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Executive Summary

	This report provides a comparative analysis between Marriott International and AccorHotels, two of the largest hospitality chains in the world. The analysis considers their history, market position, growth potential, financial management, and other key factors.
	Marriott International is a global hospitality company with a strong focus on luxury, premium, and select-service properties. The company operates in more than 140 countries with over 30 brands. In comparison, AccorHotels is a multinational hospitality company that focuses on economy and midscale hotels. The company has more than 4,800 hotels in over 100 countries.
	Both companies have significant growth potential. Marriott International has been expanding its presence globally, particularly in Asia, and has been acquiring other hotel chains to further diversify its portfolio. AccorHotels has been expanding its portfolio of brands and investing in new technologies to improve the guest experience.
	Regarding financial management, Marriott International has a solid financial structure, with a focus on improving operational efficiency and optimizing revenue management. In contrast, AccorHotels has been experiencing financial challenges in recent years due to high debt levels, but the company has taken steps to address this issue.
	In conclusion, both Marriott International and AccorHotels are well-established hotel chains with unique strengths and opportunities. Depending on the investor's goals, either company could present a viable investment opportunity.

Introduction

	In the highly competitive hospitality industry, two of the largest and well-known organizations are Marriott International and Accor International. Marriott International was founded in 1927 and is headquartered in Bethesda, Maryland, USA. Accor International was founded in 1967 and is headquartered in Issy-les-Molyneaux, France. Both organizations have a wide range of hotel brands catering to different segments of the market, from luxury to budget friendly. In this report, we will compare the two companies based on their history, growth potential, revenue, and overall market position.





Financial Management 

Marriott International and Accor both have different approaches to financial management.
	Marriott International has a centralized financial management system. The company maintains centralized control over its financial management, including budgeting and forecasting, financial reporting, and risk management. Marriott International is known for its rigorous financial management practices and its focus on cost control. The company has a well-established system of internal controls, which help to ensure the accuracy and reliability of its financial information.
	Accor, on the other hand, operates a decentralized financial management system. Accor’s financial management is decentralized, meaning that each of its hotels and subsidiaries has a significant degree of autonomy in terms of financial management. The company relies on its hotels and subsidiaries to manage their own finances, including budgeting and forecasting, financial reporting, and risk management. Accor provides support to its hotels and subsidiaries through its global finance team, but the company’s decentralized approach gives its hotels and subsidiaries more flexibility in terms of financial management.
	In terms of financial performance, Marriott International has consistently posted strong financial results, with steady growth in revenue and profits. The company’s centralized financial management system and focus on cost control have helped to support this financial performance. Accor, on the other hand, has experienced more volatility in its financial performance, with periods of strong growth followed by periods of weaker results. Accor’s decentralized financial management system has allowed the company to respond more quickly to changes in market conditions, but it has also led to some inconsistencies in financial performance across the company’s hotels and subsidiaries.

Overall, both Marriott International and Accor have different approaches to financial management that reflect their respective strategies and priorities. Marriott International’s centralized financial management system and focus on cost control have helped the company to achieve consistent financial results, while Accor’s decentralized financial management system has given the company more flexibility in responding to changes in market conditions.

Total Revenue

	Marriott International: In 2020, Marriott International reported a total revenue of $18.7 billion, with a year-over-year decrease of nearly 22% due to the impact of the COVID-19 pandemic on the travel and hospitality industries. Despite the decrease, Marriott's strong brand portfolio, presence in multiple markets, and cost-saving measures helped the company maintain its financial stability.
	Accor: In 2020, Accor reported a total revenue of €4.7 billion, with a year-over-year decrease of nearly 50% due to the impact of the COVID-19 pandemic on the travel and hospitality industries. The company's significant revenue decline was primarily due to a significant drop in RevPAR (revenue per available room) and reduced occupancy rates.
	Similarities:
Both Marriott International and Accor experienced significant revenue decreases in 2020 due to the impact of the COVID-19 pandemic.
Both companies have strong brand portfolios and a presence in multiple markets, which helped them maintain financial stability during the pandemic.
	Differences:
Marriott International reported a total revenue nearly four times higher than Accor's in 2020.
Marriott has a more diversified revenue stream, with a stronger presence in the luxury and upper-upscale segments, while Accor has a more focused presence in the midscale and economy segments.
Marriott has a more extensive presence in North America, while Accor has a stronger presence in Europe and other international markets.
These differences in total revenue highlight the strengths and weaknesses of both Marriott International and Accor and show that each company has unique opportunities for growth and potential challenges to overcome in the future.

