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This report will outline the differences between Marriot International and Intercontinental Hotel Group regarding their financial Management, considering several areas, like Total Revenue, their market position, growth potential, and financial commitment to CSR. Ultimately, it will be offered recommendations for each of them regarding their growth opportunities.
Starting with basic information about the two hotels regarding the size of the companies, Marriott International is a company that has 33 brands and 8,000+ properties, and Intercontinental Hotel Group has 17 brands with over 6,000 hotels globally. From here can be observed that even if both hotels have luxury brands, the level at which Marriot International reached is high above the Intercontinental group. The wide range of brands that Marriot International offers can fit the needs and wants of a wide range of customers. The same goes for the Intercontinental group, which addresses many customers but is at a different level than Marriot International, as the possibilities are many more for Marriot.
Before going into details about financial management approaches, I must point out an essential factor that also is an influential factor that creates differences between these two hotels: the power of employment. Marriot International creates over 33,800 jobs, and Intercontinental Hotel Group creates just over 1200 jobs. This detail clarifies the differences between these two international organisations by showing the power of employment during difficult times. 
Marriot International’s total revenue was 2021 13.85 B and in 2022 19.29 B, showing an increase of 5.44 B over just one year. On the other side, the Intercontinental Hotel Group statistics are available just from 2021 onwards, and these are: in 2021, the company experienced an increase of 21.43% from 2.394 B to 2.907 B. The total revenue from the two hotel companies is very different and relates, first, to the size of the companies and the power they have over the hotel industry. Another factor that influences these vast differences in their total revenue is related to the hotel brands they own, as the number of luxury brands differs by Intercontinental Hotel Group having only 6 Luxury brands. In comparison, Marriot International owns 7 Luxury brands, but at the same time, the premium brands also offer high standards services, counting seven premium brands. Even if the media regarding the prices of their rooms does not make a massive difference between them, the number of locations and the differentiated services added to the excellent customer service contributes to these vast differences regarding their total revenue. This was possible by an effective segmentation process, allowing Marriot International to address the category of customers who are most likely to buy with them and not with other competitors. 
It is known that during the Covid-19 pandemic, most hospitality businesses faced a challenge that put them in the wrong positions. Many companies had to close their doors, leading to a significant drop in revenue; some of them managed to open in a short period, but some of them had to stay longer closed, causing them problems, mainly because employees had to leave their jobs had found other jobs in other industries. The hotels needed more staff which put more pressure on them. The same happened with Intercontinental Hotel Group in 2020, which experienced a decrease in its total revenue fell from 4.6 B in 2019 to 2.4B in 2020. (Samantha Mayling,02. 2021).
At the same time, Marriot International experienced a notable decrease in its total revenue in 2020; more precisely, in 2019, its total revenue was about 20.97 B dollars; in 2020, it experienced a loss of almost half of its revenue, managing to achieve just 10.57 B dollars. Both companies managed to pass the challenging period after Covid eased the restrictions, and now they keep growing their total revenue and offering better services to their customers daily. Of course, even the most prominent hotels had to face the results after covid hit by encountering a shortage of staff. Still, they knew how to attract more employees, providing training that had to be updated by the new regulations. Financially speaking, the number of customers who checked in was much lower than before covid, as the social distancing and other measures made them think again if they were safe and were worthy of leaving their houses while the covid virus was amongst us. Later, the government’s measurements were eased, and the hospitality industry regained normality with small steps.
Discussing its market positions, Marriot International uses all the tools they have to address its customers, making itself visible through the different types of services they offer and by pointing out the special activities they have on a roll during the year.  Marriot effectively addresses its target market by pointing out which brand addresses the category of customers fit for them. For example, when advertising Ritz-Carlton Hotels, they make the commercials in such a way that they handle the type of luxury travelers by pointing out services that are challenging to match by other competitors. The same method applies when a commercial is made, for example, for Marriott Conference Centre, where they point out that this hotel is specially designed for corporates conducting meetings by having all the necessary facilities to offer those services. While Marriot International’s market position is shown in their statements and numbers at the end of every year by resulting big numbers in their declarations, emphasising more on quality services and what customers can achieve regarding unforgettable memories and experiences, Intercontinental Hotel Group relies more on the pricing area, emphasising on every occasion the fact that they do have the loyalty program and that customers who join this program are going to get much cheaper rooms and making sure that customers loyalty will increase day by day.   The loyalty program they have is a good option for customers who have already stepped at their door but as well for new customers as it provides benefits for the long term, making customers return to the, not lose the benefits.
