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Introduction 
This report aims to evaluate the comparison of financial management approaches of Marriot International and Accor International while considering the areas such as total revenue, market position, growth potential, and financial commitment to CSR. Moreover, Accor International is a French multinational hospitality company that owns and operates more than 4,700 hotels, resorts, and vacation properties worldwide (Zhang et al., 2015). Founded in 1967 by Paul Dubrule and Gerard Pelisson, Accor International has grown to become one of the world's largest hospitality companies, with operations in more than 95 countries. Accor International owns various brands, such as Raffles, Fairmont, Sofitel, and Novotel (Skobkin et al., 2020). Conversely, Marriott International is an American multinational hospitality company that operates and franchises a broad portfolio of hotels and related lodging facilities (Salvioni, 2016). Founded in 1927 by J. Willard Marriott, the company has grown to become one of the world’s largest hospitality companies, with more than 6,500 properties in 127 countries and territories around the world (Nyangwe and Buhalis, 2018). Marriott International operates a diverse portfolio of brands, including Ritz Carlton, Fairfield Inn, and Courtyard by Marriott (Makarova and Manukian, 2021).

[bookmark: _Toc126782441]Approach to Financial Management
Financial management is the process of creating and overseeing the financial resources of an organization. It is a critical part of any business, as it helps to ensure that the organization has the necessary resources to rate and grow (Krupskyi et al., 2019). Financial management involves budgeting, financial planning, capital management, cash flow management, and financial reporting. It also involves making decisions about investments and financing and managing any risks associated with the organization’s financial activities (Gheribi, 2018). Financial management requires the fianancial statements, such as balance sheets and income statements, to track and analyze the final company's financial health. Managers must also be aware of the organization's fiscal policies and objectives and ensure that they are being achieved (Đorđević and Janković, 2015). Financial managers must also be able to interpret financial data and make sound decisions that help the organization achieve its financial goals. Additionally, they must know how to use financial tools such as discounted cash flow and break-even analysis to make sound investment decisions (Darsin et al., 2019).
Accor International and Marriott International are the world's leading hospitality companies. Both companies have a long history of success in the hospitality industry, and they have developed a range of financial management approaches to ensure that their businesses remain successful (Catana and Toma, 2021). Accor International and Marriott International have a range of financial management strategies in place to ensure that their businesses remain successful. However, their approaches to financial management differ in terms of the focus on cost control and growth. Accor is focused on cost-control measures to ensure that operations remain cost-effective and efficient. In contrast, Marriott focuses on growth and customer satisfaction to ensure that guests return to the company's hotels (Zhang et al., 2015).
Additionally, Accor International is a global hospitality company with a focus on cost management. The company has implemented various financial management strategies, such as cost-control measures, capital management and debt management, to ensure its operations remain cost-effective and efficient (Skobkin et al., 2020). Accor has also implemented a strict budgeting process to ensure that funds are allocated to maximize the company's return on investment (Salvioni, 2016). Conversely, Marriott International is also a global hospitality company focusing on growth. The company has implemented various financial management strategies, such as risk management, asset management and capital allocation, to ensure its operations remain profitable (Popsa, 2018). Marriott also strongly focuses on customer satisfaction and has implemented many customer loyalty programs to ensure that guests return to the company's hotels (Nyangwe and Buhalis, 2018).

