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[bookmark: _Toc159351428]Introduction
The hospitality industry is one of the most profitable and largest industries in the business world. Among different sections of the hospitality industry, the hotel business is the most recognised as one of the most important demands of tourists to have a better place to stay while travelling. The following report aims to compare different aspects of two renowned hotels and the selected hotels are Ibis Hotel and Corinthia Hotels. To begin with, the financial position of both hotels will be represented. In that case, the sources of revenue and the generated revenue will be compared by demonstrating. Furthermore, the market position of both hotels will be evaluated by considering different factors such as customer demographics, market share, and other factors. In the meantime, different strategies and opportunities will be assessed to understand the growth potential of both hotels. Moreover, financial commitment to CSR will be discussed by encompassing sustainability practices, community engagement, and ethical business practices. Finally, some recommendations will be provided to ensure further organisational growth for both companies.
[bookmark: _Toc159351429]Financial Position of the Hotels
[bookmark: _Toc159351430]The Sources of Revenue
[bookmark: _Hlk159325503]There are different sources of revenue for Ibis Hotel such as accommodation, in-hotel restaurants, amusement centres and so on (Fehre and Weber, 2022). The main source is the booking money and accommodation bill from the guests of the hotel. 
Corinthia Hotel generates its revenue from different sources such as accommodation, Hotel bars, entertainment centres and so on (Hagiu, 2022). The main source of the hotel is the billing amount from the guests of the hotel.  
[bookmark: _Toc159351431]Financial Comparison of Financial Reports with Revenue Trends
Both hotels generated a huge amount of revenue with the help of revenue trends. To begin with, Ibis Hotel generated approximately £1.98 billion in the year 2023 (Jung and Kim, 2022). In that case, the company introduced new services which helped it gain a higher profitability rate compared to the revenue generated in the year 2022 which is £1.64 billion (Hanlon, 2022). The amusement sector alone brought approximately £546 million for the company (Kinderlerer, 2020). In the meantime, by conducting revenue trend analysis, it was found that fluctuations in service revenue were intense in the first half of the year and the second half of the year experienced a well steady financial condition. As a result, the company was able to gain a profitability rate of 27% (Neidig, 2023).
On the contrary, Corinthia Hotel generated more than Ibis Hotel which is approximately £2.2 billion in the year 2023 (Mason and Simmons, 2023). The company experienced a major jump in its income with a revenue growth rate of 21% (Owen, 2020). The previous revenue rate of the hotel was approximately £1.84 billion (Smith, 2023). By conducting revenue trend analysis, the most profitable sector of the company was the accommodation sector which generated approximately £1.6 billion in the last year (Scheppers, 2020). It was also found that the profitability rate of the company was 36% which was the highest rate the company has ever achieved (Prasad and Mishra, 2021).
By conducting the financial comparison of both hotels, it can be observed that Corinthia Hotel gained more profit with a better profitability rate than Ibis Hotel.
[bookmark: _Toc159351432]Revenue Growth or Decline
There are a lot of factors that affect on revenue growth of both hotels such as price, inventory, marketing, channels, market data, service process, and so on. To begin with, Ibis Hotel set a higher price for its services which is why a lot of tourists prefer not to book any rooms in this hotel. In that case, a steady decline in revenue growth was observed in the year 2022 which is 2.3% (Kinderlerer, 2020). Another reason for facing declining in revenue growth is to have a low effort on marketing. The company did not consider digital marketing effectively which caused a decline in revenue growth.
In the meantime, Corinthia Hotel operates its business by offering a lower price rate for its guests compared to Ibis Hotel. For that reason, tourists from different places consider Corinthia Hotel to stay in which results in a higher revenue growth in the year 2023 which is 34% (Owen, 2020). Other than that, the company invested a larger portion of its resources in the marketing department which is why the company was able to achieve its goal of revenue growth. 
[bookmark: _Toc159351433]Market Position
[bookmark: _Toc159351434]Market Share
The market share of the hotel industry is calculated to acknowledge what portion or percentage of the market a company can achieve. In that case, it is determined to know how much a company can earn over its service. However, Ibis Hotel faced a loss of £200 million which declined its market share significantly (Jung and Kim, 2022). The main reason is conducting a joint venture programme which failed drastically. As a result, the company experienced a lower earning rate and lower market share.
On the other hand, the Corinthia Hotel earned more than Ibis Hotel which marked its higher market share in the competition. The company conducted a wide range of promotional programmes and marketing ventures to connect with its customers and clients. In that case, it was able to capture more market share compared to Ibis Hotel. The overall market share of the company is approximately 27% which is a higher market share rate (Prasad and Mishra, 2021).
[bookmark: _Toc159351435]Customer Demographics
Customer demographics include age, gender, income, education, marital status, ethnicity, and so on. In that case, Corinthia Hotel and Ibis Hotel are located in different locations which is why both companies have different customer demographics (Zufan, 2023). To begin with, Ibis Hotel is located in France which indicates the people of France and tourists visiting the place are the targeted customers of the Hotel. The people of France are educated and have better earnings. In addition, 61.5% of people in France are aged 15-64 and tend to visit different places and take accommodation in different hotels (Scheppers, 2020).
