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Executive summary 
This paper examines the business operations, financial management, market positioning, and corporate social responsibility (CSR) initiatives of two major hotel chains: Corinthia Hotels and Ibis Hotels. Corinthia Hotels, founded in 1962 in Malta, is known for its luxury, boutique-style hotels in major cities around Europe, Africa, and the Middle East. Corinthia, renowned for its personalised service and sumptuous accommodation, has successfully grown its portfolio to 24 hotels. Ibis Hotels, founded in 1974 and a member of the Accor group, runs more than 1,200 hotels worldwide. The Ibis brand, which comprises Ibis, Ibis Styles, and Ibis Budget, is known for providing inexpensive and dependable housing options.
The report outlines Corinthia Hotels' remarkable financial achievements, including a significant increase in gross profit from $63.6 million in 2021 to $112.6 million in 2022, driven by increased sales and cost efficiency. Ibis Hotels faced financial difficulties during the COVID-19 epidemic but recovered impressively, rising revenues from €2.2 billion in 2021 to €5.1 billion by 2023.
The study investigates how demographic characteristics influence consumer perceptions and choices, with Corinthia targeting higher-income, luxury market groups and Ibis catering to budget-conscious travellers. It also emphasises the importance of internet ratings and customer co-creation for market positioning. Both hotel groups are dedicated to CSR, with Corinthia focusing on social activities like clean water projects and Ibis on environmental sustainability through reforestation efforts.
The research recommends that Corinthia strengthen its digital marketing efforts and Ibis improve its cost management and operational efficiency to maintain growth. This comprehensive analysis provides significant insights into Corinthia and Ibis' strategic initiatives, highlighting their efforts to sustain competitive advantages and achieve long-term success in the hospitality business.
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1. Introduction
This paper examines the business strategy, financial management, market positions, and corporate social responsibility (CSR) initiatives of two major hotel chains: Corinthia Hotels and Ibis Hotels. Corinthia Hotels, a luxury brand created in Malta, is well-known for its lavish, boutique-style lodgings and strong market presence across Europe, Africa, and the Middle East. In contrast, Ibis Hotels, a budget-friendly brand within the Accor group, has a global network of over 1,200 hotels noted for their affordability and fundamental facilities. The paper investigates the financial trajectories of both hotel groups, highlighting Corinthia's strong profit growth and Ibis's resilient recovery from the epidemic. It also examines how demographic characteristics and customer perceptions influence market tactics and how CSR efforts improve brand loyalty and financial performance.
 This report provides insights into how they plan to maintain growth and profitability in the competitive hospitality business.
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Corinthia Hotel Group
Corinthia Hotels International, founded in 1962 by Alfred Pisani in Malta, is a highly esteemed luxury hotel brand. In 1968, the corporation changed, shifting its focus from being a high-end restaurant to becoming the Corinthia Palace Hotel. At present, Corinthia oversees a total of 24 hotels located throughout different locations in Europe, Africa, and the Middle East. These hotels are located in cities including London, Prague, Tripoli, Budapest, Lisbon, St. Petersburg, and Malta. The Corinthia Hotel, known for its luxurious and sophisticated atmosphere, combines a boutique business's personalised service with a more prominent hotel's grandeur (Corinthia, 2024a).
Ibis Hotel
Ibis Hotels, a French hotel brand under the ownership of Accor, was established in 1974 and has its headquarters in Evry, France. The organisation oversees a global network of over 1,200 hotels across 70 countries, offering affordable accommodation choices focusing on essential services. The Ibis brand includes Ibis, Ibis Styles, and Ibis Budget, establishing itself as a prominent hotel chain in Europe (Ibis, 2024). The brand is renowned for its competitive pricing and dependable service, catering to the requirements of both casual and professional visitors (Novostavska, 2021).
Revenue-Based Financial Management
Corinthia Hotels 
[image: ]
Corinthia Hotels experienced a significant increase in gross profit in 2022, reaching $112,621,000, compared to $63,646,000 in 2021. The substantial rise was mainly attributed to a sharp increase in sales. The company's operating profit substantially improved, from $51,706,000 in 2023 to $26,528,000 in 2022. The increase in operating profit can be ascribed to a higher sales volume and reduced expenses. The company's net loss decreased, suggesting enhanced financial management and operational efficiency. Corinthia Hotels' improved economic performance can be ascribed to higher sales and effective cost management, demonstrating their expertise in improving profitability through efficient revenue management and cost-saving strategies. Based on the substantial increase in sales growth, the company is anticipated to see a significant improvement in its future financial condition, indicating a solid recovery and positive prospects (Corinthia, 2024b).
  


