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[bookmark: _Toc126758680]Introduction
Financial management is referred to as business functions that focus on investigating and assessing the financial resources of the company, which is helpful in ensuring the success of the business and achieving a return on investment. Effective financial management systems are helpful in the adequate use and allocation of the available funds, which results in improving the overall operational activities of the business. Effective use of funds is helpful in reducing the cost of capital and, with that maximising the overall value of the organisation. In the following report discussion related to the financial management of the chosen hotels that, include Marriot international and Accor international, will be done. Along with this, some recommendations related to opportunities for growth or for the potential for outsourcing will be made. 
[bookmark: _Toc126758681]Background of the organisations
[bookmark: _Toc126758682]Accor Hotels has been delivering hospitality savoir-fair for more than 50 years and now are devoted to continuing to make the hospitality sector. The hospitality firm manages, possesses, and licenses hotels, vacations and resort possessions. It is considered the biggest hospitality company in the UK and the sixth biggest company globally. The company has 5,300 locations in about 110 countries (Accor, 2022). 
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Figure 1: Number of Accor hotels worldwide from 2015 to 2021
 (Source: Statista, 2022a)
The graph depicts various Accor hotels globally from 2015 to 2021. It is noted that the number of hotels is increasing from 2015 to 2021. It can be stated that there were 5298 hotels globally in 2021. In contrast, Marriott International is known as a hospitality service provider that regulates restaurants and hotels. It managed different franchises and properties under various premium and luxury brands. It is the largest chain of hotels in the globe. However, it has 8000 properties and 30 brands containing 1423,044 rooms in more than 100 countries (Marriott, 2023). 
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Figure 2: Net income of Marriott International worldwide from 2007 to 2021
(Source: Statista, 2022b)
The graph demonstrates that in 2020, the net income of Marriott International was responsible for a net loss of about 267 million US dollars. Hence, this loss can be attributed to travel limitations associated with COVID-19. 
Approach to financial management
[bookmark: _Toc126758683]Total Revenue
The total revenue of Accor hotel in 2021 was 3% of net growth, with 288 hotels and 41,000 rooms. Further, Accor group also enjoys rebound as it is improving month after month. Hence, the crisis due to the pandemic still stands as the Hotel enjoys normative statuses of business. In 2021, the business earned 2,204 million euros which are 34% higher compared to last year. Further, in 2019, the total revenue generated $4.53 billion. During 2021, free cash flow improved by 727 million euros in 2020 and 246 in 2021. Accor Group's financial debt also increased in 2020 and 2021 (Karantzavelou, 2022). The total revenue of Marriot Hotel ranked higher than other hotel chains such as Hilton Worldwide, Hyatt Hotels and Accor. Further, Marriot generated $10.57 billion in 2020 even when the pandemic was there in the whole world. The brand value of Marriott International Hotel was among the top five most beneficial hotel trademarks. It led the global hotel brands markets, creating a brand value of over two billion US dollars in 2021. Marriott's reported that the operating income of their Hotel computed $958 million in the third quarter of 2022 compared to the 2021 year. Hence, Marriot's revenue for recent years has been higher than the Accor group. Accor hotel groups are undoubtedly earning handsome revenue in recent years is no doubt. However, comparatively, 2021 was the declining year for Marriot as its annual net income was $1.099 billion, which was a 511.61% decline from 2020 (Statistica, 2023).


[image: Accor Group: revenue 2021 | Statista]
Figure 1: Total revenue of Accor group for 2021
Source: (Statistica, 2022)
[image: Marriott revenue worldwide 2021 | Statista]
Figure 2: Total revenue of Marriot group for 2021
Source: (Statistica, 2022)
[bookmark: _Toc126758684]Market Position
[bookmark: _Toc126758685]According to Fourcade and Healy (2017), market positioning is an essential part of marketing strategies because it evaluates what clients recognise is being delivered to them to a great level. It includes arranging for a particular product to occupy a desirable, clear, and different place relative to opposing products in the minds of the target population. However, the companies use the Ansoff matrix to demonstrate their market position in the current market. Ansoff Matrix is a useful method for marketers to recognise opportunities to increase revenue for a business by developing new services and products or entering into new markets. The Ansoff Matrix has four factors: product development, Market development, diversification, and market penetration. Further, it predicts the strategy the business must use and then confirms which strategy must be used in the marketing activity (Loredana, 2016).
