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EXECUTIVE SUMMARY

Marriott International and Accor are two of the largest hospitality companies in the world, with a strong focus on growth and innovation. Marriott International has a total revenue of $15.8 billion, a strong market position, and strong growth potential driven by its investment in technology and innovation, as well as its expanding global presence. Accor has a total revenue of $7.7 billion, a growing market position, particularly in Europe, Asia-Pacific, and Africa, and strong growth potential driven by its focus on responsible and sustainable tourism and hospitality practices. Both companies have a financial commitment to corporate social responsibility, which includes reducing their carbon footprint and waste.
Based on the analysis of the growth potential, market position, and financial commitment to corporate social responsibility, the recommendations for Marriott International and Accor include investing in technology and innovation, expanding their global presence, outsourcing non-core business functions, and promoting their reputation for responsible and sustainable practices. These recommendations will help the companies maintain their competitiveness in the market and support their continued growth and success.



1. Introduction
In today's fast-paced and competitive business world, it is essential to have a thorough understanding of different organisations and their operations. This business report aims to provide a comprehensive comparison between Marriott International and Accor, two of the largest hospitality companies in the world (Kalil, 2019). In this comparison report, the two companies' approaches to financial management and their impact on the growth and success of the organisations will be explored. Financial management is the practice of making decisions regarding the financial resources of a corporation, such as budgeting, investment, and cost management. It is important for companies to practice sound financial management in order to remain profitable and make informed decisions that maximise their returns (Brigham,. and Houston, 2021). 
Both Marriott International and Accor are two large international hotel groups, and therefore both companies must manage their budgets carefully to ensure that they remain competitive in delivering quality service (De Grosbois, and Fennell, 2011). The areas of focus will include total revenue, market position, growth potential, and financial commitment to corporate social responsibility.
By comparing the two companies' approaches to financial management, this report aims to provide valuable insights into the importance of financial management in achieving growth and success. The report will also highlight the opportunities for improvement and suggest recommendations for each company to enhance their financial performance.

2. Background
Marriott International is a multinational hospitality company founded in 1927 and headquartered in Bethesda, Maryland, United States. It operates a portfolio of 30 hotel brands, including Ritz-Carlton, St. Regis, W Hotels, and Marriott Hotels. Marriott has a global presence with properties in 131 countries and territories (Cross et al., 2009, 2011).
Accor is a multinational hospitality company founded in 1967 and headquartered in France. It operates over 4,800 hotels, resorts, and residences under various brands, including Sofitel, Novotel, Ibis, and Pullman (Novitasari et al., 2021). Accor has a strong presence in Europe, Asia-Pacific, and Africa, with a growing presence in South America and the Middle East. It is the 6th largest hospitality company, globally. 

3. Total revenue
Total revenue is the total amount of income a company brings in from its products and services during a certain period (Williams, and Naumann, 2011). It helps to assess the market share of each company against its competitors and to identify areas where growth can be maximised. (Rodrigue, 2022). 

Marriott 
In 2020, Marriott International reported by Statista (2022) total revenue of $15.1 billion. This was a significant decrease from the previous year due to the impact of the COVID-19 pandemic on the travel and hospitality industries. During this time, Marriott implemented cost-saving and liquidity measures to manage spending and cashflow, including suspending non-essential and non-critical capital investments, reducing headcount, suspending 401K contributions, and deferring certain payments and fees (Bagnera et al., 2020). 
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Figure 1 Revenue of Marriott International worldwide from 1999 to 2021
(Source: Statista, 2022)

Accor
In 2020, Accor reported a total revenue of €6.6 billion. Like Marriott, Accor experienced a significant decline in revenue due to the impact of the COVID-19 pandemic. However, the company has demonstrated a strong commitment to growth by focusing on expanding its midscale and economy segments (Seruna, 2022). Accor also introduced several measures to help the company to adapt to the changing industry, such as initiatives to reduce costs, streamline business processes, and adjust its workforce. Accor has taken action to reinforce its liquidity position and strengthen its balance sheet via capital increases and the issuance of corporate bonds (Cash, 2021). 
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Figure 2. Revenue of Accor Group worldwide from 2005 to 2021
(Source: Statista, 2022)



Comparison
Marriott is a franchise-based chain, meaning that it is divided into multiple regional franchises that are independently owned and operated. This unique business model allowed franchisees to adapt quickly to the pandemic, by implementing new protocols, such as contact-free check-in, reduced staffing, and digitalised services (Bagnera et al., 2020). By quickly adapting, Marriott franchisees retained more consumer trust and increased their reach, resulting in higher total revenue. In contrast, Accor, which is owned and operated entirely by one parent company, was not able to quickly adapt to the pandemic. Additionally, Accor relies heavily on leisure and corporate travellers, who are more impacted by the current restrictions (Rudež, 2022). This ultimately led to Accor experiencing lower total revenue in comparison to Marriott during the pandemic.