Ibis HoteI
[image: ]Ibis Hotels, an Accor subsidiary, experienced significant financial difficulties in 2020, according to Accor's consolidated income statement. The group's revenue fell significantly, from €4,049 million in 2019 to €1,621 million in 2020, primarily because of the COVID-19 pandemic.The considerable fall in revenue resulted in an operating loss of €2,201 million in 2020 versus a profit of €678 million in 2019. Furthermore, net profit fell from a positive €485 million in 2019 to a negative €1,990 million by 2020.
In 2021, Ibis Hotels enjoyed a rebound, with sales rising to €2,204 million. The group effectively turned around its EBITDA from a €391 million deficit in 2020 to a €22 million surplus in 2021. The net profit of €90 million in 2021 highlights the rebound, in contrast to the previous year's significant deficit (Accor, 2020b).
 From 2021 to 2023, Ibis Hotels saw a sustained recovery and expansion phase. Accor's total revenue in 2022 was €4,224 million, a significant increase above the €2,204 million earned in 2021. The expansion was fueled by solid performance in numerous regions, including considerable increases in South Europe (88%), North Europe (133%), ASPAC (52%), IMEAT (151%), and the Americas (63%). 
Accor's sales grew to €5,056 million in 2023, a 20% increase over the previous year. Accor reported a considerable increase in its Management & Franchise (+23%), Services to Owners (+11%), and Hotel Assets & Other (+6%) segments (Accor, 2024b). 
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Corinthia Hotels' gross profit climbed significantly from $63.6 million in 2021 to $112.6 million in 2022, driven by higher sales and lower expenses. In contrast, Ibis Hotels, a subsidiary of Accor, saw a significant decline in 2020 due to the pandemic but rebounded, with revenues rising to €2.2 billion in 2021 and €5.1 billion by 2023, demonstrating good regional performance and operational improvements (Corinthia, 2024b) (Accor, 2024a).



Market Position and Customer Demographics Analysis:
Impact of Demographics on Customer Perceptions
According to research, age, gender, and cultural background all substantially impact customers' judgments of value, fairness, and willingness to pay for hotel services. For example, older clients and individuals from specific cultural backgrounds may feel greater value and justice in premium hotel services such as Corinthia Hotels (Juliana et al., 2021).
Online ratings and demographic data substantially influence hotel choice. Corinthia Hotels excels in city hotels and resorts, popular among higher-income consumers and foreign tourists. This choice demonstrates the brand's capacity to attract and retain a diversified customer base, strengthening its market position (Tran et al., 2019). 
Customer Co-creation and Service Innovation
Corinthia Hotels uses customer collaboration to improve service quality and innovation. This method has been found to boost market outcomes and customer satisfaction, hence strengthening the brand's market position. Practical managerial assistance enhances these favourable effects (Santos-Vijande et al., 2018). 
Customer Satisfaction and Brand Loyalty
High levels of customer satisfaction, fueled by exceptional service quality and enjoyable customer experiences, are critical for fostering brand loyalty. Studies have shown that loyal consumers contribute substantially to brand equity and market performance, both of which Corinthia Hotels excels in (Nobar and Rostamzadeh, 2018; González-Mansilla et al., 2019). 
Segmented Marketing Strategies
Corinthia Hotels can successfully personalise their offers by segmenting them based on demographic and psychographic criteria. This approach addresses their clients' different wants and increases customer happiness and loyalty, strengthening their market position (Hindarto et al., 2022). 

Growth Potential and Strategic Analysis
Corinthia Hotels
As global travel grows, so will the demand for housing and hotel enterprises such as Corinthia Hotels. According to research, the hotel industry's growth is highly related to worldwide travel trends and economic situations (Serrasqueiro & Nunes, 2016). Corinthia Hotels' global expansion and brand recognition are critical for tapping into this expanding demand. According to research, expanding into new markets and improving brand recognition can dramatically enhance a hotel group's client base while providing future growth potential. Furthermore, service and operational efficiency advances help hotel organisations achieve higher occupancy rates and more economic stability (Tugores & Valle, 2016). As a result, Corinthia Hotels' objectives are aligned with the potential for international growth, ensuring financial stability and long-term success (Georgiou, 2015).

