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[bookmark: _Toc125846980]Introduction
This study mainly focuses on analysing and comparing the approach to the financial management of the Marriot International and Intercontinental Hotels Group (IHG). For being successful in the hospitality industry any business organisation needs to do financial management more effectively. With proper planning and control of finance, businesses can make sure they are capable to operate businesses having complexities and reach their goals eventually. The revenue, market position, potential growth and financial commitment to CSR activities are analysed. For long-term sustainability, service quality must be ensured by doing more market research and analysis.

Company Background:

Marriott International offers hospitality servicesthrough hotels and restaurants. The headquarter of Marriott is located in Bethesda of Maryland in the USA. They are operating the business with more than 120000 employees. They provide quality service in the hospitality industry since 1927 (Kulakhmetova et al., 2022). For its strong reputation, they have operations in more than 139 countries. To offer quality service they always give priority to the customers in respect of fulfilling their requirements and requests. 
Intercontinental Hotels Group (IHG)is a leading hospitality organisation that offers unique and meaningful experiences to customers. They have operations in more than 100 countries. The headquarter is located at Denham, Buckinghamshire in France. They offer innovative hospitality solutions to customers with their 350000 employees globally for providing quality services to a large number of customers (Beerli-Palacio et al., 2020).


[bookmark: _Toc125846981]Analysis and comparison of revenue between Marriott International and Intercontinental Hotels Group (IHG)

For financial management, revenue analysis plays an impactful role in the hospitality industry. Comparing the business's overall performance and financial strength is very important.Revenue encompasses the total amount of income generated by selling goods and services. Revenue analysis of the hotels can support the management to concentrate more on certain areas for further improvements. Business organisations can also make strategic decisions by comparing revenues. 


Figure 1 Revenue of Marriot International, Source ( Statista, 2023)

From the above graph, it is identified that Marriott International generated 14.5 billion US dollars in 2015 as total revenue. From then its revenue started to grow for Marriott. In 2016 the total revenue was almost 17.07 billion US dollars. The revenue was 20.9 billion US dollars in 2017 and the amount gets slightly fallen in 2018 to 20.76 billion US dollars. In 2019 the revenue again started to grow and reached 20.97 billion US dollars. After that Covid-19 and overall challenging situations all over the World had a great impact on the hospitality industry. So, Marriott’s revenue dropped and it was 10.57 billion US dollars in 2020 and then it again slightly increased in 2021. In 2021 the revenue was 13.86 billion US dollars (Statista, 2023).

Figure 2 Revenue of International Hotels Group, Source (Annual Report, 2023)
Intercontinental Hotels Group (IHG) generated 1.8 bn USD in 2015 and 1.72 bn USD in 2016. It is also observed that IHG continued to grow and the revenue became 1.78 bn USD in 2017. In 2018 IHG started to grow larger and generated almost 4.33 bn USD. In 2019 the revenue for IHG was 4.6 bn USD. During Covid-19 the overall hospitality industry gets impacted and IHG also faced the same so the revenue in 2020 was only 2.39 bn USD. In 2021 there was very less revenue generated and the amount was only 1.39 bn USD (Fernandes, 2021).
After critically analysing the revenue of Marriott International and InterContinental Hotels Group it is observed that they generated a large amount of revenue before Covid-19. The year 2020 and 2021 were not positive for both organizations. As a result, there was a significant loss in these years for these organizations.
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Market positioning encompasses the capability to influence the perceptions of the consumers towards purchasing the product or services relative to other competitors. Market positioning mainly establishes the brand or product image and identity efficiently.Neirottiet al (2022) stated that market positioning influences the capability of the hotel to ensure economic value and profitable outcomes. It mainly indicates the competitive position in the market by giving more concentration on quality customer service.Kulakhmetovaet al (2022) stated that the rise of mobile internet allows tourism organisations to expand more marketing activities to have a strong marketing position.
Marriott International and Intercontinental Hotels Group (IHG) are very reputed hotels all over the World. Covid-19 and global inflation in the tourism sector increase the competition in the hospitality industry. As a result, these organisations have to develop a sustainable market positioning strategy for survival. For market positioning below strategies are followed in both organisations:

[bookmark: _Toc125846983]Product or service attribute and benefit:
Marriott International analyses the industry and customers' requirements to develop product attributes and benefits. The management of Marriott gives more priority tomarket demands. For having operations in 139 countries product benefits must be different from the competitors. With unique products and services, Marriott is operating their businesses. In contrast, IHG has operations in 100 Countries so they get different requirements against the product and services. With more service benefits they attract their customers and ensure sustainable retention.
[bookmark: _Toc125846984]Product or Service Price:
Beerli-Palacio et al (2020) stated that price sensitivity is a good criterion to classify hotels. The quality is related to the price. If the customers get better quality then these customers are willing to pay the premium prices. Customers do not pay more when they are not getting quality service from hotels. In Marriott, the service is offered to maintain high quality so they charge premium prices. Here, they follow ethical price tactics to set the price.  They offer value-based pricing for the customers (Demirciftciet al., 2022). On the other hand, IHG follows a competitive pricing strategy for the customers (Belarminoet al., 2022). For holding a strong position in the highly competitive market IHG gives more priority to the competition.