Hence, based on the information, Accor Hotel follows a market penetration policy to place itself in the market. This strategy emphasises improving products to attract clients from existing markets. This also assists the Hotel in evaluating strategies to sell more existing services and products to existing customers by means of distribution and promotions. Hence, this strategy is based on the company's goals, portfolio, and market coverage. It is noted that Accor Group operates in market segments. Further, the Hotel does not introduce new products at the moment, rather than emphasising developing hotel abilities and opening new hotels under the developed brand (Fialho et al. 2022). On the other hand, Marriott International has a market cap of $55.52 Billion, which makes the brand the 290th most valuable firm by market cap. Marriott hotel is looking towards the development of its market share and profits through a market penetration strategy. Hence, it can be said that Marriott International is also focusing on marketing penetration. The firm is employing this plan as it aims to develop its business by manufacturing existing services in the existing market (Girgen, 2021).  
Growth Potential
Marriott International is operating as a renowned hotel chain, but at the same time has several opportunities for growth, which the company can focus on in the coming future. The hotel chain already has over 420 hotels and resorts in approximately 65 countries and territories across different brands. At the same time, focusing on opening luxury properties across the globe will provide the opportunity of attracting a new customer base and, with this, provides growth opportunity. Along with this, offering budget-friendly stays would also be effective in increasing overall revenue (Fox 2019). On the other hand, the Accor group also has the potential to grow in many different international markets as it opened in 2021 only, 288 hotels and resorts with 41,000 rooms in 2021 in different cities all around the world. Further, in 2021, the hotel company grew in Europe, China, and the Middle East. Hence, as said by the business, development for them is another drive to offer a diverse brand portfolio to its customers all around the world. Due to its local aesthetic, comfortable property, and guest profiles, Accor group can develop further by adapting different marketing techniques (Accor Group). 

[bookmark: _Toc126758686]Liquidity and profitability
Marriot's current liquidity ratio in 2022 was .52, and it helps to calculate a business's capacity to pay short-term commitments; hence, Marriot finished its liquidity on September 30, 2022. In 2022, the net profit margin of Marriot was 11.16%. Further, Marriott group's quick ratio declined from 2017 to 2018 but enhanced from 2018 to 2019, still not reaching the 2017 result. Marriott hotel cash ratio worsened from 2017 to 2018 and from 2018 to 2019. Marriott's net income was more significant from 2016 to 2017. From 2018 to 2019, the net income decrease resulted in total cost and expense depreciation (White, 2021).
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Figure 3: Liquidity of Marriot Hotels
Source: (White, 2021)
The current ratio of the Accor group, as also shown in the graph below, was declining in 2017 at 2.24. Hence, in 2020, current assets decreased by 3,684,000. In 2017, Accor's quick ratio 2017 was 2.24 but in 2018 dropped to 1.24 times. Further, the profit margin of Accor's sales increased by 86%. However, due to the pandemic, Accor lost € 1988000, and its profit margin declined by -122.64% in 2019. Accor hotel also increased its annual profit by €60 million fin 2022. The Hotel should modify its 2022 profit prognosis from €550 million to €610 million and €640 million mainly (Alkeebali et al., 2021). 
