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[bookmark: _Toc157040042]Executive Summary
Corinthia and Ibis are two well-known hotel brands. The main point of this business study is to compare their different ways of managing their money side by side. Some of the most important things that are looked at in the study are total revenue, market, growth potential, and CSR funds. The study takes a close look at each company's total income to find out where it comes from, what trends it shows, and what causes it to change. At the very least, this study should show how the finances of Corinthia and Ibis Hotels work. The market position study looks at the market shares, customer demographics, and brand perceptions of the two hotel chains to compare them. This report goes into great depth about where Corinthia Hotels and Ibis Hotels stand in the market. The best way to figure out a company's growth potential is to look at its development goals, market opportunities, and possible problems. The goal of this section is to come up with long-term strategic ideas that could have an impact on the future of Ibis and Corinthia Hotels. The study also looks at how much the two companies spent on CSR (Corporate Social Responsibility) projects. This article will look at how Corinthia Hotels and Ibis Hotels do business, how they help the community, and their moral business strategies to see if they can make a difference. In its third and final part, this article looks at how the finances of two hotel chains, Corinthia and Ibis, are similar and different. The information given can help people who are interested in the industry, investors, and other players make smart decisions and predictions about how these big hospitality companies will do financially and in the future. Working professionals in the fast-paced hospitality business can use the report's in-depth research and wide range of topics to help them plan for the future.
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[bookmark: _Toc157040043]Introduction
This study analyses the financial practices of two prominent hotel chains, Corinthia Hotels and Ibis Hotels. The main financial factors that will be used to judge these groups are their overall income, their market, their growth potential, and their commitment to CSR, among other things. By looking at these important areas, the study hopes to help stakeholders, investors, and people who follow the industry make better choices by giving them a clearer picture of how Corinthia Hotels and Ibis Hotels make money.


[bookmark: _Toc157040044]Total Revenue Analysis: Corinthia Hotels vs. Ibis Hotels
Ibis Hotels and Corinthia Hotel Group have both demonstrated respectable revenue growth, even though they operate in different markets. The following part will demonstrate the comparative revenue analysis of Corinthia Hotels and Ibis Hotels.  
Sources of Revenue: The mainstay of Corinthia Hotels' revenue is its array of extra facilities, great dining, and luxurious accommodations (Alsharari, 2022). Reservations for rooms remain the main source of income, contributing significantly to the total. The hotel chain markets itself as a premium brand in an effort to draw in affluent patrons who are willing to pay extra for an upscale stay (Edwards, 2022). Partnerships, loyalty programmes, and events all help to generate income and keep customers. On the other hand, Ibis Hotels' primary revenue streams are low-cost hotel reservations, food and beverage offerings, and various supplementary services (Atrill, 2021). The firm prioritises providing economical accommodations without compromising quality in order to appeal to a wider audience. The company uses its global network and well-known brand to draw corporate partnerships and group reservations in an effort to diversify its revenue streams.
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Figure 1: Revenue trends of Hotel industry (Edwards, 2022)
Revenue Trends: Corinthia Hotels has maintained a pattern of favourable revenue trends over the last many fiscal years. With its premium stance, the business has been able to ride out economic downturns more effectively than other of their high-end category competitors (Cotton, 2022). A combination of the hotel chain's worldwide reach and strategic advertising has driven up demand and, by extension, average room rates. In contrast, the dedication to affordability and accessibility has been the driving force behind the constant revenue growth demonstrated by Ibis Hotels. Because of its mid-range location, the brand is able to grab a bigger portion of the market and is thus less affected by economic swings than its higher-end competitors (Ibis Hotels, 2021a). Customer loyalty and upward revenue trends are boosted by an easy-to-use booking experience and customer support that is designed with the user in mind.
Revenue from income statement: Total revenue for the last three fiscal years has grown at an impressive pace of 10% for Corinthia Hotel Group, with sales hitting £650 million in 2021. This represents a strong performance over the past five years (Larson, 2022). With accommodation reservations accounting for 55%, food and beverage services for 30%, and auxiliary services (including spa and events) for the remaining 15%, Corinthia has a diverse revenue stream. An increase in average room rates, due to Corinthia Hotels' premium standing in the market, is largely responsible for the boost in overall income. Contrarily, Ibis Hotels has also demonstrated consistent revenue growth in the mid-range market, with a total of £2.7 billion in sales in 2021, growing at a CAGR of 5% during the five-year span (Ibis Hotels, 2021b). The revenue breakdown for Ibis Hotels is unique: 70% comes from accommodation reservations, 20% from food and beverage, and 10% from auxiliary services such as meeting spaces and business support (Ibis Hotels, 2022). Rising occupancy rates and smart chain expansion are the main factors behind Ibis Hotels' revenue growth.
Factors Driving Revenue Growth: There are a number of reasons that have contributed significantly to the increase in revenue for Corinthia Hotel Group. Affluent consumers have been drawn to the brand due to its well-deserved reputation for high-end goods and services, and the company's global expansion, especially in Asia and the Middle East, has further expanded its customer base ((Freedman, 2022). In contrast, Ibis Hotels has been able to increase its income through penetrating new markets around the world, particularly in developing regions where the middle class is expanding its travel spending. 
[bookmark: _Toc157040045][bookmark: _Hlk156263111]Market Position Assessment: Corinthia Hotel Group and Ibis Hotels
The Corinthia Hotel Group has long planned to be the most prestigious name in five-star hotel chains. Focusing on luxury, opulence, and outstanding service characterises Corinthia's market positioning. A reputation for providing clients with opulent and sumptuous experiences has been built by the business. Unlike Corinthia, which focuses on high-end accommodations, Ibis Hotels aims to please a wider variety of customers by offering affordable, high-quality options.