4. Market position
Market position is the position a company or product holds in the marketplace, measured in terms of factors such as popularity, pricing, brand recognition, and market share (Homburg et al., 2010). 

Marriott 
Marriott International has a strong market position, with the company operating a portfolio of 30 hotel brands, including some of the most well-known and prestigious brands in the industry, such as Ritz-Carlton, St. Regis, and W Hotels. Marriott has a reputation for their luxurious amenities and top-notch facilities (Wernick, and Von Glinow, 2012). Marriott's strong market position is a result of its investment in technology, innovation like mobile applications and customer experience, as well as its focus on responsible and sustainable tourism and hospitality practices (Makoondlall-Chadee et al., 2021).

Accor 
Accor has maintained its market position through a variety of strategies over the years. Firstly, according to the official website, Accor expands globally through mergers and acquisitions. They open a new hotel every 33 hours (Accor Group, 2018). Secondly, Accor implements a segmented strategy in which they implement a mixture of demographic and behavioural segmentation (Howells & Lowe, 2018). Behaviour segmentation focuses on buying behaviours, expectations for service, and motivations of customers, while demographic segmentation considers the demographic of target customers, as well as their income (IvyPanda, 2022). This allows them to target customers of various different marketing segments.

Comparison
Both companies’ success in their respective market position is mostly due to their multi-brand strategy. A multi-brand strategy is one in which one company offers similar services under different brand names (IvyPanda, 2022). The benefits of this strategy is that offering the same services and products under different brands allows companies to acquire a greater market share (Dong & Wan, 2015). Secondly, this allows both companies to cover multiple market segments, and therefore cater to the needs of customers with different motivations and demographics. This ultimately results in a strong market position and retention of competitive position.

5. Growth potential
Growth potential describes the chance that something will increase in size, value, or importance over a period of time. It is often used in relation to businesses, investments, and economies (Sangaran, and Jeetesh, 2015).

Marriott 
Marriott International has implemented several growth strategies to expand its presence in new markets. This includes investing in emerging markets e.g. India, Mexico, and Russia by opening new hotels and resorts in strategic locations, and expanding its global footprint through strategic alliances and partnerships (Hormby et al., 2010). The company has also focused on increasing brand awareness by developing targeted marketing campaigns, creating unique and exclusive loyalty program offerings, and increasing its social media presence. Along with this, Marriott International has been leveraging technology, such as launching new mobile applications, furthering artificial intelligence capabilities, exploring new mobile payment solutions, and leveraging its database to better understand customer preferences (Noone et al., 2017).

Accor
Accor has implemented a variety of growth strategies over the past few years to drive long-term and sustainable growth (Aung, 2000). These strategies include expanding its footprint by entering new markets, launching new brands, such as Emblems Collections. The company has also adopted a collaborative strategy with strategic partners, such as loyalty programs and airlines, to build a more integrated user experience (Kauffman et al., 2010). Accor has established joint ventures and strategic partnerships with China Lodging Group in China, City Premier Hotel Group in Germany, and Carlson Rezidor in the U.S. to develop premium hotel offerings (Page, 2019).  Accor is investing heavily in technology to create a more modern hospitality experience, improve operational efficiency and drive innovation, such as their mobile concierge and smart check-in, to enhance the customer experience and increase new channels for bookings (Sooksatit, 2016).

6. Financial commitment to CSR
Corporate Social Responsibility (CSR) is a business strategy that involves taking responsibility for the company’s impact on the environment, social, and economic conditions. It is based on the idea that companies should strive to make not only a profit but also a positive impact on their stakeholders and the environment as a whole (Barauskaite, and Streimikiene, 2021.). CSR is important for large organizations like Marriott and Accor, as it helps to make them more profitable in the long run while being able to contribute to society and the environment. CSR activities benefit organizations by improving employee engagement and morale, increasing customer loyalty, and creating positive publicity.

