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[bookmark: _Toc157679998]Introduction 
The financial management methods of Corinthia Hotels and Ibis Hotels are evaluated in the current study. Likewise, the study focuses on important aspects including total revenue, market position, development potential, and financial commitment to corporate social responsibility. The report concentrates on trends, revenue streams, and traits that influence growth. The market prospects, potential obstacles, development possibilities, and expansion strategies are evaluated in the report. The Pisani family created Corinthia Hotels in 1962, and the company is well-known across the world for its traditional design and dedication to hospitality (Corinthia, 2023). In 1974, Accor established Ibis Hotels, currently operating 700 hotels in 36 countries, it was the biggest hotel chain in London (Accor, 2023). 
[bookmark: _Toc157679999]Total Revenue
Hotel revenues refer to the money a hotel receives from its many services and operations, such as room rents, food and beverage sales, meeting and event reservations, and other auxiliary services (Vives et al., 2018). The Corinthia Hotel Group has seen a sharp growth in its overall income. Likewise, the primary sources of revenue are reservations for hotel rooms, food and beverage services, and event hosting. Corinthia's luxury status makes premium pricing feasible, which raises income estimates. In consideration, the revenue patterns demonstrate a consistent upward trend, suggesting the brand's ability to attract affluent clients. Premium offerings, carefully chosen locations, and a strong focus on the customer experience are driving revenue growth. However, Corinthia has endured and expanded despite economic ups and downs. Reservations for hotel rooms, food and beverage services, and event hosting all bring in money. Similarly, thoughtful positioning, excellent items, and a focus on the customer experience all lead to higher income generation. However, considering obstacles caused by worldwide economic fluctuations, Corinthia's revenue has consistently grown.
In Addition, Ibis Hotels has seen a rise in revenue and continues to employ the AccorHotels brand. The main source of income is hotel and other service reservations (Demirçiftçi, and KIZILIRMAK, 2016). However, the brand's emphasis on making fair accommodations for a wide range of clients can be attributed to its success. Ibis has demonstrated its capacity to adjust to internal organisational changes by broadening its reward programmes and using technology to speed up online bookings. In a comparable way, the brand's concentration on pricing and consistency has been associated with its success. Ibis has adapted to changes in the hospitality industry with skill, increasing incentive programmes along with employing technology to speed up online reservations. 
In contrast, both companies have effectively expanded their sources of income; nevertheless, Corinthia offers a richer customer base, while Ibis places greater importance on accessibility. Although Corinthia's revenue is more dependent on the overall condition of the economy, Ibis has a broader audience.
[bookmark: _Toc157680000]Market Position 
The Corinthia Hotel Group has a dominant market position and serves wealthy consumers seeking exclusive experiences. However, the business is renowned for its luxury, excellent customer service, and lavish services (Heyes, 2017). Corinthia is able to maintain prices that are higher than its competitors because of its modest market share and specific customer base. The majority of Corinthia's population consists of up of wealthy customers seeking expensive, customised experiences.
Moreover, Ibis Hotels caters to a wide spectrum of budget-conscious customers. The organisation is known for its dependability and commitment to providing high-quality items at reasonable pricing. Ibis also offers an extensive selection of services and has a substantial market share in the cheap hotel segment (Jones and Comfort, 2019). Ibis' customers are diversified in terms of age and socioeconomic class.
In comparison, within the hotel sector, Ibis and Corinthia serve distinct market segments. Ibis, like Corinthia, has raised premium pricing and profit margins by employing a unique marketing positioning strategy. In August 2017, Wi-Fi speed evaluations were conducted at a number of London hotels. The results revealed that Every Hotel London had the fastest connection, measured at 199 Mbps (Statista, 2023). The speeds Ibis and Corinthia offer are seen in the graph below (Statista, 2023):
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Figure 1: Wi-Fi Speed (Statista, 2023)
[bookmark: _Toc157680001]Market Share
Affluent guests enjoying enduring memories can stay in luxurious accommodations provided by the Corinthia Hotel Group. Although having fewer sites than larger established hotel chains, the brand focuses on a specific luxury market segment. Considering its smaller total market share, Corinthia might implement a greater per-hotel cost since it values privacy compared to its luxury competitors (Boylan and Greenawalt, 2021). In an effort to increase their market, Ibis Hotels, an AccorHotels brand, promotes competitively priced hotels to budget and intermediate tourists. Ibis controls the worldwide low-cost hotel market (Sen and Kaushik, 2016). Ibis has an excellent chance of becoming the market leader in the low-cost hotel industry due to its larger network and increased number of sites.
