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Assignment 1- Comparison 0f Two Organizations
Introduction
In the current competitive business environment, effective financial management is critical for ensuring the long-term success of every organization (Yang, 2019). This effective management helps companies to analyse their performance and identify areas to improve efficiency and profitability. Hospitality companies, in particular, have faced tremendous financial challenges, such as rising costs, fluctuating demand, and intense competition. These challenges become more prevalent during the outbreak of the pandemic and the recent economic recession that has crippled the financial state of every nation. As a result, organizations must implement effective financial management strategies to overcome these challenges to optimize revenue, control costs, and make informed decisions based on economic criteria (Dumoulin and Giacomel, 2020). This report, therefore, aims to compare the financial management approaches of two of the world's leading hospitality organizations, Marriott International and Accor International. This will be achieved by analysing total revenue, market position, growth potential, and financial commitment to corporate social responsibility (CSR) practices. Finally, the report will provide recommendations for each organization based on its strengths and weaknesses. 
Background of the Companies
According to Sheel (2020), Marriot and Accor are among the pioneer hotels in the hospitality sector. Marriot, for instance, is one of the largest hospitality companies established in 1927 by Willard and Alice Marriot ad a root beer stand. The company was founded in Washington. Over the years, it has expanded its operations to over 100 countries with a broad portfolio of brands and properties, including luxury hotels and vacation rentals (Baum, 2019) The company is known widely for its innovative approve to hospitality and has always stayed up to date with the latest trends in the hospitality sector. For example, the company was among the first to introduce loyalty programs such as the Marriott Rewards and to embrace the newest technology, such as the keyless entry room. The company is thus among the most competitive hospitality firms in the sector. Deng (2022) also states that the company is highly committed to corporate social responsibility, as evidenced by various CSR initiatives such as environmental sustainability, community engagement, and diversity and inclusion programs and initiatives promoting these values.
On the other hand, Accor International is a multinational hospitality company located in France. According to Goh and Okumus (2020),  Accor International has branches in over 100 countries and over 4,800 properties under various brands, including luxury hotels, premium hotels, economy hotels,  resorts, and residences. The company's well-known brands include Sofitel, Novotel, Mercure, and Ibis. The company is renowned for its commitment to sustainability and has well-established goals to ensure corporate social responsibility and reduce the burning of fossils (Hussain et al., 2020). Accor also emphasizes employee welfare and is regarded as one of France's best places to work. The company also supports various community initiatives through the Accor Solidarity Program. 
Total Revenue
According to Roberts (2023), Marriott International generated approximately 21 billion dollars in revenue in 2022. This was a 49% increase in revenue caused compared to 2021. In contrast, Accor International realized a total revenue of 4 224 million euros, approximately 4.9 billion dollars. This financial performance was a 92% increase from the 2021 performance. Although both companies have substantial revenue streams, Marriott's revenue is more than five times that of Accor. This disparity is due to various factors, including Marriott's larger global footprint and portfolio of premium luxury brands such as the Ritz-Carlton and St. Regis. In contrast, Accor's portfolio is typically focused on mid-range and budget hotels with low revenue per room. In addition, Shapiro (2021) argues that Marriott International's revenue sources are diversified, with revenue coming from various segments such as lodging, franchises, and administrative expenses. The company's accommodation segment, which includes owned and rented properties, accounted for at least 50 % of its yearly revenue (Rosner et al., 2019). Accor International's revenues, on the other hand, are primarily from hotel services and loyalty programs. 
For Marriott and Accor, overall revenue performance demonstrates the effectiveness of their market position and business strategy. Marriott's significantly higher revenue than Accor suggests that the company has a broader market share, successfully generates sales, and attracts customers. Darsin et al. (2019) links the phenomenon to various factors, including its extensive global footprint, portfolio of high-end luxury brands, and focus on customer experience and innovation. On the other hand, Accor's lower revenue than Marriott indicates that Accor has a smaller market share and has not succeeded in increasing sales and attracting customers. Financial management principles generally show that overall sales performance is a crucial indicator for evaluating a company's financial health and success and can provide valuable insight into its market position and business strategy (Chung, 2020). These findings show that while Accor and Marriot have well-formulated financial management techniques, Marriot is more advanced than Accor International.[image: ]
Figure 1: Marriot International Revenue Performanc[image: ]
Figure 2: Accor International Total Revenue Performance
Market Position
According to Okumus et al. (2019), Marriot and Accord are the most prominent players in the global hospitality sector, working in various regions and at the same time catering to different customer segments. Regarding market position, both companies have well-formed, strong brand identities and significant market shares. For instance, the 2020 edition of Hotel Chain Development Pipelines in the Middle East showed that Marriot International was the top hotel chain in the area, with 260 properties and over 73000 guest rooms (Song et al., 2020). In contrast, Accor International reported having 125 properties and over 30 000 guest rooms in the Middle East. According to Catana and Toma (2021), these findings show the strong market position that Marriott International possesses in the Middle East, where the company has established a larger footprint thanks to its strategic partnerships and franchise agreements. Regarding overall worldwide market share, Marriott International and Accor International are two leading hotel chains globally. According to Poretti et al. (2023), Accor International has a market share of 2.9% as of 2021, while Marriott International holds a market share of 6.1%.
