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The Corinthia London is considered as the 5-star hotel situated at the Whitehall Place in London. The hotel is closed to different well-known places of London, like, Buckingham Palace, River Thames, and Trafalgar Sqaure. The hotel established in the year 1962 (The Corinthia London, 2024). In particular, Corinthia Hotels Limited (CHL) is called as developer and operator of Corinthia hotels situated in Europe, Africa, and the Middle East. 
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Figure 1: The Corinthia London 
(Source: The Corinthia London, 2024)
The Corinthia London comprises with restaurants, indoor swimming pool, spa, and florists. The hotel is popular as a luxury destination that give elegant atmosphere and grand view to the guests. The luxury and spacious rooms and beautiful amenities attract guests who want luxury vacations. In the year 2021, the hotel signed an agreement along with Reuben Brothers in order to open up hotel in the Upper East Side which is supposed to schedule in the end of the year 2024 (Crowe, 2023).
In comparison, Ibis Hotel is a modern hotel company that is known for having private rooms with flat-screen TVs, internet access, and big bathrooms. Ibis Hotel it situated in the right in the middle of London, ten minutes on foot from Tate Modern and five minutes on foot from Waterloo Station. The Ibis Styles hotel company in France, which is owned by Accor, is known for having stylish rooms at low prices. 
[image: ]
Figure 2: Ibis Hotel 
(Source: Ibis Hotel, 2024)
The company started out in Australia in 1980 as All Seasons. After being bought by Accor in 1999, it changed its name to Ibis Styles in 2011 (Ibis Hotel, 2024). Ibis Styles was in charge of 642 buildings in 51 different countries. The goal of Ibis Hotels is to improve the experience for both guests and workers so that everyone is happier and stays with the company longer. The most important thing to them is giving gusts the best deal in terms of modern comforts and services.
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Figure 1The Total revenue of Corinthia Hotels
Source: (FRN, 2020)

[image: Third-quarter 2022 revenue of €1,149 million up 83% like-for-like | Accor –  Newsroom]
Figure 2: Total revenue of ibis hotel
Source (ACCOR, 2014).


There are two revenues on is Corinthia Hotels and the other is Ibis hotels. Corinthia Hotels has maximum revenue generated as compared to ibis hotels. Corinthia and Ibis are the two distinct segments of hospitality industry; each experiencing different revenue trend due to diverse external factors. The luxury hotel industry represented by Corinthia Hotels has been growing its revenues due to various success factors (Karina, 2018).The premium service that the brand offers attracts high-end travelers who seek nothing less than an ideal and luxurious vacation. The growth into prime places such as large metropolis and popular vacation spots has widened the market base. The collaboration with world-famous chef, spa facilities and other specialties make it attractive for elite customers. 
 Contrastingly, Ibis Hotels located in the budget and mid-scale market pursue a different strategy. In many cases, revenue growth for Ibis Hotels comes from affordable accommodation that appeals to cost-conscious travelers. The brand concentrates on high occupancy rates and operational efficiency to optimize revenue within their market niche. The close distance to business districts, airports and popular attractions only makes the place more attractive for diverse group of tourists. Furthermore, Ibis Hotels may face difficulties in revenue growth during recessions that is when customers prefer cheaper alternatives or decrease travel expenditures.
Economic uncertainties, shifts in consumer behavior and global crises or pandemics comprise forces leading to the decline of revenue for both hotel chains (ACCOR, 2014). Extreme instability in tourism demand, competition that exists within the hospitality sector, as well as altered travel preferences also influences revenue trends.
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Figure 4: Market position of Corithia
Source: (Zámborský, and Kruesi, 2018)