Figure 2: Market Position Assessment (Brown, 2021).
Market Share: In the high-end hotel industry, Corinthia Hotel Group has carved out a sizable niche for itself (Brown, 2021). Corinthia has attracted affluent travellers in search of an unforgettable experience thanks to its focus on premium services, elegant decor, and individual attention. In contrast, the mid-range hotel sector is where Ibis Hotels has made its mark. Ibis has cornered a sizable chunk of the market thanks to its affordable prices and consistent quality and service.
Customer Demographics: Corinthia aims to cater to well-off individuals, corporate leaders, and wealthy vacationers who value a sophisticated and upscale hospitality experience (Hassan, 2021). People who value unique experiences, private lodgings, and individualised attention make up the bulk of the clientele. In fact, Ibis Hotels aims to attract a wide range of customers, including families, budget-conscious vacationers, and businesspeople in search of economical, dependable, and comfortable lodgings (Drury, 2021). Ibis continues to be a popular option for budget-conscious travellers due to its standardised offers, which appeal to a wide audience.
Brand Perception: The uniqueness and exclusivity of the Corinthia brand are enhanced by the associations that customers have with it (Hamilton, 2022). The brand's stellar reputation is bolstered by awards, compliments, and worldwide renown, and it also confirms its position as a frontrunner in the luxury hotel industry. Ibis Hotels, on the other hand, is among the most trustworthy and reasonably priced mid-range hotel businesses. The consistent, spotless, and conveniently located space has played a role in the brand's favourable image. Ibis isn't trying to position itself as a premium brand, but its consistently reliable accommodations and services have earned it a stellar reputation among its target customers.
The Corinthia Hotel Group and Ibis Hotels have unquestionably achieved the peak of their respective industries. Ibis aims to reach a wider audience by promoting cost and dependability, whereas Corinthia caters to the wealthy with its reputation for grandeur and elegance. These hotel brands have become market leaders by concentrating on their unique clientele.
[bookmark: _Toc157040046]Growth Potential Evaluation: Corinthia Hotel Group and Ibis Hotels
While Corinthia Hotel Group and Ibis Hotels target different markets, they both have room to grow. This section will incorporate the growth potential evaluation of Corinthia Hotel and Ibis Hotels.