Marriott
Marriott International has a long history of commitment to responsible and sustainable tourism and hospitality practices. The company has set ambitious sustainability targets, including reducing its carbon footprint, reducing waste, and improving water efficiency. To achieve these goals, Marriott is investing in renewable energy sources such as solar, wind, and hydro-electric power, as well as engaging in eco-friendly practices such as engaging in water conservation efforts and utilizing safer cleaning products and recycling systems (Abdou et al., 2020). Marriott also has a number of initiatives in place to support local communities and promote sustainable tourism, such as partnering with various organizations to support local initiatives and causes (Wei, 2018). Additionally, the company has invested heavily in technology and innovation to improve the customer experience and support responsible tourism practices, such as developing mobile check-in and keyless room entry systems, as well as using smart energy management systems to reduce its carbon footprint (Sinha et al., 2021).

Accor
Accor international’s commitment to CSR by supporting a number of organisations and initiatives to promote responsible and sustainable tourism and hospitality practices, such as its partnership with the Rainforest Foundation to protect rainforests and support local communities (Demirçiftçi, and KIZILIRMAK, 2016). Similarly, Accor is a leading player in sustainable tourism and hospitality, with a range of initiatives aimed at promoting environmental and social responsibility, such as its Accor Solidarity program, which provides training and employment opportunities for disadvantaged individuals (Marin-Pantelescu, 2021).


7. Recommendation

Marriott 
Marriott International should focus on expanding its hotel brands in developing countries where the growth potential is higher compared to the more developed countries. The company should focus on attracting the growing middle-class population in emerging economies, both in terms of increasing the number of hotels and making sure that the services and product provided meet the customers' needs (Selin, 2022). This would enable the company to increase its international footprint and increase its market share in the hotel industry. In addition, Marriott International should further invest in its corporate social responsibility initiatives given that its investment into corporate social responsibility plays an important role in attracting customers, and building brand loyalty (Cross et al., 2011). 

Accor
Accor is relatively weaker than its competitors in terms of their online presence, therefore, they should focus on incorporating more digital capabilities to give customers a more personalised and seamless experience (Noordzy, and Whitfield, 2014). In terms of its corporate social responsibility, Accor should further develop its policy commitments and practice in order to create a significant impact in its various operations (Ameliawati, and Setiyani, 2018). The company should focus on embedding sustainability into its corporate culture, paying more attention to environmental protection, animal rights, labour standards, and reinforce its commitment to communities in order to improve company image (Park et al., 2022).

8. Conclusion
In conclusion, this report has provided a comprehensive comparison between Marriott International and Accor, two of the largest hospitality companies in the world. The report has highlighted the strengths and weaknesses of each company in terms of total revenue, market position, growth potential, and financial commitment to corporate social responsibility. Marriott International has demonstrated a strong market position driven by its investments in technology and innovation, as well as its expanding global presence. Accor, on the other hand, has a growing market position driven by its focus on responsible and sustainable tourism and hospitality practices. Both companies have demonstrated a commitment to growth and have invested in expanding their global presence and investing in technology and innovation. In terms of financial management, both companies have a financial commitment to corporate social responsibility, which includes reducing their carbon footprint and waste. This report has provided insights into the hospitality industry and the importance of financial management in achieving growth and success. It is recommended that both Marriott International and Accor continue to invest in technology, innovation, and sustainability practices to enhance their financial performance and achieve long-term success.

