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Executive Summary:
This report provides a comparative analysis of the financial management of two major hotel chains, Marriott International and Accor International. The report examines the market position, growth potential, commitment to corporate social responsibility, and total revenue of the two companies.
The research for this report was conducted using a combination of books and online resources. Financial reports, press releases, and company websites were used as primary sources of information.
Marriott International is the largest hotel chain in the world, with a market capitalisation of $53.26 billion. Accor International, on the other hand, is the sixth largest hotel chain in the world, with a market capitalisation of $9.17 billion. (Companies market cap, 2023)
Both companies have significant growth potential, but Marriott International has a more extensive portfolio of brands and a stronger presence in emerging markets.
Based on the findings Both companies have a strong commitment to Corporate Social Responsibility and have implemented sustainability initiatives across their operations. Marriott International has been recognised for its leadership in sustainability, receiving numerous awards and recognitions.

INTRODUCTION:
The hospitality industry is one of the most competitive industries globally, with several hotel chains competing for the top position. (Kotler and Armstrong 2018) Two of the largest hotel chains in the world, Marriott International and Accor International, have a significant market share and are known for their exceptional service, world-class amenities, and luxurious properties. However, with the changing landscape of the hospitality industry, it is essential to analyse the financial management practices of these two companies to understand their market position, growth potential, commitment to corporate social responsibility, and total revenue. Both companies also place a strong emphasis on sustainability and responsible tourism, implementing programs to reduce their environmental impact and support local communities (Marriott International, 2022). This report aims to compares the financial management approach of two major players in the hospitality industry, Marriott International and Accor International. The aim is to identify the similarities and differences in their approaches to financial management and provide recommendations based on the analysis.
Background:
Marriott International, founded in 1927, is headquartered in Bethesda, Maryland, USA. The company operates over 7,600 properties in 131 countries and territories worldwide, under 30 different brands, including Marriott Hotels, Sheraton, Westin, W Hotels, and Ritz-Carlton (Marriott International, 2022). 
Accor International, on the other hand, is a French multinational hospitality company founded in 1967, with its headquarters in Issy-les-Moulineaux, France. The company operates more than 4,800 hotels, resorts, and residences in 100 countries worldwide, under 39 different brands, including Sofitel, Novotel, Pullman, and Ibis (Accor, 2022). 
1. Total Revenue:
According to the Marriott Hotel 2021 Annual Report, their total revenue for the fiscal year 2020 was $10.6 billion, a decrease of 60% from the previous year due to the impact of the COVID-19 pandemic on the travel industry (Marriott International, 2021). The annual report also notes that the company's net income for 2020 was negative $267 million, compared to a positive net income of $1.3 billion in 2019.
On the other hand, Accor International is a French multinational hospitality company. According to their 2020 Annual Report, their total revenue for the year 2021 was €1.6 billion, a decrease of 60.6% from the previous year due to the impact of the COVID-19 pandemic (Accor, 2020). The annual report also notes that the company's net loss for 2020 was €1.9 billion, compared to a net income of €464 million in 2019.
Marriott total revenue for 2017-2021:

                                                                   (Macrotrends, 2023)
From the chart above it can be seen that Marriott total revenue for the year 2021, was $10.8 billion, which is an increase from their total revenue in 2020 of $10.6 billion. However, it is important to note that their 2021 revenue is significantly lower than their revenue in 2019 and 2018, which were $20.9 billion and $20.8 billion, respectively. This can be attributed to the impact of the COVID-19 pandemic on the hospitality industry, which has resulted in a decrease in travel and occupancy rates.
Accor total revenue period [2017-2021]

                                                                         (Yahoo finance, 2023)
Accor total revenue for the year 2021 was €1.6 billion, which is a decrease from their total revenue in 2020 of €2.0 billion. Like Marriott International, Accor's revenue has been significantly affected by the COVID-19 pandemic. However, it is important to note that their 2021 revenue is still higher than their revenue in 2017, which was €1.9 billion.
2. Market Position:
Marriott operates under 30 hotel brands, including luxury brands such as St. Regis and Ritz-Carlton, as well as mid-scale brands such as Marriott and Courtyard. (Marriott International, 2023). Marriott has a strong presence in the Americas, with over 4,000 properties in North and South America. However, the company is also expanding in other regions, such as Asia-Pacific and Europe, Middle East, and Africa. Marriott's market position is based on its ability to offer consistent service and quality across its brands, as well as its loyalty program, Marriott Bonvoy, which has more than 150 million members. (Marriott International, 2022).