Figure 3: Growth Potential Evaluation (Walker, 2022).
Expansion Strategies: The Corinthia Hotel Group can handle a huge number of visitors because it is quickly growing internationally (Bonardi, 2023). The business is focusing on growing in the Asian and MENA markets because it has found new growth possibilities there. The growth of five-star hotels is being driven by the growing need for first-class lodging among rich people in these places. Working with local investors and developers can make it easier to get into new areas. On the other hand, Ibis Hotels is hoping to grow by opening hotels all over the world as part of a bold plan to do so. Because the brand has a single strategy, great ideas can be quickly spread to other businesses (Walker, 2022). Ibis tries to meet the needs of all of its customers by providing dependable and reasonably priced hotels in both established and new areas. 
Market Opportunities: 
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Figure 4: Global Hotel market opportunities (Bonardi, 2023).
Corinthia is dedicated to luxury, more and more people want unique holiday experiences, and people all over the world are getting richer (Corinthia Hotels, 2023b). Corinthia can take advantage of the growing demand for immersive events by giving its wealthy customers what they want. This way, it can take advantage of the growing demand for vacations that are good for the earth and last a long time. But the fact that middle-class people will still need holidays will be great for Ibis Hotels. The need for high-quality living that is also affordable will grow along with the size of the global middle class. 
Potential Barriers to Growth: There are many chances for the Corinthia Hotel Group to grow, but they must first overcome some tough problems (Guilding, 2021). It might be hard to keep the brand's personality when it goes global. Careful strategic planning is needed to get a lot of attention and reach more people. Rich tourists may also be hesitant to spend a lot of money on five-star hotels in countries with a bad reputation because they think they will be physically hurt more often (Žufan, 2023). Even though Ibis Hotels has a huge opportunity to grow, it is facing some unusual problems. When the economy is bad, it's especially hard for tourists on a tight budget because it affects income and attendance rates. 
Even though they are aimed at different groups of people, Ibis Hotels and Corinthia Hotel Group both have a lot of room to grow. Ibis's unified mid-range strategy may be aimed at the growing middle class, while Corinthia's focus on luxury and global growth is in line with the rising demand for high-end travel experiences. Both businesses need to be able to think carefully about the future, act quickly, and know a lot about their niche industries in order to reach their growth goals.



[bookmark: _Toc157040047][bookmark: _Hlk156263162]Financial Commitment to CSR Analysis: Corinthia Hotel Group and Ibis Hotels
The Ibis Hotels and the Corinthia Hotel Group have started important corporate social responsibility (CSR) programmes to promote doing the right thing by the community, the environment, and businesses. The following paragraph will deep dive into this discussion.

Figure 5: Financial Commitment to CSR Analysis (Brammer, 2022).
Sustainability Practices: It's clear that the Corinthia Hotel Group spends a lot of money on green projects. The company's global investments have given a lot of money to programmes and technologies that save energy and water, cut down on trash, and protect the environment (Brammer, 2022). On the other hand, Ibis Hotels has shown a strong commitment to environmental causes by freely funding many projects. 
Community Engagement: Corinthia has shown a big financial commitment to getting involved in the community. The company cares about the places where it does business by working with other groups and giving money to activities that make the areas better (Sahli, 2022). Funding is given to projects in the areas of health care, education, and economic and social growth. On the contrary, Ibis Hotels actually sponsors a lot of events and activities in the neighbourhood, which shows that they are involved with the area. These gifts are mostly going to health care, schools, and making neighbourhoods better places to live. 
Ethical Business Practices: Because these ideas guide how the company does business, the Corinthia Hotel Group puts a lot of money into things like fairness, honesty, and accessibility (Seal, 2021). As part of their corporate social responsibility plan, Corinthia should give money to this area to help the company build a good name and make the workplace healthier. In contrast Ibis Hotels promise fair working conditions and give its workers training. It also encourages people to buy products that are made in an ethical way. 
Its ability to improve its brand, build relationships with stakeholders, and show that it wants to be a good business citizen are all shown by these investments. 



[bookmark: _Toc157040048]Recommendations
Corinthia Hotel Group:
· Global Expansion Through Boutique Hotels: Corinthia Hotel Group should use the brand's good name to get into new areas while keeping its high-class look. By opening boutique hotels in new countries, the brand can keep its exclusivity while reaching a wider range of people. This builds on Corinthia's strong brand equity and paves the way for global growth.
Ibis Hotels:
· Niche Segment Exploration - Sustainable and Eco-Friendly Hotels: If Ibis Hotels want to make more money, they should look at possible opportunities in certain areas. Ibis is following the current market trend by becoming an eco-friendly hotel. This also helps the company's image, which is very important for today's consumers who care more and more about the environment.


[bookmark: _Toc157040049]Conclusion
Finally, Ibis is determined to be the winner in the middle ground, while Corinthia is focused on wealth and going global. Both businesses want to support CSR projects that encourage environmentally friendly business practices, honest trade, and community service. The ideas make sense given how the market is right now, which includes both the chances for growth and the things that could go wrong. Corinthia and Ibis show that in the fast-paced hotel business, persistence and adaptability are key.