In comparison, Ibis has a greater market share than Corinthia in the low- and mid-scale segments while charging higher rates in the premium category. The comparison draws attention to the differences in audience acquisition and market positioning strategies used by each company.
[bookmark: _Toc157680002]Customer Demographics
The majority of Corinthia's customers consist of wealthy people seeking elegant, customised experiences. High-wealthy individuals, corporate executives, and luxury travellers who value excellent amenities, distinctive services, and opulent lodgings make up the target market. The most selective tourists to Corinthia are shown a unique and elegant degree of hospitality (Abdullah, 2018). Furthermore, Ibis Hotels offers reasonable rates to a wide range of travellers. The company provides to a wide range of customers, such as families, business visitors, and holidaymakers searching for convenient and inexpensive accommodation. In the same way, Ibis seeks to attract tourists with different tastes and financial ranges by providing great quality and service (Gheribi and Bonadonna, 2019).
In comparison, While Corinthia caters to a more affluent clientele seeking luxury, Ibis invites an array of travellers with different travel goals and budgets. However, the customer profiles highlight each brand's unique positioning within the market and their personalised attempts to be responsive to individual customer demands.
[bookmark: _Toc157680003]Brand Perception
Customers characterise Corinthia as an excellent luxury hotel. On the other hand, the general public views Ibis Hotels as a credible corporation that consistently provides quality at a reasonable price. Nevertheless, the brand promotes accessibility and utility by focusing on pricing, ease of use, and efficacy (Kirui and Siddig, 2021). Travellers on a tight budget choose a dependable and renowned hotel experience like Ibis because of its reputation for dependability. The Corinthia Hotel is considered by the general public as a high-end, premium brand known for its wealth, first-rate service, and luxurious facilities. In the same way, the business's focus is on individualised experiences, and precise attention to detail, and high-end products are considered intelligent and promising.
In comparison, Ibis is presented as a reliable and affordable option for customers of all kinds, but Corinthia is considered a brand that values exclusive distribution, luxury, and high-end experiences. Similarly to this, the difference emphasises the significance it is for companies to set themselves apart from rivals along with how carefully every brand creates an image to appeal to the target market.
[bookmark: _Toc157680004]Growth Potential
The goal of Corinthia's business strategy is to grow its network of opulent hotels in important locations all over the world. In a comparable way, the company's focus on individualised service and unique experiences appeals to wealthy customers. Creating strategic partnerships, exploring undiscovered luxury travel markets, and creating new ground are all potential paths to growth. However, unstable economies require careful market analysis and risk management since they might be a barrier to luxury travel (Lagarias et al., 2022). EBITDA, or earnings before taxation, depreciation, interest, and amortisation, is the product of estimating a property's revenue streams and subtracting funding and operating costs before depreciation. However, the hotel's discount rate is based on the market's present evaluation of the uncertainty in cash flow volumes and timing, whereas the growth rate is based on management's expected average EBITDA growth. In 2022, risk-free interest rates were changed by expected credit spread and nation risk to estimate the cost of equity, while risk-free interest rates were modified for country risk and equity risk premium to estimate the cost of debt. The WACC rate and the anticipated stable growth rate based on the asset's remaining life were the primary factors of the capitalization rate in 2022.
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Figure 2: (Corinthia Group, 2021)
Moreover, Ibis Hotels has significant expansion potential as it continues to innovate with technology-driven solutions and expands into new sectors. Likewise, the company's commitment to sustainability aligns with the evolving needs of its customers (Nozdreva and Churakova, 2021). Ibis might expand by chasing opportunities in emerging countries' low-cost travel markets, enhancing its online presence, and tailoring its services to suit changing customer demands. However, other potential barriers include rising rivalry in the low-cost hotel sector and the need for ongoing innovation to preserve a competitive edge.  Likewise, Accor is focusing on increased leisure travel in order to support its comeback and future growth. Leisure travel was the main driver of the 2022 comeback, and the corporation adapted its products and services for local markets to attract customers (Accor, 2021). However, Accor offers more than 1,000 in-hotel fitness centres and health clubs, 800 outdoor pools, 300 golfing facilities, and 600 spas in its informal, vacation-focused hotels. There are 300 kids’ clubs nationwide that make family holidays easier. The company, which operates in 60 countries and has over 25 brands, is highlighting its resort services as an essential aspect of its leisure marketing strategy. In 2022, Accor was more effective in utilising both return business and leisure travel (Accor, 2021). The Group's operations had significantly improved by the end of the fiscal year 2022, and hotel performance had almost entirely recovered to pre-crisis levels. In Addition, the recovery was helped by domestic tourism, which exceeded 2019 levels. The volume of foreign visitors fell short of the 2019 record highs. Similarly, the Group's RevPAR is expected to increase by 5% to 9% on a like-for-like basis as compared to the full year 2022.
