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[bookmark: _Toc135324829]1.0 Executive Summary
The financial management refers to the department which has the task of managing financial resources available in a company. This helps the company in running its operational activities which affects the growth and profit thus generating an advantage in the market. There is involvement of activities which are performed by the experts in financial management such as strategize, arrangement of resources and dealing with the company’s financial needs or resources by overseeing it. The financial management plays an important role in every areas of a company to achieve the goals and objectives of the organization as a whole (White, and et. al., 2021). The sector of hospitality although does not have the core function related to finance, still needs the management department to help in managing the funds of the organization. Two major names in the hospitality sector that have brand values and are recognized well for quality and excellence in this industry are Marriott International and International Hotels Group. In this report these aree the two hotel brands that will be discussed. In the market, it is considered that both the companies have a good reputation, the main factor for this is that in these companies financial resources and activities are managed an effective manner thus resulting in success. For meeting their long term objectives both use their financial resources in an accurate and effective manner. In this report, there is a comparison of company’s management and financial resources among these two hospitality brands. In the comparison, there are various financial aspects that include income, potential growth, position in market and other related financial facts for the purpose of this comparison (Wieczorek-Kosmala, 2021).

[bookmark: _Toc125931857][bookmark: _Toc135324830]2.0 Financial Comparison 
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Intercontinental Hotels Group is multinational hospitality companies whose headquarter are in Windsor, England and also known as the IHG Hotels 7 Resorts. The IHG Hotels and Resorts are operating under the InterContinental Hotel which is considered as a brand name in the market that is component for both the London Stock Exchange and FTSE 100 Index in the UK market (Zhong, and et. al., 2021). This hotel is one of the most prosperous hotel chain in the UK which delivers best services by giving respects to its customers and also kindness for completing its motto “true hospitality”. The different types of real estate is owned, managed, leased and franchised by the company which also includes hotels and resorts. IHG operating under the wide range of hotel brands in the economy, upscale and luxury segments. It provides its services more than 100 countries all over the world (Ertuna, Gu, and Yu, 2022).
On the other hand, Marriott International Inc., that operates and franchises hotels, residences and timeshares globally which is considered as the U.S.-based multinational Corporation, its headquarter in Bethesda, Maryland (Zhu, and et. al., 2021). The operations of hotels, residential developments and timeshares are operating by it under the upscale that also offering the franchises and licenses opportunities to the other businesses.
	Particulars
	IHG
	Marriott

	Established in
	2003
	1927

	Net worth
	$12.53B
	$54.55B

	Number of employees
	325000
	132948


Fig. 1: Overview of the two companies (Annual report, 2021)

From the above figure, it is defined The Marriott International is superior in every facet presenting in this comparison. The overall value of the assets is $54.55 billion, whereas the IHG's total net worth is $12.53 billion. But despite this it is defined that there is availability of more employees in IHG in comparison to the Marriott International Inc. (Jawabreh, and et. al., 2022).

[bookmark: _Toc135324832]2.2 Market Position
Market position refers to the ability of a company to create a differentiation from its rivals in the customer services. The more the consumers are choosing you, the stronger is your market position (Burrell, an et. al., 1997). This helps the company in creating a different identity in the eyes of customers which give them an edge over their competitors. When comparison is made between both the groups. IHG group have a good market position but The Marriott International has a better market position then IHG group. Comparison has been made below in the table:

	Particulars
	IHG
	Marriott

	Number of hotels
	6061
	8000

	Number of rooms
	880327
	1480000

	Occupancy rate
	74.20%
	51.30%

	Avg. number customers each year
	130M+
	160M+

	Guest Love
	78.9%
	80.15%

	Operation in no. of countries
	100
	139


Fig. 2: Market positioning of IHG and Marriott (Annual report, (2021))

From the above information it can be concluded that The Marriott International has more no. of hotels which is 8000 as compare to IHG hotels. The Marriott International also has more no. of rooms which is 1480000 than IHG hotels which is 880327 (Brotherton, 2000)
 The occupancy rate of IGH hotels is more that is 74.20% as compared to 51.30% of The Marriott International (Jones, 2004).  Average number of customers for The Marriott International is more than that of IHG hotels and The Marriott International also has more hotels in other countries than IHG hotels, which makes The Marriott International make stronger in the market (Yang, and Mattila, 2016).

[bookmark: _Toc135324833]2.3 Total Revenue/Loss
For any business to run, they have to generate revenue for their business operations. The major goal of the any company is to generate revenue. Revenue is generated by selling their services or products (Nightingale, 1985). Companies use different tactics to boast their revenue. Revenue is the blood of an organization. The graph below shows the revenue/loss of both IHG hotels and The Marriott International of the past three years.