Ibis Hotel
Ibis Hotel's growth plan includes strategic partnerships, innovation, and sustainability initiatives, which are critical for gaining market share and worldwide reach. According to studies, teamwork and technological integration are crucial for increasing operations and improving market competitiveness (Wahyudono, 2023). Furthermore, implementing sustainable practices and corporate social responsibility (CSR) programs can boost brand loyalty and attract a more extensive client base (Melissen et al., 2016). By focusing on these areas, Ibis Hotel may utilise market trends to increase its liquidity and profitability, making it an appealing alternative for investors. This holistic approach minimises risks while increasing returns on investment (Majumdar, 2021). According to the findings of Abdou et al. (2020), Ibis Hotel's initiatives are intended to effectively capitalise on market growth potential, assuring long-term development and financial stability. 

Corinthia Hotels and Ibis Hotels have created effective strategies for capitalising on market possibilities and driving future growth. Corinthia focuses on geographical expansion and brand recognition, whereas Ibis emphasises innovation, collaboration, and sustainability. These measures are consistent with industry studies and are intended to secure hotel companies' long-term performance and financial stability. 
. 
Financial Commitment to CSR
Corinthia Hotels
Corinthia Hotels is strongly committed to corporate social responsibility (CSR), focusing on societal growth and development. According to research, Corinthia Hotels' CSR efforts improve business financial performance and establish good stakeholder connections (Babajee et al., 2021). Corinthia's initiatives include international water aid projects to lower infant mortality from poor sanitation and hazardous water. Over the last five years, our focus on providing clean drinking water has dramatically impacted poor communities, benefiting over 45,000 children and families in Cambodia, Tanzania, Zambia, Kenya, and Uganda. Such initiatives are consistent with results that CSR can boost financial performance by increasing consumer loyalty and trust (Liu et al., 2019).

Ibis Hotel
Ibis Hotel's CSR approach prioritises environmental sustainability by lowering carbon footprints and promoting local greenery. Studies demonstrate that environmental CSR efforts can considerably improve a hotel's brand image and customer satisfaction (Wong & Kim, 2020). Ibis focuses on reforestation and green vegetation projects in local communities, which help to maintain environmental stability by boosting oxygen levels, improving soil quality, and enhancing the groundwater table. These activities are crucial because they address local environmental and global climate change issues. According to research, such comprehensive CSR policies improve environmental quality and favourably influence the hotel's financial performance due to enhanced customer loyalty and operational efficiencies.

Corinthia Hotels and Ibis Hotels have built vital CSR programs demonstrating their commitment to societal and environmental well-being. Corinthia focuses on social activities such as supplying clean water to disadvantaged areas, whereas Ibis prioritises environmental sustainability through reforestation and carbon reduction. These efforts meet their CSR duties and improve their brand image and financial performance, consistent with industry trends and research findings on the benefits of CSR in the hospitality sector.

Conclusion
The report covers the Corinthia Hotel Group and Ibis Hotels' market standing, financial performance, and CSR initiatives. Quality and personalised service have helped Corinthia Hotels develop financially due to improved sales and cost management. However, Accor-owned Ibis Hotels rebounded from pandemic losses by strategic growth and regional performance improvements. Demographics affect client perceptions, with Corinthia targeting luxury and Ibis budget travellers. Corinthia emphasises social responsibility and Ibis environmental sustainability to boost brand loyalty and revenue. Ibis should increase cost management and operational efficiency, while Corinthia should boost digital marketing to continue development. Following industry trends, these tactics ensure long-term profitability and stability for both hotel companies.


Recommendations
Corinthia Hotels

Enhance Digital Marketing Strategies: Corinthia Hotels should improve its digital marketing methods to expand its market reach and profitability. Xie et al. (2017) found that efficient social media and digital marketing usage greatly boost customer engagement and acquisition. Corinthia can expand its consumer base by investing in focused digital ads, search engine optimisation, and collaborations with travel influencers. This method will capitalise on the expanding trend of online trip planning and booking, resulting in better occupancy rates and revenue.

Ibis Hotels
Improve Cost Management and Operational Efficiency: To increase profitability, Ibis Hotels should focus on increasing cost management and operational efficiency. Botta (2018) found that streamlining financial structures and minimising needless expenses can considerably impact a hotel's economic success. To lower operational costs, Ibis should apply strict cost-control methods, streamline processes, and invest in energy-efficient technologies. This plan will assist Ibis in meeting recent financial issues, increasing operating profit, and ensuring long-term economic stability.
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