Corinthia Hotels and Ibis are two brands operating in the hospitality business, each with a distinctive market positioning strategy. The former belongs to luxury segment whereas it caters for customers who require high-end lodging facilities and services while on vacation or when travelling overseas whether residentially or transiently. This is compounded by the fact that luxury segment market share held by the brand, which in turn creates high-end travelers looking for meticulous and refined experiences. Owing to facilities in premium locations across the world, Corinthia Hotels have been able to capture a significant share of the luxury travel market. The main groups of Corinthia Hotels clientele are rich individuals, business executives, and thrill seekers. The positive associations linked to this brand are associated with luxury fine dining and top-quality amenities, which makes it appealing to those who only pay attention to personalized service standards (Zámborský, and Kruesi, 2018).
On the other hand, Ibis Hotels operates on budget and mid-scale segment concentrating cost saving with efficient surroundings. Ibis dominates the discount hotel market with a high penetration rate by providing both thrifty tourists and cost-conscious business travelers as well families. The convenience of the brand is evident from its diverse customer target demographics. Ibis Hotels sits in cities, where it is strategically situated within business districts and popular tourist sites (Ishraq,  and Zakaria, 2023). The brand is described as reliable which means constant quality and its worth for money. Employing such a simplistic approach, contemporary conveniences and uniform services are all bundled to promote positive behavior for budget-oriented tourists.
Despite the fact that Corinthia Hotels and Ibis operate in different market segments, both groups have become leaders of their niches. Corinthia is exceptional in providing high-end experiences, identifying a premium image and focusing on an upmarket customer. On the other hand, Ibis targets pragmatism, affordability and accessibility as it reaches a wider market with an outlying social-demographic. The two brands also effectively position themselves to cater for the specific needs and preferences of their target markets, a factor that has contributed significantly towards each brand’s success in this competitive hospitality market.
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Corinthia and Ibis are two different but similar hotel companies. Ibis Hotels is known for its simple but nice rooms, which it uses to try to get a bigger part of the market and more power. Because Ibis is committed to meeting its guests' needs through well-thought-out rooms and services, the brand has become a word for quality and cost. One of its growth strategies is to strongly push direct bookings so that it does not have to rely on third-party booking systems as much and to get a bigger share of the market (Goffi et al., 2022). By encouraging direct bookings, Ibis can get more customers and save money. As another part of its plan to grow, Ibis makes management deals. This gives the business an opportunity to enter new markets, capitalize on what people in those market segments know and maintain its brand standards (Guzzo et al., 2020). The relationships provide an opportunity for Ibis hotels to open rapidly in other countries so that they can capitalize on new travel trends and changes in demand. It helps local business owners and investors to go around legal obstacles, cultural differences thus it is easier for the expansion of Ibis into new areas. 
As opposed to Corinthia Hotels, growth is more personalised with emphasis on premium quality products and intelligent relationships (Wong et al., 2022). An agreement of Corinthia with the Reuben Brothers to manage their property in New York City, housed previously as The Surrey Hotel illustrates how much this group earlobes hospitality aimed at superior rooms and precisely selected experiences. Corinthia wants to enter elite markets and attract choosy tourists by linking its brand with famous hotels, sites (Koseoglu et al., 2021). Based on the growth plan of Corinthia, it is more than just hotel management but a strong PR strategy for the word to get out regarding key new developments and brand recognition. Feeling special and excited, the customers of Corinthia are attracted by smart partnerships concluding interesting stories about products.
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When it comes to CSR projects Ibis Hotels and Corinthia Hotels do things differently in the UK particularly. The fact that they have responsibilities for their financial aspects, which are not only limited to generating profits indicates the concerns of these giants in terms of environmental practices, community interests and proper business conduct. Corinthia Hotels excel in their holistic view on CSR, which entails safe practices as well as active involvement of the community and responsible management (Franzoni et al., 2021). Hotels like Corinthia give their employees the tools they need to make a difference in the communities where they do business. This makes the communities where they do business better. They put environment and community involvement first. Not only do Eco-Pens give 25 moms in the area a way to make extra money, they also raise the standard of living for their families. 
On the other hand, Ibis Bencoolen cares about the areas it serves by hiring people from those towns and supporting economic growth. A brand called Ibis Styles, which is part of the Ibis group, also values innovation and getting involved in the community (Fonseca and Carnicelli, 2021). Ibis Styles gives local artists a place to show off their work and connect with guests through in-hotel events, digital activations, and partnerships. They do this while supporting makers and pushing people to get creative. The corporate social responsibility (CSR) work of both Corinthia Hotels and Ibis Hotels shows their support for issues that are important to them. Corinthia Hotels puts a lot of stress on being environmentally friendly and getting involved in the community through programmes like the Corinthia Colleague Experience (Peña‐Miranda et al., 2022). Ibis Hotels wants to make a direct effect in local communities while also praising creativity through Ibis Bencoolen and Ibis Styles. By putting money into these projects, both groups are helping the communities in the UK that they work with. This will also help them in the long run and meet their moral and social responsibilities. By giving money to CSR, Corinthia Hotels and Ibis Hotels are setting the standard for good business methods in the hotel industry (Kaur et al., 2022). In their case, they show that making money and helping people are not mutually exclusive.
[bookmark: _Toc157268748]Conclusion
This business report discusses the total revenue of Corinthia Hotels and Ibis Hotel and compares both annual revenues. The market position of both hotels is also discussed which discusses the factors that affect both hotel’s market positions like demographic factors, brand perception, and market share. Moreover, the growth potential is also discussed of both hotels and also analyzed the financial commitment to CSR.

[bookmark: _Toc157268749]Recommendations
Corinthia Hotels needs to maintain and improve its position in the upscale market segment. The brand should maintain a premium image by providing superior personalized experiences. Strategic collaborations with celebrity chefs, designers, or private brands can add more depth to its ranks of opulence. Continued investment in customer service training and technology to offer robust experiences will increase client satisfaction. The growing brand can enter new emerging markets and destinations to travel for luxuries (Hajibaba, Grün, and Dolnicar, 2020). Marketing strategies should be focused on the rareness of Corinthia hotels that could attract potential guests through digital platforms and luxury lifestyle magazines.
For Ibis Hotels, the brand should focus on sustaining its position in the budget and midscale market while adjusting to changes in travel preferences. Ibis should focus on technological innovations to improve guest experiences, reduce booking complications, and implement contactless services (Choi, and Won, 2023). Customized promotional efforts may point out Ibis’s trust, price advantage as well as eco-friendliness features appealing to Earth-concerned customers. Since experiential travel is becoming more popular (Olsen, and Pracejus, 2020), Ibis may seek collaborations with local enterprises or attractions to offer exclusive experiences for the guests. The process of constant penetration into the markets offering new growth opportunities and also some variability in setting prices can be used by Ibis to compete in the segment focused on budget hotels. Both brands should regularly watch customer comments and market tendencies to be sensitive towards changes (Mehta, Chaudhary, and Kumar, 2020). The adoption of sustainable practices and social responsibility initiatives can also elevate the image level. Collaboration with travel influencers and using social networks for brand promotion can be useful not only to Corinthia Hotels but also to Ibis (Lee, Kim, and Kim, 2018). In the end, a mix of intelligent marketing strategies, innovation and focus on customer satisfaction will be integral to the long-term prosperity of both Corinthia Hotels and Ibis.
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