety of its portfolio by developing mid-range sub-brands or some boutique products. This strategy would allow the company to tap into the emerging markets and customer segments, while also diversifying away from luxury segment thus making it more insulated during down cycle or economic recession (Mandal, 2021).
Strategic Partnerships: It is possible to develop further strategic partnerships with luxury travel platforms or collaborate with the exclusive brands in order for Corinthia’ s accessibility and its target audience to widen. These alliances can help take advantage of the brand’s uniqueness with a much wider reach.
Market Expansion:  In order to access the new geographical markets that fit in their brand’s luxury positioning, which will definitely reveal many growth opportunities (Schaffmeister, and Haller, 2018). The risk of market saturation can be easily overcome by increasing the footprint in the regions with a higher proportion of affluent customers.
· Ibis Hotels:
Maintaining Service Quality: In light of Ibis’s global expansion, it is very essential to focus on the quality service as this will guarantee a high-quality and pleasant customer experience throughout its many huge outlets (Wilson et al., 2020). This will promote the customer loyalty and positive brand reputation.
Local Partnerships: In new markets, Ibis should consider strategic alliances with the local businesses in order to improve the local touch for the guests. 
 Digital Branding and Social Media:  The brand image in the Ibis Hotels can be significantly improved if it uses digital platforms and also social media to leverage. Interacting with the customers online, telling positive tales and also highlighting the distinguishing features of each location can really help to counter a negative brand perception (Malesev, and Cherry, 2021).
CSR Integration: Corinthia and Ibis need to embed their CSR initiatives better into the operations. Although Corinthia is very effective in the community engagement Ibis can gain further advantages from more focused and visible CSR activities. However, practices such as sustainability should be perpetuated throughout all the properties of both the brands.
Furthermore, the proposed recommendations are in correlation with the areas under scrutiny helping Corinthia Hotels and Ibis to incorporate strategies to overcome challenges; capitalise on opportunities while ensuring continued success within this dynamic industry (Finnegan, 2019).
[bookmark: _Toc157049593]Conclusion 
A comprehensive analysis of Corinthia Hotels with Ibis Hotels reveals the fluidity character of the hospitality business and diverse financial policies implemented by specific actors because of its location as a luxury resort, Corinthia’s ability to maintain long-term revenue growth is very limited; however, Ibis has much more potential for future expansion. However, the competition is a threat for both brands, and they all have to respond according to the best practices. As a result, corporate social responsibility efforts such as sustainability practices and also ethical business principles are required to achieve lasting success.  The basis for strategic decisions and invites Corinth to expand its activities, Ibi to focus more on service quality and digital branding positioning as well as both of them strengthen CSR orientation. The complexities of the market that these recommendations present will help Corinthia and also Ibis thrive in this new hospitality environment.
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