	Particulars
	IHG
	Marriott

	Number of new rooms in 2021
	19000
	86000

	Net room growth rate
	8.9%
	3.9%

	New Signings
	31000
	92000

	Expected revenue growth rate
	16.32%
	66.59%


Fig. 3: Revenue of the two companies (Annual report, 2021)

The revenue of the past three years for both the IHG group and The Marriott International are compared in the graph above. It is clearly visible that The Marriott International has more revenue more than IHG group (Wood, 2020). The Marriott International generated revenue of $13857 million in 2021 and for 2019 they did $20972 million. IHG group generated a revenue of $2907 million dollar of revenue in 2021 and in 2019 they did revenue of $4627 (Statista, 2022). It can clearly  compares that The Marriott International has generated a lot of revenue as compared to IHG hotels which shows that their market position and their business standing is very strong in this sector (Petříček, Chalupa, and Levičková, 2022). IHG group has to implement different strategies to generate more revenue. At present, The Marriott International is dominating in every aspect of the comparison.

[bookmark: _Toc135324834]2.4 Growth Potential
Complete hospitality sector’s worth is estimated for about $360 billion, which is increasing due to the expansion of hotel infrastructure and increase in the disposal income of the middle class. This as a whole serves as the growth driver of the sector. The industry is back in high demand since the restrictions of the pandemic has been lifted in most of the nations (Wöber, 2002). The huge demand that comes from the business related trips which are both domestically and international are also increasing in the demand which makes huge room for the growth opportunity for the hotel industry. Taking into consideration this discussion, the growth potential could better understood by:
	Particulars
	IHG
	Marriott

	Number of new rooms in 2021
	19000
	86000

	Net room growth rate
	8.9%
	3.9%

	New Signings
	31000
	92000

	Expected revenue growth rate
	16.32%
	66.59%


Fig. 4: Growth factors of IHG and Marriot (Statista, 2022)
Given the steady expansion in the number of rooms, this table illustrates the enormous development potential of both hotels. Although IHG has more potential than Marriott, Marriott's expected revenue growth is over 50% more than IHG's.
[bookmark: _Toc135324835]2.5 CSR Activities
CSR activities are those which are carried out by the organizations as a way to give back to the society. In the past few years, the hospitality sector has been on an amazing growth globally, the increase in demand in the sector is also resulting in more and more hotels adopting the CSR activities (Akehurst, 1984). CSR helps the companies to make an impression in the market and provide the edge over its competitors. Marriott hotels and the IHG, both being the biggest hotel groups of the industry have a dynamic CSR policy in order to ensure the environmental sustainability. These companies aims to reduce the carbon emission and promoting the use of more environmental friendly products. The “serve 360” motto of the Marriott helps in conducting the corporate responsibilities (Shin, and Perdue, 2022). The spending of IHG and Marriott are represented in the following graph below. 










Fig. 5: Spending of the two companies in CSR (Michel, 2021)
From the above graph it is evident that the Marriott has been spending heavily and in more committed towards its CSR spending. It is because this reason that in comparison to the IHG, Marriott also has a higher rate of net income generated by the company (Wong, and et. al., 2019). The graph shows the timeline before  COVID-19 period as during that period both the companies incurred losses due to the restrictions due to which there was CSR from both the companies in the year 2020 (Harris, and et. al., 2019). It can be estimated that both companies will keep up their increased CSR spending after reviewing the spending in the 2021. 
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Few recommendations for both IHG and Marriott for better operations and growth are:
· Marriott International has a better reach in the customer base in the sector making them the leader of the hospitality sector. Therefore, they are considered in the ‘star’ phase of the growth model (Porcu, and et. al., 2019). Since their products fit in the market and are widely accepted, they should focus more on the market growth instead of the product focused growth. Increasing the customer awareness will result in more growth and retention of superiority in the sector.
· On the other hand, Intercontinental Hotels Group (IHG) has expected return rate which is higher than the industry average which makes it fall under the category of ‘cash cow’. Since, they are expanding faster than the industry, they should focus more on the product development (Kabadayi, and et. al., 2019). 

[bookmark: _Toc125931864][bookmark: _Toc135324837]4.0 Conclusion
The utmost important goal of an organization is to manage its finance and ensure the optimal utilization of resources to achieve those goals. After reviewing the complete report, it can be observed that the Marriott International has a better performance financially in comparison to Intercontinental Hotel Group. Marriott hotels are  more dominant in the sector and therefore, have a better market presence. When both the companies are compared it can be observed that Marriott is better in the management of its finances and IHG falls behind in the optimal utilization of its resources. It is recommended that IHG should improve the fiscal management to compete with Marriott.
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