Market Position

	Market position of Marriott International and Accor International can be analysed by looking at their size, brand recognition, geographic presence, and customer segments.
Marriott International is the largest hotel company in the world, with over 7,400 properties across 130 countries and territories. The company operates 30 hotel brands, including luxury, premium, and select-service categories, as well as luxury residences, timeshare, and serviced apartments. Marriott has strong brand recognition and is known for its high-quality service and luxury offerings.
	Accor International, on the other hand, operates over 5,000 properties in 100 countries, with a portfolio of brands that cater to a wide range of customer segments, from luxury to budget. Accor has a strong presence in Europe and has been expanding rapidly in Asia and the Pacific region. The company's brand portfolio includes some of the most well-known hotel brands in the world, such as Sofitel, Novotel, and Ibis.
	Both Marriott and Accor have a strong market position in their respective regions, but Marriott has a larger global presence and a more extensive portfolio of brands, which gives it a competitive advantage. The companies also have similar growth strategies, focusing on expanding their brand portfolios and expanding into new markets. However, Marriott's strong brand recognition and focus on luxury offerings may give it a slight edge in attracting high-end customers.
Growth Potential

	Marriott International and Accor are both large hotel organizations that have shown impressive growth over the years. However, their growth potentials differ in several ways.
	Marriott International has a strong global presence, with a portfolio of more than 7,000 properties across 130 countries. The company has a long history of acquiring other hotel chains and integrating them into its portfolio. This has helped it to increase its footprint and diversify its offerings. The company has also been investing heavily in its loyalty program, Marriott Bonvoy, which has been successful in attracting and retaining guests. Additionally, Marriott has a strong presence in the Asian market, which is a key growth market for the hospitality industry.
	Accor, on the other hand, has a more focused growth strategy that is centred around expanding its midscale and upscale offerings. The company has been investing heavily in its "New Luxury" and "Serene" brands, which are targeted at the luxury travel market. Accor has also been expanding its presence in emerging markets, particularly in Asia, where it sees a huge growth potential. Accor has also been investing in alternative accommodation options, such as extended-stay apartments, which is a growing market segment.
	Both Marriott and Accor have a strong growth potential, but they are pursuing different strategies to achieve this. Marriott is relying on its extensive global footprint and well-established brands, while Accor is focusing on expanding its luxury offerings and presence in emerging markets. These different approaches are likely to result in different growth trajectories for the two companies, but both are well positioned to continue growing in the future. It is likely that both Marriott and Accor will continue to grow in the coming years, but the exact rate of growth will depend on various factors, including the economic conditions and consumer demand.
	Ultimately, both Marriott and Accor have the potential to grow, and it will depend on their ability to execute their growth strategies, adapt to changing market conditions, and differentiate themselves from competitors.

Financial Commitment to CSR

	Marriott International has a strong commitment to Corporate Social Responsibility (CSR) and has implemented various initiatives to reduce its environmental impact and support local communities. The company has a comprehensive sustainability program and has set ambitious targets for reducing its carbon footprint, reducing waste, and promoting responsible sourcing. Accor also has a strong commitment to CSR and has implemented various initiatives to support sustainability and social responsibility. The company has a comprehensive sustainability program and has set ambitious targets for reducing its carbon footprint and promoting responsible tourism.

	When comparing the financial commitment to CSR of Marriott and Accor, both companies have strong commitments to sustainability and social responsibility. Both companies have comprehensive sustainability programs and have set ambitious targets for reducing their environmental impact. The differences in their specific initiatives and targets may vary, but both companies are committed to responsible business practices and have demonstrated their commitment through their actions and investments.
There are a few other factors that can be considered for comparison between Marriott International and Accor International. These include:
	Brand Portfolio: Marriott International operates under a diverse range of hotel brands, including luxury and upscale brands like St. Regis, Ritz-Carlton, and W Hotels, while Accor operates under brands like Sofitel, Novotel, and Pullman. The brand portfolio can give us an idea of the target market of each company.
	Presence in different regions: Marriott International has a strong presence in North America, Europe, and Asia, while Accor has a strong presence in Europe and has been expanding in the Asia-Pacific region. A comparison of the regional presence can give us an idea of the geographic diversity of the two companies.
	Collaboration and Partnership: Marriott International has several strategic partnerships with other organizations, such as airline companies and credit card providers, while Accor has partnerships with local governments and tourism boards. A comparison of the type of collaborations can give us an idea of the focus of each company.
	 Experience: Marriott International invests heavily in enhancing the guest experience, through initiatives such as mobile check-in and loyalty programs. Accor also has a focus on guest experience, offering services such as the “Accor Plus” loyalty program and mobile app. A comparison of the customer experience initiatives can give us an idea of the level of investment and commitment of each company.
	Innovation and Sustainability: Marriott International has made a commitment to sustainable practices, such as reducing waste and using renewable energy. Accor is also committed to sustainability, with initiatives such as reducing water usage and carbon footprint. A comparison of the sustainability initiatives can give us an idea of the level of commitment of each company to environmental responsibility. These factors can provide further insights into the similarities and differences between Marriott International and Accor International and can add to the overall comparison between the two organizations.