On the other hand, the Corinthia Hotel is located in London, the United Kingdom which is why its targeted customers are the people of the UK. The people of London lead a higher class of lifestyle with a higher income rate. In the meantime, 65% of the people are between the ages of 15 to 65 (Mason and Simmons, 2023). As a result, the company finds a better opportunity to conduct its promotional activities within this vast population. In that case, the hotel has better customer demographics than Ibis Hotel.
[bookmark: _Toc159351436]Brand Perception
Brand perception mainly indicates the feelings and experiences of customers about a service. In that case, both companies tend to provide a better service for their customers. To be precise, Ibis Hotel provides different services to the customers to achieve its organisational goals. In that case, the company had to face a loss for a joint venture which was not preferred by the customers as the service had a higher price (Smith, 2023). For that reason, the customers of the company had a mixed experience about the services of the company.
On the other hand, the new service of Corinthia Hotel has made a great impression among customers. For that reason, the hotel has a better brand perception compared to Ibis Hotel (Prasad and Mishra, 2021). In the meantime, it has successfully introduced its services to the targeted customers at a very low and reasonable price which is why it was able to acquire a better brand perception from its customers.
[bookmark: _Toc159351437]Growth Potential
[bookmark: _Toc159351438]Expansion strategies
Ibis Hotel has been able to identify its potential market and expand its business by opening branches. In the meantime, the hotel has conducted detailed market research which has helped the company capture more market. In that case, the company has opened its branches in different countries. In the UK, the mother company, Accor Live Limited, has planned to open more branches than any countries. The company is expected to achieve a 20% profitability rate within a year (Zufan, 2023). As a result, it has increased its customer base effectively.
On the other hand, Corinthia Hotel has been able to capture a large market worldwide. In the UK, the hotel has different outlets and branches all over the country. In the meantime, Corinthia International has opened its branches in 12 different countries which have magnificent tourist destinations (Hagiu, 2022). However, the company has planned to expand its business in a wide range. In that case, the company decides to establish strategic partnerships with different organisations. The expected business expansion of the company is 18% (Owen, 2020). Furthermore, the company has made plans to mitigate its risks and invest in research and development.
[bookmark: _Toc159351439]Market opportunities
As both Ibis Hotel and Corinthia Hotel are operated in different countries, both of them have a wide range of opportunities. To begin with, Ibis Hotel has an opportunity to adopt digitalisation with different marketing strategies such as digital marketing, social media marketing, and so on (Mason and Simmons, 2023). Other than that, new services can be a better opportunity for the company that enables better profitability.
Corinthia Hotel has a wide range of opportunities to capture the local area and enable local hotel services for better business operations. In the meantime, the hotel has a potential opportunity to enable new services for its customers. 
[bookmark: _Toc159351440]Potential barriers
There are some barriers that both hotels have to experience. To begin with, after experiencing a huge amount of loss in launching a joint venture, Ibis Hotel had to deal with irregular cash inflows (Hanlon, 2022). Furthermore, the company had to face a loss of loyal customers. Other than that, another significant barrier is technology change which the company have to deal with.
On the other hand, the Corinthia Hotel has to face the barrier of intense competition. The rising competition in the hotel industry has become one of the most remarkable barriers to the company (Prasad and Mishra, 2021). Other than that, another barrier is maintaining an online reputation of the company.
[bookmark: _Toc159351441]Financial Commitment to CSR
Sustainability practices: Ibis Hotel maintains its sustainability practices. The main sustainability practices that the hotel conducts are waste reduction, water usage reduction, local sourcing, and so on. Meanwhile, Corinthia Hotel is also known for its sustainability practices (Kinderlerer, 2020). The most common sustainability practices of the company are enabling green energy, waste management, local sourcing, and so on.
Community engagement: Ibis Hotel had to experience some negative reviews and word-of-mouth marketing. On the other hand, lack of engaging digital marketing, the company had to face a lower rate of community engagement (Scheppers, 2020). On the contrary, Corinthia Hotel has enabled digital marketing which ensures community engagement for the hotel. Furthermore, the company has gained better feedback and word-of-mouth.
Ethical business practice: Both Ibis Hotel and Corinthia Hotel have a reputation for conducting ethical business practices (Zufan, 2023). In that case, both companies treat their guests with respect, honesty, and fairness. On the other hand, both companies are aware of the employee rights.
[bookmark: _Toc159351442]Conclusion
The report focused on different aspects of the Ibis Hotel and Corinthia Hotel. To begin with, both company’s financial reports are compared. It is found that the Corinthia Hotel has earned more profit than the Ibis Hotel. Furthermore, the sources of revenue for both hotels are accommodation, in-hotel restaurants, amusement centres and so on. In the meantime, Corinthia Hotel experienced a better organisational growth rate than Ibis Hotel. For that reason, the Corinthia Hotel has more market share than the Ibis Hotel. Moreover, the expansion strategies of both companies are market research, launching new services, and so on and market opportunities are adopting social media marketing, digital marketing, and more. To sum up, the financial commitment to CSR for both companies includes sustainability practices, community engagement, and ethical business practices.
Recommendations
Ibis Hotel must conduct digital marketing by hiring experts to enable better market engagement.
Corinthia Hotel should ensure local engagement by enabling new services to achieve organisational goals.
Ibis Hotel needs to increase its profitability rate by capturing market share to achieve its organisational growth.
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