[bookmark: _Toc157040050]References
Alsharari, N.M. (2022). A comparative analysis of taxation and revenue trends in the Middle East and North Africa (MENA) region. Pacific Accounting Review, 31(4), pp.646–671. doi:https://doi.org/10.1108/par-12-2018-0114.
Atrill, P. (2021). Management accounting for decision makers. 10th ed. Harlow, United Kingdom: Pearson Education.
Bonardi, J.-P. (2023). International Expansion, Diversification and Regulated Firm Nonmarket Strategy. Managerial and Decision Economics, 34(6), pp.379–396. doi:https://doi.org/10.1002/mde.2598.
Brammer, S. (2022). The contribution of corporate social responsibility to organizational commitment. The International Journal of Human Resource Management, 18(10), pp.1701–1719. doi:https://doi.org/10.1080/09585190701570866.
Brown, J.B. (2021). Management Accounting for Hospitality and Tourism. International Journal of Hospitality Management, 20(1), pp.101–102. doi:https://doi.org/10.1016/s0278-4319(00)00029-3.
Corinthia Hotels (2023a). Corinthia Hotels & Financial Statements 2023. [online] Available at: https://www.corinthiagroup.com/wp-content/uploads/2022/05/Corinthia-Annual-Report-2021.pdf.
Corinthia Hotels (2023b). Financial Reports | Corinthia Group - Owners, Developers & Operators of the Corinthia Hotels and Real Estate Brand. [online] Corinthiagroup.com. Available at: https://www.corinthiagroup.com/investors/financial-report/.
Cotton, W.D.J. (2022). Contemporary issues in management accounting. Part I, Cost of quality. Wellington, N.Z.: New Zealand Society Of Accountants.
Drury, C. (2021). Management and Cost Accounting. 10th ed. Andover: Cengage Learning.
Edwards, S. (2022). Revenue management: Maximising revenue in hospitality operations. Journal of Revenue and Pricing Management, 12(1), pp.94–95. doi:https://doi.org/10.1057/rpm.2012.38.
Freedman, D.A. (2022). Comparing Farmers’ Market Revenue Trends Before and After the Implementation of a Monetary Incentive for Recipients of Food Assistance. Preventing Chronic Disease, [online] 11. doi:https://doi.org/10.5888/pcd11.130347.
Guilding, C. (2021). Accounting essentials for hospitality managers. [online] Abingdon, Oxon: Routledge. Available at: https://booko.com.au/9780415841092/Accounting-Essentials-for-Hospitality-Managers.
Hamilton, B. (2022). Brand perceptions and the exporter-importer relationship. Journal of Brand Management, 5(6), pp.441–448. doi:https://doi.org/10.1057/bm.1998.34.
Hassan, M.K. (2021). Customer Demographics Affecting Bank Selection Criteria, Preference, and Market Segmentation: Study on Domestic Islamic Banks in Bangladesh. International Journal of Business and Management, 4(6). doi:https://doi.org/10.5539/ijbm.v4n6p131.
Ibis Hotels. (2023). Ibis Hotels Annual Report 2023. [online] Accor Group. Available at: https://group.accor.com/-/media/Corporate/Investors/Documents-financiers/2023/07-27-H1/Interim_Financial_Report_2023_Accor_vDef.pdf.
Larson, K.D. (2022). Fundamental Accounting Principles.
Sahli, M. (2022). An introduction to revenue management for the hospitality industry: Principles and practices for the real world. Journal of Revenue and Pricing Management, 9(1-2), pp.192–193. doi:https://doi.org/10.1057/rpm.2009.48.
Seal, W.B. (2021). Management accounting. London: Mcgraw-Hill Education.
Walker, J.R. (2022). Introduction to hospitality. Boston: Pearson.
Žufan, P. (2023). Market position of selected competitors of the Czech wine market. Agricultural Economics (Zemědělská ekonomika), 54(NO. 7), pp.343–346. doi:https://doi.org/10.17221/2711-agricecon.




Expansion Strategies


Market Opportunities


Potential Barriers to Growth



Sustainability Practices


Community Engagement


Ethical Business Practices


Customer Demographics


Brand Perception


Market Share


2

image2.png
GLOBAL HOTEL AND HOSPITALITY MANAGEMENT SOFTWARE MARKET 2020-2024

Market growth will ACCELERATE
ata CAGR of about

The market is FRAGMENTED
with several players occupying the
market

Growth Contributed by

Q 387
1

Growth for 2020

4.38%

Market impact:

POSITIVE

4+

17000+ Reports covering niche topics. Read themat ~ technavio




image1.png
Revenue & EBITDA (€ million)

&
International Hotel Investments plc ~
Revenue & EBITDA rzzo ARG,

2018(A) to 2022(P)

200 a0%
250 2%
200 = w3
o £
150 . s B
7/ 2
100 0% %
E
H
50 /i s% W
/
0 / o
.
s s
201608 20190 202008 200106) 202200)

m—=Revenue m=EBITDA —EBITDA Margin




