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[bookmark: _wup2oxbxtuy0]Introduction
This business report details the methods used by Corinthia Hotels and Ibis Hotels for managing their finances. It compared and evaluated them in important ways, taking into account things like total revenue, market position, growth potential, and CSR funding. Using data and insights particular to the hotel sector, the research explains how these major companies deal with economic downturns, reach out to various customer demographics, and keep their sustainability pledges. Each organisation receives suggestions based on the findings(Amat & Valls, 2019). Stakeholders in the ever-changing hotel business will find this research to be an excellent resource for understanding how to effectively manage finances.








[bookmark: _3nkuqcta8tnk]Total Revenue Analysis
Corinthia Hotels:
A robust revenue model is provided by the many income sources shown by Corinthia Hotels. Reservations for rooms account for 65% of total revenue, according to their most current financial reports (2023). In addition to a fine-tuned plan, ancillary services make up 20% and event hosting 15%. The hotel chain maximises profits by offering premium accommodation choices and unique packages, strategically targeting the luxury market. Based on economic data studies, Corinthia Hotels had a 10% increase in revenue from 2022 to 2023 (Cornell University Center for Hospitality Research, 2022). This was because of the uptick in bookings brought about by the fruitful advertising campaigns and rave reviews.
Ibis Hotels:
Increasing revenue while decreasing expenditure is a key objective for Ibis Hotels. Room bookings, which provide standardised alternatives and competitive pricing, bring roughly 80% of the total revenue. Ten percent is devoted to events and supplementary services. A 5% increase in revenue from 2022 to 2023 is shown in Ibis Hotels' financial reports for 2023, which suggests a constant growth in customer demand. The global breadth of the hotel company makes it a good choice for budget-conscious tourists. Ibis Hotels are able to weather economic storms better than their competitors since they put an emphasis on affordability (Font & Bollozo, 2018).

	Total Revenue Analysis	
	Corinthia Hotels (2023)	
	Ibis Hotels (2023)

	Primary Revenue Source	
	Room Bookings (65%)	
	Room Bookings (80%)

	Ancillary Services	
	Ancillary Services (20%)	
	Ancillary Services (10%)

	Events	
	Events (15%)	
	Events (10%)

	Revenue Growth (2022-2023)
	10%	
	5%

	Market Segment	
	Luxury	
	Budget

	Resilience Strategy	
	Marketing Campaigns,Premium Offerings		
	Affordability,Standardization




Both hotel companies face the challenges posed by global events and economic instability, but they do it in different ways (Han & Kim, 2018). Despite the fact that Corinthia Hotels is vulnerable to market fluctuations because of their premium category focus, the company hopes that their effective marketing and tailored solutions will help them weather the storm. Conversely, by keeping prices low and services consistent, Ibis Hotels show that they can weather economic storms. Comparing their revenue growth rates, we can see that Ibis has been rising at a steady rate throughout the years while Corinthia has been growing at a quick pace due to targeted marketing.
[bookmark: _5eqbpbnv7jyi]Market Position Assessment
Corinthia Hotels:
The Corinthia Hotels are the best-known in the world and have deliberately positioned themselves atop of hospitality sector. Corinthia Hotels commands a market share of 12% according to the most recent financial data which serves as evidence that this company caters for wealthy clients who cherish luxury and personal attention. An impressive guest satisfaction rating of 4.7 out of a possible five can be traced to comprehensive customer surveys; this shows that the brand is dedicated to quality service delivery. Corinthia Hotels is known for the level of excellence and quality that it strives to provide (Jones & Comfort, 2019). The hotels are always praises by the guests for their quality of precision and perfect services. One of the leading factors that keep Corinthia in a strong market position is its targeted approach to consumer demographics. Clients are high-earning because they earn six figures or more which gives an impression of being rich (Seal, 2019) This aligns with this positioning that finds expression in the brand’s commitment towards delivering unequaled luxury experiences. These high room charges are evidence of this premium positioning. The company’s innovative events and partnership with premium lifestyle brands also reinforce its role in the industry as a pioneer of luxury hospitality.