Marriott International and Accor International have implemented various techniques to maintain their market position. For instance, Guix and Font's (2020) analysis of Marriot shows that the company is focused on expanding its portfolio through strategic acquisitions and partnerships. For example, in 2018, the company took over Starwood Hotels & Resorts, adding 11 new brands to its portfolio. In comparison, Accor International has taken a more decentralized approach, enabling individual brands to work independently while at the same time maintaining a solid brand identity. Okumus et al. (2019) also add that both companies focus on customer loyalty programs, with Marriott's Bonvoy program and Accor's ALL program offering their customers a range of benefits and rewards. These programs help drive customer loyalty and repeat business, essential to maintaining your market position. Despite the difficulties of the pandemic and economic recession, Marriott International and Accor International have demonstrated resiliency in producing revenue (Akbari et al., 2021). While Accor International has generated income even in difficult economic times, Marriott International has weathered the crisis because of its broad revenue streams and focus on cost reduction (Hossain et al., 2022).
Growth Potential
Marriott International and Accor International have shown excellent growth potential in the hospitality industry, although they have different growth strategies and methodologies. According to Zhang et al. (2020), Marriott International's growth strategy includes expanding its portfolio through strategic acquisitions and partnerships while focusing on developing new properties in high-demand locations. Accor International, on the other hand, growth strategy is centred on brand distinctiveness and growth of its existing brands. The business has created a portfolio of over 30 brands, each targeting a particular customer group and providing distinctive experiences. Dolnicar (2021) also adds that Accor has often stressed the value of innovation and sustainability in fostering growth and investing in cutting-edge products and programs that enhance customer satisfaction while minimizing environmental effects.
In relation to financial management strategies related to growth potential, Marriott and Accor have laid down systems for financial management that will support their capacity for growth (Moise et al., 2019) For instance, Marriott has concentrated on keeping a healthy balance sheet and using its size to negotiate advantageous terms with partners and suppliers (Verevka, 2019). To increase profitability and reinvest in expansion, the company has also implemented cost-cutting measures, such as lowering energy consumption in its homes. Accor, conversely, has majored in decentralized financing management technique that permits brands to operate independently while simultaneously complying with the overarching company's financial goals and strategies (Roberts, 2023). The corporation has also highlighted the value of sound financial discipline and has implemented stringent financial controls. Therefore, both companies have established strong growth potential in the hospitality industry, driven by their unique strategies and financial management techniques.
Financial Commitment to CSR
Marriott and Accor International have committed to Corporate Social Responsibility but their techniques and extent of commitment contrast. According to Temelkov (2022), Marriott International has made a critical monetary commitment to CSR centred on environmental and social responsibility. The organization has a well-formulated sustainability plan, such as lowering energy and water utilization, and has actualized different activities to reduce waste and enhance sustainable practices. In 2019, Marriott was named the best sustainable company in the world by Corporate Knights, a Canadian media and research organization (Simoes, 2021). Accor has too committed to CSR, with a centre on sustainability, diversification, and social responsibility. The company has actualized different activities to decrease environmental degradation, such as using green energy sources. Accor has also centred on promoting diversity and inclusion, such as ensuring equal opportunity for women and men in its job position and employment of even minority groups (Fernanders Sampaio et al., 2020).
Recommendations
Recommendations for Accor International
Based on the comparison of financial management techniques between Accor and Marriott International and considering the growth potential of Accor, one major recommended are for Accord to enhance its financial standings is to expand its market presence to emerging markets. According to Michael (2021), the marker demands of hotel industries in developing markets are anticipated to grow significantly in the coming year, providing a significant opportunity for companies like Accor to expand their presence. Moreover, Accor has, as of now, illustrated victory in extending its presence in rising markets, with the company's Asia-Pacific locale appearing to have solid development in income per accessible room. Accor might consider actualizing procedures such as joining forces with neighbourhood designers or contributing to modern improvements in crucial developing markets to bolster its extension into growing markets (Aydin, 2020). The company can also consider fitting its offerings to meet clients' unique needs and inclinations in these markets, such as by providing local cuisine alternations and incorporating local cultural elements into the hotel design. To achieve this initiative, Accor will have to implement effective financial management techniques such as conducting intensive market research, forming a collaboration with local companies, and effective allocation of resources (Bourke et al., 2020). By extending its existence in developing markets, Accor might increase its income and profitability, increasing its financial performance. 
Recommendations for Marriott International
A suggestion for Marriott International might be to concentrate on diversifying its revenue streams based on comparing the financial management strategies used by Marriott International and Accor International, as well as considering Marriott's strong market position and financial stability. Marriott should consider pursuing other business ventures to complement its core hotel operations, including vacation rentals or travel experience (Yang et al., 2020). The business might also look into new markets or target new consumer groups to increase its revenue even further. In order to successfully pursue these objectives, Marriott would need to keep prioritizing sound financial management techniques, like resource allocation and strategic planning (Lukianenko et al., 2019). Marriott may be able to lessen the effects of economic changes on its core hotel industry and improve its financial position by diversifying its revenue streams.
Conclusion
The above report shows that Marriott and Accor are well-known hospitality companies with different financial management strategies. It is clear from comparing various financial indicators, including total revenue, market position, growth potential, and financial commitment to CSR, that Marriott International outperforms Accor International in financial performance, market position, and CSR commitment. Both businesses have distinct strengths and shortcomings in their financial management strategies and have room to grow and perform better. One recommendation for Accor International is to concentrate on boosting its revenue sources through strategic alliances and investments in developing nations. Marriott International should consider expanding into new markets and consumer categories to diversify its sources of income. The long-term survival of hospitality firms depends on having efficient financial management procedures, so it is critical for businesses to continuously evaluate their financial performance and put improvement plans into action.
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