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Figure 3: (Accor, 2021)
The overall comparison states that the stability of the premium market is critical to Corinthia's success, necessitating strategic alliances and expansion. Ibis must, meanwhile, continue to develop and enter new markets. It does have opportunities in the sustainability and budgetary domains. The comparative study demonstrates the various approaches taken by each business to take advantage of growth prospects in their specialised fields.
[bookmark: _Toc157680005]Financial Commitment to CSR (Corporate Social Responsibility) 
COVID-19 had a major negative impact on the Corinthia Hotel's financial performance in 2021, even though total revenue increased to €129.3 million from €91.9 million the year before. Operational data showed that the company had gained €26.5 million, which was an increase of 30.3 million over the previous year (Corinthia Group, 2022). The firm registered an exchange loss of €2.5 million even though it had bought the Golden Sands Hotel and received a property uplift of €79.7 million. Nevertheless, the business produced a profit of €65.0 million on a comprehensive income basis in the year 2022 (Corinthia Group, 2022). Supporting sustainable practices and working with non-governmental organisations (NGOs), the Corinthia Hotel promotes corporate social responsibility (CSR). The income statement for the year 2022 is as follows:
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Figure 4: Financial statement (Corinthia Group, 2022)
Moreover, Accor, a well-known accommodation provider, has stated that it will support the formation of a Special Purpose Acquisition Company (SPAC) to acquire firms in health, food and beverage, recreation, events, and flexible office operations (Accor, 2022). The SPAC provided €300 million to acquire hotel-related enterprises. The bulk of shares in a newly formed firm focusing on the lifestyle hotel sector by Accor and Ennismore were acquired. Sharan Pasricha, the founder of Ennismore, controls the remaining 33.33%. Accor partly repaid two bonds totalling €448 million to shutter the Liability Management firm (Accor, 2022). However, Planet 21, the company's sustainability initiative, attempts to promote social responsibility while reducing environmental effects. Accor's financial support for sustainable development and community programmes shows its commitment to corporate.
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Figure 5: Income Statement (Source: Accor, 2022)
[bookmark: _Toc157680006]Conclusion 
In Conclusion, Ibis Hotels and Corinthia Hotel Group use effective financial management practices that are tailored to their respective market situations. However, the research findings state that Ibis's inexpensive prices and commitment to sustainability make it affordable for a wide range of tourists, whilst Corinthia's emphasis on luxury and personalised service attractions, results in an increase in rich consumers. Furthermore, although Ibis' low costs and dedication to sustainability appeal to a broader range of visitors, Corinthia is a better choice for wealthier tourists since it focuses on luxury and individualised service. Furthermore, despite the fact that the hotel sector is continuously developing, both firms must be innovative, agile, and attentive to how client tastes and markets evolve.
[bookmark: _Toc157680007]Recommendations 
It is recommended that the Corinthia Hotel Group concentrate on extending into new upscale tourist locations where there is a rising demand for upscale experiences in order to capitalise on the exclusiveness of the brand. Likewise, it is recommended that Corinthia Hotel should also strengthen its partnerships with environmentally conscious luxury companies to advance corporate social responsibility (CSR) initiatives and meet consumer demand for higher-end, economically and socially sensible experiences. 
Furthermore, Ibis Hotels should focus on persevering in expanding into novel territories and establishing the highest priority to sustainability. This will help to adapt to changing consumer demands for environmentally sensible travel. As a result, using technology will help enhance visitor experiences with the goal of carrying the brand's dedication to the innovative economy.
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