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Figure 4: Current ratio of Accor Hotels
Source: (Alkeebali et al., 2021)
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Figure 5: Quick ratio of Accor Hotels
Source: (Alkeebali et al., 2021)
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Figure 6: Cash ratio of Accor Hotels
Source: (Alkeebali et al., 2021)
[image: ]
Figure 7: Profitability of Accor Hotels
Source: (Alkeebali et al., 2021)
[bookmark: _Toc126758687]Financial Commitment to CSR
Marriott International, as a renowned and responsible business, focuses on CSR initiative that focuses on respecting human rights and ensuring cultural understanding. Furthermore, the brand has initiated the strategy of Serve 360, which is basically the commitment of the business to creating a sustainable and positive impact in every aspect; this is further guided by the 2025 Sustainability and Social impact goals. In order to achieve the developed goals, the brand has set an adequate budget (Serve 360.). In addition to this, in the case of Accor group, the brand is deeply concerned towards achieving sustainable value creation, and the hotel chain plays an important and active role in giving back to the planet and the community. In order to do so, the group ensure that sustainability should be incorporated into everything they are involved with. In addition to this, Accor group is focusing on reducing its carbon footprint (Accor 2023). Focusing on sustainability is found to be effective for both companies in not only working for the betterment of the planet and the people but at the same time is also helpful in enhancing the overall performance and productivity of the business. 
[bookmark: _Toc126758688]Recommendations 
[bookmark: _Toc126758689]Opportunities for Growth
For Accor Group, market success is its strategy known as development. Hence, the Hotel should focus on marketing its Hotel to arrange for its loss in 2020 and 2021. Further, risks are connected to adverse geopolitical, health and economic changes in recent years, as it should market and strategise according to keeping these factors in mind. Besides, the valuation was subject to sensitivity analysis, considering the dangers that may appear and influence the performance of the company. Also, it should keep people's needs and demands in mind also (Ye, 2022). In Marriot's recommendation, its growth success will grow due to the brand it has created over the years. Further, it should focus on marketing also as it does. Further, it should focus on people's wants and needs in order to grow more. The sustainability approach of the Hotel will also help them to grow and increase its business among elite people (Wickham et al., 2020).
[bookmark: _Toc126758690]Potential for Outsourcing
Outsourcing is defined as a fundamental component of corporate strategy. Hence, outsourcing has become an essential part of the hotel industry. Thus, maintaining internal corporation procedures is suitable in hotels. Outsourcing enables to stabilisation of cost needs in the competitive market. Further, outsourcing can be expensive, and both Marriot and Accor should use cheap outsourcing strategies, which help them to decrease or reduce costly logistics. The hotels should utilise outsourcing to be engaged in the administration of dining rooms, cleaners and catching computer viruses. Further, within the hotel industry, outsourcing can help to save the resources of the Hotel. Similarly, outsourcing within lodgings and hotels also helps to examine the service provider aspect. Recently, for accounting, outsourcing has been used, and both Marriot and Accor hotels can use it in order to ease their workloads and tasks. In the hospitality market, outsourcing is considered the procurement of goods or services (Sukru Cetinkaya et al., 2014).
[bookmark: _Toc126758691]Conclusion 
To sum up this report, Marriot and Accor hotels were compared from the financial management viewpoint. Further, aspects like liquidity, profitability, revenue, market and CSR commitment were discussed in order to compare and contrast both hotels. Hence, recommendations related to outsourcing and growth chances were discussed separately, as both hotels belong to different categories in the hospitality industry. Hence, it is essential to consider their profitability generation. Hence, both hotels are found all around the world from which they earn revenue. In 2020, both hotels suffered due to the pandemic, but Marriot hotels generated more profits than all hotels in the hospitality industry. In conclusion,  Accor group and Marriot hotels both are different from each other. However, the hotels belong to the international hospitality market, but in order to grow, both need to compete positively; both hotels need to strategise their marketing and approaches to be used in the hotels to make profits and gain customer loyalty.
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Table 5: Profitability Ratio of Accor

T 2020 2019 2018 2017
Ratio

Return on Equity -47.81% 6.65% 34.70% 7571%
Return on Assets -18.85% 3.34% 17.29% 3.65%
Profit Margin -122.64% 11.46% 61.86% 22.77%
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