According to Statista, Marriott was the leading hotel company in the world in 2020, based on the number of hotel rooms operated, with a total of 1.48 million rooms worldwide (Statista, 2023). Marriott also had a market capitalisation of approximately $53.26 billion (Yahoo Finance, 2023).
In the other side, according to Statista, Accor was the seventh-largest hotel company in the world in 2020, with a total of 720 000 rooms worldwide (Statista, 2023). As of April 2023, Accor had a market capitalisation of approximately €12.16 billion (Yahoo Finance, 2023).
The company's luxury brands include Raffles and Fairmont, while its mid-scale brands include Novotel and Mercure. Accor's market position is based on its ability to adapt to changing consumer preferences and its strong focus on sustainability. (Accor, 2022)
Marriott International and Accor International are two of the largest hotel companies in the world, with a strong market position in the hospitality industry. (Hua, 2021) Both companies have a diverse portfolio of brands that cater to different market segments, and they have been able to maintain their market position by continuously adapting to changing consumer preferences. 
Both Marriott International and Accor International continue to expand their portfolios, with new hotel openings and acquisitions. In 2021, Marriott International opened 275 hotels and signed 520 new hotel deals (Marriott International, 2022), while Accor opened 168 new hotels and signed 262 hotel deals (Accor, 2022).
3. Growth Potential:
Marriott International has a strong presence in key global markets, such as the United States, Europe, and Asia Pacific, and has demonstrated a consistent track record of growth over the years. In 2019, the company reported a record 18 new hotel openings per day, and it continues to pursue an aggressive expansion strategy to capture new markets and grow its portfolio. (Marriott International, 2021)
One of the key drivers of Marriott International's growth has been its acquisition strategy. In recent years, the company has made several high-profile acquisitions, such as Starwood Hotels & Resorts in 2016 and Elegant Hotels Group in 2019. These acquisitions have allowed Marriott International to expand its brand portfolio and gain access to new markets, such as the luxury segment and the Caribbean region. Additionally, the company has been investing heavily in digital technology and loyalty programs, which have helped it to capture a larger share of the travel market and boost customer engagement. 
Accor International has a strong presence in Europe and Asia Pacific and has been expanding aggressively in emerging markets such as Africa and the Middle East. In recent years, the company has made several strategic acquisitions, such as Movenpick Hotels & Resorts and Movenpick Hotels & Resorts in 2018 and 2019, respectively, which have helped it to strengthen its brand portfolio and gain access to new markets.
Like Marriott International, Accor International has been investing heavily in digital technology and loyalty programs, which have helped it to boost customer engagement and capture a larger share of the travel market. The company has also been pursuing an aggressive expansion strategy, according to Global Chief Development Officer, Accor. “We are projecting an even higher pace of growth this year and are pleased to have resumed signing new hotels at a rate of one per day. (Travel plus, 2022).
4. Brand Recognition:
Marriott Bonvoy: Marriott launched its loyalty program called Marriott Bonvoy, which offers members exclusive benefits, rewards, and personalized experiences across their extensive portfolio of hotel brands. This program not only fosters brand loyalty but also increases brand recognition as it is promoted across various marketing channels.
Distinct Brand Identity: Marriott has a diverse range of hotel brands, each with its own unique positioning and target market. For example, the luxury brand St. Regis and the lifestyle brand Moxy have distinct visual identities, brand messaging, and guest experiences that contribute to brand recognition and differentiation.
Sponsorship and Partnerships: Accor has established partnerships and sponsorships with various events, sports teams, and organisations globally. For example, Accor is the official partner of the Australian Open, and the French club Paris Saint Germain which helps to increase brand exposure and recognition among tennis, football enthusiasts and a global audience. 
These just some examples highlight the efforts made by Marriott and Accor to enhance their brand recognition through loyalty programs, distinct brand identities, and strategic partnerships. These initiatives not only help in differentiating their brands but also contribute to increased customer loyalty and market visibility.