Keeping the customers and making the new customers return is beneficial for the hotel. Increased customer loyalty makes the company more profitable and connects customers and hotels.
As discussing growth potential, Marriot International is in a strong position. They have already been in the market for a long time, managing to be the number one family company that has expanded that much worldwide, adding more brands to their portfolio with each occasion. On the other hand, Intercontinental Hotel Group stated their expansion and evolution plan on their website, explaining exactly how they plan to grow their business, saying that a Strategic Model is at the heart of their success…create value for stakeholders, and deliver high-quality growth… (IHG, 2017). From the beginning, a plan to improve their financial boost will help them stay on track for as long as the purpose is still achievable. Their growth plan is based more on the economic area regarding stakeholders. Expanding their portfolio is another target for them, as a priority, because adding more brands to their company creates more options for customers. Following their motivational purposes for the new hotels, they already have a strong statement: "Delivering true Hospitality every day” (IGH, 2023) and could quickly profit more from sales.  While the main point is growing the business, IHG is constantly innovating its IHG reward Club, hoping to create connections for a long time with the customers, especially for creating a long-term revenue source. Planning to go over the limit, IHG Hotel and Resorts is planning to expand in Stockholm by opening the Crowne Plaza and a Holiday Inn Express in the airport. Having a luxury and a budget hotel in the same place will address both categories of customers who fit these two brands and will continue increasing revenue as the location is transitioned daily by potential customers who need accommodation. Even if the customer has the power to choose, they have both options that belong to their portfolio.
The implications that hotels have regarding their financial commitment to Corporate Social Responsibility made them more visible, especially nowadays, when the climate and earth must be protected, and more charitable actions must take place, as the economic crisis put people in difficult situations and every little help counts.
Intercontinental Hotel Group’s commitment to corporate social responsibility is an essential factor to consider when operating businesses. The commitment to corporate social responsibility is increasingly present as a practice meant to increase the responsibility for both the employees and customers. The company offers over 200 green practices, and hotel brands can choose which best matches their potential sustainable practices. They explain their practices as a four-level process that implicates the whole company and every hotel under IHG management.
On level one, the hotel brands have completed ten best practice solutions for providing immediate energy savings and costs, firstly by installing energy-efficient lighting in the rooms and tracking consumption data. On level two, the hotels that have already implemented the measures from level one go forward by ingraining sustainability into the hotel operations. They advance by implementing solutions, such as sustainable purchasing. At level three, hoteliers understand at a higher level the sustainable process, and they embark on large projects by installing efficient appliances and ensuring that site management has a sustainable approach. The last, most important, level that makes the difference between genuinely sustainable practices hotels and the rest of the levels is level four, where the leading hotels in the environmental sustainability area demonstrate innovative approaches to being sustainable. They started using smart devices and innovative systems, leading to less energy consumption and environmental impact. Another critical step in providing sustainability is through the actions made by IHG by creating reusable crates instead of cardboard boxes for the fruits and vegetables provided by their supplier in the UK. This solution reduced packaging waste, saving approximately 14.500 boxes per year. When calculated in tons of cardboard, big numbers are almost nine tonnes.
At the same time, Marriot International states that the essential practice the hotel group is putting in place is to minimize its environmental footprint by taking advantage of new technologies.
Sustainability management of their energy and water use and recycling the waste produced are essential steps in sustainability.  The most critical factor in sustainability is that they are increasing the use of renewable energy, which has the most impact on the planet.  Starting Serve 360 Coordinates, by 2050, Marriot wants to achieve 15 million cumulative volunteer hours, a step that will help many in their hard work.  Commitment to Corporate Social Responsibility makes volunteering as better as donating, helping others, and making a better environment for everybody. Another target for Marriot International is to reduce water intensity, carbon intensity, and waste-to-landfill, which is food waste, by 2050 to the minimum levels possible.
In conclusion, even if the big names in the hospitality industry constantly compete for customers and brands to provide the best services, they both try to maintain high-quality services.   Of course, the resources they use are different as the total revenue between the two companies is on different scales. The advertising methods are very other, and each one must point out their straight and attract more customers through various channels. 
As a recommendation for Intercontinental Hotel Group for opportunities for Growth, they could extend themselves regarding their number of brands. Having more diverse brands creates many more options for their customers. By addressing more types of customers, they could reach the level of Marriot International, their number one competitor.
As for Marriot International, a recommendation is made regarding the potential for outsourcing. It is understandable that managing many properties and having them under their jurisdiction is much work. Outsourcing brands or departments within the company is not a good idea as it costs more money, and the companies hired might have a different passion than them.
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