[bookmark: _Toc126782442]Total Revenue 
Accor International and Marriott International have taken different approaches to generate total revenue. Accor International has focused on cost-cutting and efficiency, while Marriott International has focused on product and service differentiation (Makarova and Manukian, 2021). Both strategies have been successful, and both companies have seen an increase in total revenue. Regarding generating total revenue, both companies take different approaches. Accor International focuses on cost-cutting and efficiency, while Marriott International focuses on product and service differentiation (Krupskyi et al., 2019).
Accor International reported total revenue of £7.16 billion in 2019 (Gheribi, 2018). This comprised £5.21 billion from hospitality, £1.34 billion from services, and £0.61 billion from corporate and other activities (Gheribi, 2018). The hospitality revenue was generated from the accommodation, food and beverage and other services, while the services revenue came from hotel management and franchise agreements. The corporate and other activities revenue was mainly generated from property management activities (Đorđević and Janković, 2015). Accor International has taken a cost-cutting approach to increase its total revenue. The company's strategy is to reduce operational costs and increase efficiency through new technology and process improvement (Darsin et al., 2019).
Marriott International reported total revenue of £8.97 billion in 2019 (Catana and Toma, 2021). It is an increase of 10.9% compared to the previous year (Zhang et al., 2015). The company achieve regions and across all of the major brands. The increase was primarily driven by a 7.9% increase in the room's revenue, a 14.2% increase in fee revenue, and a 15.5% increase in its other revenue (Skobkin et al., 2020). Marriott International has continued to expand its presence in emerging markets, including China and India, where it has seen the strong performance. Marriott International has taken a different approach (Salvioni, 2016). The company has focused on product and service differentiation to increase its revenue. Marriott International has invested heavily in developing and marketing unique experiences for its customers. This includes exclusive experiences such as private villas, unique dining experiences, and unique activities such as spa treatments (Popsa, 2018). 
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Accor International and Marriot International have achieved significant success in the hospitality industry and established a strong presence in the global market (Makarova and Manukian, 2021). Accor International has a more significant number of hotels and rooms, but Marriot International has a more significant international presence (Nyangwe and Buhalis, 2018). Regarding financial performance, Marriot International has seen higher profitability than Accor International. Regarding customer satisfaction, Marriot International has a slightly higher rating than Accor International (Krupskyi et al., 2019). 
Comparing Accor International's and Marriot International's market positions, it is clear that both companies have achieved significant success (Gheribi, 2018). According to Statista, Accor International has a total of 5,182 hotels and 774,677 rooms worldwide, making it the world’s largest hotel chain (Đorđević and Janković, 2015). Marriot International is the second largest, with 5,742 hotels and 851,264 rooms (Darsin et al., 2019). Both companies have an extensive international presence, with Accor International in 95 countries and Marriot International in 110 countries (Catana and Toma, 2021). 
In terms of financial performance, Accor International reported total sales of £22.7 billion in 2020 and an operating profit of €1.5 billion (Zhang et al., 2015). Marriot International reported total sales of £20.7 billion and an operating profit of £2.2 billion in 2020 (Skobkin et al., 2020). Both companies have seen an increase in revenue and profitability over the past few years, although Accor International has seen a higher rate of growth in terms of revenue (Salvioni, 2016). Accor International has an average customer satisfaction rating of 8.2/10, while Marriot International has an average customer satisfaction rating of 8.5/10 (Popsa, 2018). This indicates that customers are generally more satisfied with Marriot International than with Accor International (Nyangwe and Buhalis, 2018).
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Both Accor International and Marriott International have seen strong growth in recent years. Accor reported a 4.2 per cent increase in revenue in 2017, while Marriott reported a 6.3 per cent increase in revenue (Makarova and Manukian, 2021). This growth is expected to continue in the coming years, with Accor forecasting a 6.5 per cent increase in revenue in 2018 and Marriott forecasting a 5.5 per cent increase (Krupskyi et al., 2019). Both companies are also investing heavily in their loyalty programs, further driving future growth.
Accor International has a more aggressive growth strategy than Marriott International. The company aims to double its hotel portfolio by 2020 and has made significant investments in expanding its presence in emerging markets (Catana and Toma, 2021). Accor has established a network of over 4,000 hotels and resorts in Europe, Asia, Africa, the Middle East, and the Americas (Darsin et al., 2019). The company has also expanded its presence in the luxury and mid-market segments. It has recently acquired several upscale hotel brands, including Fairmont Hotels and Resorts and Raffles Hotels and Resorts (Đorđević and Janković, 2015). 
In contrast, Marriott International has taken a more measured approach to growth, strengthening its existing brands, and increasing its presence in major markets (Zhang et al., 2015). The company has grown its portfolio to over 4,500 hotels and resorts in 75 countries, focusing strongly on the mid-market and luxury segments (Skobkin et al., 2020). It has also established a presence in the extended-stay segment by acquiring Residence Inn and TownePlace Suites. It actively invests in new technologies to enhance the guest experience (Salvioni, 2016).

[bookmark: _Toc126782445]Financial Commitment to CSR
Accor International and Marriot International are two of the leading hospitality companies in the world and have both adopted a financial commitment to Corporate Social Responsibility (CSR) (Popsa, 2018). This commitment has seen them invest significant resources in initiatives aimed at improving the lives of their employees, customers, and the wider community. Both companies have adopted a 'triple-bottom-line' approach to CSR, striving to achieve economic, social, and environmental sustainability. However, the search company's approach has differed in some key respects (Nyangwe and Buhalis, 2018). 
Accor International has taken a proactive approach to CSR and sought to create several initiatives directly related to its core business. To this end, they have invested heavily in the training and development of their staff and environmental initiatives such as energy efficiency and waste reduction (Makarova and Manukian, 2021). In addition, they have adopted several charitable initiatives, such as their 'Accor Solidarity program, which provides financial and educational support to disadvantaged communities (Krupskyi et al., 2019). In 2018, Accor International reported a total of £€7.6 million in charitable donations, and the company has set a target of £10 million for 2020 (Gheribi, 2018).
Conversely, Marriot International has adopted a more holistic approach to CSR. In addition to investing in staff training and development, they have launched initiatives such as the ‘Marriot Sustainability Program’, which seeks to reduce their carbon footprint and promote responsible water use (Đorđević and Janković, 2015). They have also invested in initiatives to improve the lives of their customers, such as the ‘Marriot Accessibility Program’, which provides access to disabled facilities and services. In 2018, Marriot International reported donations (Darsin et al., 2019).

[bookmark: _Toc126782446]Recommendation 
Marriott International has excellent growth potential, and to capitalize on this potential, the company should focus on a few key areas essential for the business's growth and development. Marriott International should focus on expanding its global footprint. It can do this by opening new hotels and expanding its presence in existing markets. This will enable Marriott to reach new customers and increase its market share. Accor should also focus on strengthening its brand. It can be done through marketing campaigns and partnerships with other companies and organizations. It will help to reach new customers and increase its brand recognition. On the other side, Marriott should focus on improving its customer experience. It can be done by investing in customer service and making sure that guests have a pleasant experience in its hotels. Additionally, Marriott should focus on creating unique experiences for its guests that are tailored to their individual needs. Marriott should focus on innovation. 
 
[bookmark: _Toc126782447]Conclusion 
This report concluded that financial management involves budgeting, financial planning, capital management, cash flow management, and financial reporting. Accor International and Marriott International have a range of financial management strategies in place to ensure that their businesses remain successful. According to this report, Accor has also implemented a strict budgeting process to ensure that funds are allocated to maximize the company's return on investment. This report also shows that Marriott has a strong focus on customer satisfaction and has implemented a range of customer loyalty programs to ensure that guests are returning to the company's hotels. This report also shows that Accor International has focused on cost-cutting and efficiency. In contrast, Marriott International has focused on product and service differentiation, while Marriott International focuses on product and service differentiation. Marriott International has invested heavily in developing and marketing unique experiences for its customers. 
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