Conclusion

	In conclusion, Marriott International and Accor International are two of the largest hotel companies in the world. Marriott operates a wide range of hotel brands catering to the luxury segment, while Accor operates a diverse portfolio of brands catering to budget-friendly and mid-scale segments. Although both companies experienced a decrease in revenue due to the COVID-19 pandemic, Marriott International generated a higher revenue compared to Accor International in 2020. In terms of market share, Marriott has a stronger presence in the luxury segment, while Accor has a stronger presence in the budget-friendly and mid-scale segments.


References:

1. Jones, Peter and Comfort, Daphne (2019) Sustainable Development Goals and the World’s Leading Hotel Groups. Athens Journal of Tourism, 6 (1). pp. 1-14.
2. Lee, S., Barker, S. and Kandampully, J. (2003), "Technology, service quality, and customer loyalty in hotels: Australian managerial perspectives", Managing Service Quality: An International Journal, Vol. 13 No. 5, pp. 423-432.
3. Holcomb, J.L., Upchurch, R.S. and Okumus, F. (2007), "Corporate social responsibility: what are top hotel companies reporting?", International Journal of Contemporary Hospitality Management, Vol. 19 No. 6, pp. 461-475.
4. Onoufriou, N. (2020), "Learning from sustainability practice: case examples from Accor, Scandic and Atlantica", Worldwide Hospitality and Tourism Themes, Vol. 12 No. 5, pp. 587-596.
5. Interfaces, Vol. 40, No. 1, 2009 Franz Edelman Award for Achievement in Operations Research and the Management Sciences (January-February 2010), pp. 47-57.
6. Hans-Martin W. Schoenfeld, Journal of International Business Studies, Vol. 12, No. 2, Tenth Anniversary Special Issue. Supplement (Autumn, 1981), pp. 83-100.
7. Kathleen Renée Cronin-Furman, Columbia Law Review, Vol. 106, No. 2 (Mar. 2006), pp. 435-463.
8. Anna Jonsson, Nicolai J Foss, Journal of International Business Studies, Vol. 42, No. 9 (December 2011), pp. 1079-1102.
9. Clark, S., & Brown, A. (2015). Hotel sales and marketing: Key trends and issues. Journal of Travel & Tourism Marketing, 32(1-2), 1-20.
10. Cohen, E. (2014). Marriott International: A comprehensive strategic analysis. International Journal of Hospitality Management, 36, 201-215.
11. Gao, J., & Gu, X. (2020). International hotel chains in China: A review and research agenda. International Journal of Contemporary Hospitality Management, 32(8), 2554-2574.
12. Jin, N., & Gursoy, D. (2019). The influence of brand personality on travelers' emotional experiences and loyalty intentions. Journal of Travel Research, 58(5), 852-866.
13. Kim, S., & Lee, S. (2015). The effects of online reviews on hotel booking intention: The role of reader-reviewer similarity. Journal of Travel & Tourism Marketing, 32(5), 568-580.
14. Liu, X., & Ye, Q. (2019). Brand awareness, brand image and brand loyalty in the hotel industry: Evidence from China. International Journal of Contemporary Hospitality Management, 31(5), 2072-2092.
15. O'Connor, P., & Cho, M. (2016). Hotel brand reputation and loyalty: A study of the luxury segment in the United States. International Journal of Hospitality Management, 54, 49-58.
16. Sigala, M. (2018). Artificial intelligence in hospitality and tourism: A review of the literature. Journal of Hospitality and Tourism Technology, 9(2), 272-294.
17. So, K. K. F., King, C., & Sparks, B. (2014). Customer experiences with brands: A comprehensive review of literature. International Journal of Hospitality Management, 36, 1-13.
18. Wang, D., Park, S., & Fesenmaier, D. R. (2012). The role of smartphones in mediating the tourist experience. Journal of Travel Research, 51(4), 371-387.