[bookmark: _Toc125846985]Product or service quality:
Marriott International gives a high concentration on delivering the best service quality. To gain more customers there is no comprise on increasing the quality. The market is highly competitive and customers prefer to get high-quality products and services at a reasonable price. On the other hand, IHG also focuses on delivering high-quality service and products. The customers are premium so they always expect to have the best quality in services.

[bookmark: _Toc125846986]Competitors:
To position the brand strongly the activities of the competitors must be analysed. The main competitors of Marriott International are Hyatt, IHG, Four Seasons,Hilton, Carlson etc. So, Marriott analyses the competitors’ activities regularly. On the other hand, the competitors of IHG are Marriott, Hilton, Belmond Ltd., Wyndham Worldwide Corp etc. They also analyse the competitors’ activity regularly (Wang et al., 2022). The overall market competition can be learnt by doing an appropriate analysis. With the analytical approach, both IHG and Marriotts can develop a sustainable strategy to gain a more competitive advantage in the hospitality industry.
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Morrison (2022) stated that the growth potential of the hospitality industry allows the market to be more competitive. Marriott International experienced the strongest time of room signing and opening growth. They have additional 136,000 guestrooms and 880 hotels under their belt which represents the potential growth of the organisation. Their brand is growing strongly all over the world. In 2020 the revenue for Marriott International was 10.57 bn USD and it increased to 13.86 bn USD in 2021. By analysing critically, it can be said that the hospitality industry has more scope for potential growth. Marriott is giving more focus on developing a better strategy so that they can gain more competitive advantage in the industry.

Asthe hospitality industry is growing day by day so Intercontinental Hotels Group also focuses on growth potential. Kim et al (2022) stated that IHG decided not offering disposable items rather they offer eco-friendly products. By offering plastic-free products IHG can create a strong brand image in the minds of thousands of customers. As a result, they easily increase the potential growth with more sales.Fauziet al (2022) argued that green popularity and growth potentiality influences evaluating the performance of green hotels. So, IHG also gives more focus on developing and applying a green approach in hotels.In 2020 the generated revenue of IHG was 2.39 bn USD but it decreased to 1.39 bn USD in 2021. Though the revenue in 2021 was not good for IHG and there might have several reasons behind it. The cost, the appropriate strategy and the failure of proper market analysis can be the potential reasons for generating fewer revenues. By comparing IHG with Marriott International and other hotels it is very clear that the hospitality industry offers potential growth so the competition is increasing day by day.
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CSR refers to the process that aims to embrace responsibility for the actions of the organisation and encourages a positive impact on the environment and its customers, employee, community and other stakeholders. Corporate Social Responsibility is aimed at increasing the economic value and quantity of innovation. As a part of financial commitment, it also lowers the cost. It is not possible to ensure economic development without setting priority on the environment and social progress. For a sustainable future through responsible and innovative financial solutions, Corporate Social Responsibility is very impactful.  Yu et al (2022) stated that Corporate Social Responsibility increases the perceived job performance of the employee at Marriott International. There is a strong influential connection between CSR and the job performance of the employee. By focusing on CSR management Marriott gives priority to employee benefits and creates a positive working environment by ensuring a safer workplace. On the other hand, employees give their best to increase productivity and financial performance. As a result, the financial commitment to CSR is maintained. On the other hand, InterContinental Hotels Group (IHG) also gives more focus on CSR activities. The management of IHG cares for the environment and communities and does the right things for sustainable development (Calisto et al., 2021). They make sure that all of their suppliers follow the standard for a sustainable environment where they care for the employee and workers. They also apply more transformation on the hotels to ensure net zero carbon. IHG gives more concentration to following the green approach. There are positive relations between CSR and a firm’s financial performance. For giving more focus on CSR activities IHG already established a strong positive impression and brand image in society. The overall financial performance gets increased for giving more concentration on CSR.
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The hospitality industry is a growing and popular industry where many hotels, resorts and tourism institutions operate their businesses. For the overwhelming demands, this hospitality industry becomes more competitive. The revenue analysis of IHG and Marriott international, market positioning, potential growth and CSR to financial commitment are also depicted in this study. The practice of CSR allows the firm to be more competitive in terms of getting positive growth. The overall hospitality industry is very competitive and many organisations are operating businesses with an effective strategy. For long-term sustainability, both IHG and Marriott International need to give more priority to customers’ expectations and requirements. 

[bookmark: _Toc125846990]Recommendation

There are some recommendations for Marriott International and InterContinental Hotels Group (IHG). These are as follows:

· Opportunities for Growth: As Marriott International generated more revenues in 2021 compared to IHG so it is clear that there are still more growth opportunities. The hospitality industry is a growing industry where more competition is observed. Customers are also very loyal if they get better service and quality. So, IHG can increase their quality and service then they can grow more despite having more competition and challenges.
· Potential for outsourcing: As the business of Marriott International is expanding so it is important to increase the number of employees. At present they have 120,000 employees that are not sufficient. So, they need to outsource more potential candidates from the market to deliver the service efficiently. With experienced and skilled employees Marriott International can increase the performance of the business. 
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Revenue of Marriott International in Billion US $

2015	2016	2017	2018	2019	2020	2021	
14.5	17.07	22.9	20.759999999999994	20.97	10.57	13.860000000000003	

Revenue of INTERCONTINENTAL HOTELS GROUP (IHG) in Billion US $

2015	2016	2017	2018	2019	2020	2021	
1.8	1.72	1.78	4.33	4.5999999999999996	2.3899999999999997	1.3900000000000001	
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