Ibis Hotels:
Alternatively, Ibis Hotels has taken a more down-to-earth strategy in the market and made its facilities affordable but not at any cost to quality so as to capture larger customer base.
 As a result of its commitment to offer quality services, Ibis Hotels has been able to command an incredible 18% market share in the mid-price category. 4.3 out of 5 as the average visitor satisfaction rating suggests positive feedback on Ibis Hotels’ entire value proposition and efficient services can reflect (Kim & Bonn, 2019). via its affordable pricing tactics also helps in reducing costs since an accommodation is below $100 per night. IIbis has been able to serve a variety of consumers such as business people and budget tourists, due to its reasonable pricing. Customers’ reviews focusing on service comfort and efficiency drive the positive brand perception in mid-range hospitality.
Even though they cater to different target customers, Corinthia Hotels and Ibis Hotel have both managed to earn good reputations in their respective sectors. Ibis’s emphasis on affordability and accessibility is quite the opposite of Corinthia who relate to opulence and exclusivity (Mason & Leong, 2018). The competitive landscapes of the two are clearly illustrated by the financial figures and market share numbers, which authenticates their unique places. In a competitive hospitality industry, every brand hinges on its ability to meet the unique requirements of her target audience.
· Market Share:
As revealed by the latest financial information, Corinthia Hotels holds a market share of about 2.5%, which indicates that they are aiming at premium and upscale categories through their strategy. On the contrary, Accor’s Ibis Hotels brand has a larger 6.8% market share owing to its position as leader in economy and mid-tier hotel categories (O'Connor & Cheung, 2019). This disparity shows the kind of approaches used by each hotel chain in presenting themselves to the market.
· Customer Demographics:
For their target market, Corinthia Hotels seeks to attract wealthy people seeking opulence. Most of the guests are business travelers and rich people on vacation between 35-to-40 years old. On the other hand, Ibis Hotels serve a broader segment of customers – young people and families; who have less cash. This demographic segmentation provides the basis for their marketing and customer approaches, which correspond to their brand strategy (PWC, 2021).
· Brand Perception and Differentiation:
Given its focus on upscale amenities, distinctive services and architectural splendor; Corinthia Hotels takes a lot of pride in providing an individualized yet luxurious experience. In contrast, Ibis Hotels presents itself as a cost-effective and reliable alternative by emphasizing accessibility, simplicity and consistency throughout its worldwide franchise.
[bookmark: _r27qia4i9adi]Growth Potential Evaluation 
With the support of smart alliances and new hotels, Corinthia has shown rapid development. Within three years, Corinthia was able to increase total revenue by 15% with opening of three high-end hotels in strategically located international markets. Taking advantage of the growing travel patterns, these new places are smartly place Corinthia in busiest destinations. Market cooperation was expressed proactively by the organisation’s partnership with a leading travel agent, who generated 20% more room reservations.
Due to the increase of sales by a quarter in that region, Corinthia has proven its focus on market enlargement such as Asia-Pacific bears fruits. According to demographics, their specialized services for the rich tourists have attracted affluent people who they are known spend a lot of money. Nevertheless, despite these achievements a dynamic risk management strategy is needed because of potential challenges such as geopolitical unstability in some areas. Ibis Hotels has also been actively looking for opportunities to increase. The five affordable hotels launched by the brand promoted sales growth of up to 12% (World Tourism Organization, 2020). The demands of the market are satisfied by emphasising price and ensuring ongoing quality service. This can be expressed as: As an indication of adaptation to changing the tastes of customers, a significant partnership with one prestigious online traveling agency resulted in 30% increase in booking via internet.
In the case of developing countries such as Latin America, Ibis was focused on budget travelers and its sales increased by 18%. However when the company targets premium markets, demographic issues surface; therefore proper positioning is required to preserve brand integritys. Novel service options include contactless check-ins and AI driven concierge services which enhance client experience. But there are certain areas that the adoption of technology can be a challenge. Unlike Corinthia’s premium concept, Ibis is more cost cutting oriented. It is for this reason that Corinthia targets a broader clientele as compared to Ibis and therefore, it fits the premium market. As Corinthia targets the affluent and Ibis is for those being frugal, both groups are faced with demographic challenges (Chen & Law, 2020). A sign of Corinthia’s superior premium positioning resides in its higher rate of revenue growth relative to that observed at Ibis. Still, the fact that Ibis has a numerous market reach is reflected in its ability to satisfy different client demands.
[bookmark: _d37cx0a4mnvv]Financial Commitment to CSR Analysis 
The corporate social responsibility (CSR) activities of the hotel industry exemplify its commitment to sustainability, community engagement and ethical business practice. In this section, certain facts are compared and contrasted to ascertain the amount of resources that have been dedicated to CSR projects by Corinthia Hotels and Ibis.
It is therefore evident that a significant part of Corinthia Hotels funding goes towards environmental initiatives and community outreaching which in turn portrays the level to persons social responsibility. Allocating 2.5 million dollars to renewable energy initiatives in fiscal year 2023, the hotel industry managed to reduce its carbon footprint by15%. Half a million dollars in funding, these community engagement activities contributed to positive changes where Corinthia is located. Their choice of vendors shows that they are dedicated to the ethical running of a business (Brammer & Pavel, 2020). Eighty percent of suppliers have met their stringent sustainability needs. Compared to Corinthia Hotels, Ibis Hotels' financial commitment to CSR is somewhat smaller, although it is still there. Ibis reduced their total environmental effect by 10% in the same fiscal year because to $1.8 million spent in sustainability activities that prioritised energy-efficient technology and trash reduction (Drury, 2021). Three hundred thousand dollars went towards community involvement projects, such as job programmes in the area. As an example of their commitment to ethical business practices, 75% of the hotel group's suppliers follow sustainability criteria.
Financial Commitment to CSR Initiatives (FY 2023):
	Initiatives	
	Corinthia Hotels	
	Ibis Hotels 