5. Expansion strategies
Expansion strategies play a vital role in the growth and success of hotel companies like Marriott International and Accor (Edwards, 2016). some common expansion strategies utilised by these hotels:
Organic Growth:
Marriott focuses on organic growth by opening new properties under its various brands. For example, in 2021, Marriott announced the opening of the Moxy Paris La Villette, expanding its Moxy Hotels brand in France.
Accor also emphasises organic growth through the development of new hotels. In 2022, Accor opened the Fairmont Windsor Park in the UK, a luxury hotel and spa, expanding its upscale Fairmont brand.
Strategic Partnerships and Alliances: 
Marriott forms strategic partnerships to enhance its brand presence and customer offerings. For instance, in 2019, Marriott announced a partnership with Alibaba to provide a seamless travel experience for Chinese travellers, integrating technology, and loyalty programs.
Accor has formed alliances to strengthen its position in the market. An example is the partnership between Accor and Huazhu Group, one of China's leading hotel groups, to create a dual-brand hotel company in China, combining Accor's global expertise with Huazhu's local market knowledge.
6. Financial Commitment to Corporate social Responsibility (CSR):
[bookmark: _Hlk133714432]In recent years, companies such as Marriott International and Accor International have made significant financial commitments to Corporate social Responsibility, which has had a positive impact on their brand reputation and customer loyalty. Marriott International has implemented several sustainability initiatives, including reducing water consumption and carbon emissions, as well as investing in community programs and charitable organisations. The company has also launched a global sustainability and social impact platform called Serve 360. (Marriott International, 2023).
The company has made a strong commitment to CSR by focusing on environmental sustainability, diversity and inclusion, and community engagement. In 2020, Marriott launched its Serve 360 program, which aims to address social and environmental issues through six key focus areas, including human rights, responsible sourcing, environmental sustainability, and community engagement. As part of this program, Marriott has set a goal to reduce its greenhouse gas emissions by 30% by 2025, as well as to reduce water consumption and waste generation in its operations. Marriott has also invested in community engagement programs, such as the Marriott Bonvoy Good Travel initiative, which encourages travellers to give back to local communities by volunteering their time or donating to local causes. 
Similarly, Accor International, has also made significant financial commitments to CSR. The company’s Planet 21 program, launched in 2011, aims to promote sustainable development and responsible tourism practices. As part of this program, Accor has set ambitious targets, such as reducing energy consumption by 25% and water consumption by 30% by 2020. (Accor,2021)
Accor has also been recognised for its commitment to diversity and inclusion, as evidenced by its inclusion in the Dow Jones Sustainability Index and it is ranking as one of the top 50 companies for diversity and inclusion by Diversity Inc. (Skift, 2022). The company has also invested in community engagement initiatives, such as the Solidarity AccorHotels program, which supports projects to combat poverty, promote education, and protect the environment in the communities where the company operates. (Accor, 2022).
Conclusion and Recommendations:
In conclusion, Marriott International has seen a significant increase in its total revenue in recent years, which has allowed the company to expand its operations and invest in new initiatives. The company has also maintained its position as a market leader in the hospitality industry, with a strong presence in both developed and emerging markets. In terms of growth potential, Marriott International has continued to pursue strategic acquisitions and partnerships, which have helped the company to expand its portfolio of brands and services.
On the other hand, Accor International has also seen growth in its total revenue, although it has been slower than that of Marriott International. The company has also worked to strengthen its market position by investing in new brands and improving its services. In terms of growth potential, Accor International has focused on expanding its presence in emerging markets, particularly in Asia and the Middle East.
the success of each Hotel will depend on their ability to adapt to changing market conditions and meet the evolving needs of consumers in the hospitality industry. Marriott International should consider outsourcing some of its non-core functions, such as payroll processing or customer service. Outsourcing can reduce costs and improve efficiency, allowing Marriott International to focus on its core competencies and strategic priorities. Such as, Marriott International could outsource its payroll processing to a third-party provider, which specialise in payroll processing services. This would allow Marriott International to reduce the time and resources required for payroll processing, enabling them to focus on more critical areas of their business such as customer experience and product development.
In the other hand, Accor International could consider expanding its presence in emerging markets such as Asia and Africa, where there is a growing demand for hospitality services. Such as, Accor International could explore opportunities to open new hotels in China or India, which are among the fastest-growing economies in the world.
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