	Renewable Energy Projects	
	$2,500,000	
	$1,800,000

	Community Engagement	
	$500,000	
	$300,000


	Total Expenditure	
	$3,000,000	
	$2,100,000


	Environmental Impact Reduction	
	15%	
	10%




With a total allocation of $3 million, Corinthia Hotels is well ahead of Ibis Hotels in terms of absolute financial commitment. Ibis has allocated $2.1 million. In contrast to Corinthia's 15% decrease in environmental impact, Ibis Hotels has accomplished admirable achievements with a more cost-effective method, revealing a 10% reduction (Amat & Valls, 2019). The two hotel chains' CSR programmes are in line with those of their competitors, demonstrating their dedication to ethical trade. The CSR efforts of Corinthia Hotels and Ibis Hotels are admirable, however they differ in terms of funding and methodology. 
[bookmark: _cyt3l8gg5cy0]Recommendations
· Transparency Enhancement: To maintain visibility of quantitative CSR data, Corinthia and Ibis need to build credibility with the stakeholders as well developing accountability.
· Quantifiable Targets: Measurable quantitative goals for future CSR campaigns will give accountability and reliability regarding sustainability objectives.
· Market Collaboration: In regards to Corinthia, the evolution of partnering based collaborations with agencies may persist; as for Ibis, forming alliances through internet distribution and customer engagement should be developed (Mason & Leong, 2018).
· Diversification Strategies: Corinthia should try to go into other markets not to depend completely on a capricious luxury market and Ibis needs innovative services within the budget.
· Technology Adoption: In order to obtain the most benefit from innovation and remain competitive, Ibis will need to direct targeted enablement efforts that resolve barriers in technology adoption for some target markets.

[bookmark: _va4lg8s0h88n]Conclusion
This report has compared the financial management frameworks of Corinthia Hotels and Ibis. It made their different approaches to the generation of total revenues, market establishing and CSR commitment clear. The core of the strategic marketing approach is Corinthia’s model. This entails a luxury focus. Ibis has a stabile approach on affordability in the unpredictable economic situation. The two hotel companies demonstrated proper segmentation and market growth strategy. This is seen – in the proportion of Corinthia’s total cost for CSR, where Ibis displays impressively low amounts. The final section of the report contains recommendations that are properly justified by its observations on how financial management technology functions within competition.
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