9. References

Abdou, A.H., Hassan, T.H. and El Dief, M.M., 2020. A description of green hotel practices and their role in achieving sustainable development. Sustainability, 12(22), p.9624.
Accor Group 2018, Hotel development, Web.
Ameliawati, M. and Setiyani, R., 2018. The influence of financial attitude, financial socialization, and financial experience to financial management behavior with financial literacy as the mediation variable. KnE Social Sciences, pp.811-832.
Aung, M., 2000. The Accor multinational hotel chain in an emerging market: Through the lens of the core competency concept’. Service Industries Journal, 20(3), pp.43-60.
Bagnera, S.M., Stewart, E. and Edition, S., 2020. Navigating hotel operations in times of COVID-19. Boston Hospitality Review, 1(7).
Baker, H.K., Dutta, S. and Saadi, S., 2010. Management views on real options in capital budgeting. Journal of Applied Finance, Forthcoming.
Barauskaite, G. and Streimikiene, D., 2021. Corporate social responsibility and financial performance of companies: The puzzle of concepts, definitions and assessment methods. Corporate Social Responsibility and Environmental Management, 28(1), pp.278-287.
Brigham, E.F. and Houston, J.F., 2021. Fundamentals of financial management: Concise. Cengage Learning.
Cash, D., 2021. Sustainability Rating Agencies vs Credit Rating Agencies. Springer International Publishing.
Cross, R.G., Higbie, J.A. and Cross, D.Q., 2009. Revenue management's renaissance: A rebirth of the art and science of profitable revenue generation. Cornell Hospitality Quarterly, 50(1), pp.56-81.
Cross, R.G., Higbie, J.A. and Cross, Z.N., 2011. Milestones in the application of analytical pricing and revenue management. Journal of Revenue and Pricing Management, 10, pp.8-18.
Cvrtak, K.R., Zekan, S.B. and Vranješ, K.P., FRANCHISING AS A STRATEGY OF ENTERING FOREIGN MARKETS IN THE HOTEL INDUSTRY. International Journal of Hospitality Management, 27, p.325.
De Grosbois, D. and Fennell, D., 2011. Carbon footprint of the global hotel companies: Comparison of methodologies and results. Tourism Recreation Research, 36(3), pp.231-245.
Demirçiftçi, T. and KIZILIRMAK, İ., 2016. Strategic branding in hospitality: Case of Accor Hotels. Journal of Tourismology, 2(1), pp.50-64.
Dong, J & Wan, X 2015, ‘An economic analysis of internal mechanism of multi-brand strategy’, in Proceedings of 3rd international conference on logistics, informatics and service science, Heidelberg University, Heidelberg, pp. 553-558.
Homburg, C., Klarmann, M. and Schmitt, J., 2010. Brand awareness in business markets: when is it related to firm performance?. International Journal of Research in Marketing, 27(3), pp.201-212.
Hormby, S., Morrison, J., Dave, P., Meyers, M. and Tenca, T., 2010. Marriott International increases revenue by implementing a group pricing optimizer. Interfaces, 40(1), pp.47-57.
Howells, J & Lowe, M 2018, ‘Innovation, market segmentation and entrepreneurship in services: the case of the hotel industry’, in G Cook, J Johns, F McDonald, J Beaverstock & N Pandit (eds.), The Routledge companion to the geography of international business, Routledge, Abingdon-on-Thames, pp. 493-508.
IvyPanda. 2022. 'Accor Group's Brand Strategy and Position'. 28 July. (Accessed: 16 February 2023).
Kalil, R., 2019. Online Environmental Management Performance: A Website Content Comparison Between Selected International And Indian Hotels Companies. Think India Journal, 22(14), pp.5038-5044.
Kauffman, R.J., Li, T. and Van Heck, E., 2010. Business network-based value creation in electronic commerce. International Journal of Electronic Commerce, 15(1), pp.113-144.
Makoondlall-Chadee, T., Goolamally, N.P., Coolen, P.V.R. and Bokhoree, C., 2021. Sustainable tourism, technology and Internet 4.0: opportunities and challenges for small island developing states. 2021 IoT Vertical and Topical Summit for Tourism, pp.1-4.
Marin-Pantelescu, A., 2021. CSR in the Tourism Industry. In CSR and Management Accounting Challenges in a Time of Global Crises (pp. 103-127). IGI Global.
Noone, B.M., Enz, C.A. and Glassmire, J., 2017. Total hotel revenue management: A strategic profit perspective.
Noordzy, G.M. and Whitfield, R., 2014. Root causes of hotel opening delays in greater China.
Novitasari, D., Juliana, J., Asbari, M. and Purwanto, A., 2021. The Effect of Financial Literacy, Parents’ Social Economic and Student Lifestyle on Students Personal Financial Management. Economic Education Analysis Journal, 10(3), pp.522-531.
Page, S.J., 2019. Accommodation and hospitality services. In Tourism Management (pp. 205-243). Routledge.
Park, Y.J., Shon, J. and Lu, J., 2022. Predicting organizational mortality: How financial management matters. Administration & Society, 54(5), pp.828-856.
Petković, G., Pindžo, R. and Agić-Molnar, M., 2018. Digital economy and (non) incremental changes in tourism and retail business model. Ekonomika preduzeća, 66(1-2), pp.151-165.
Rodrigue, E. (2022) What is total revenue?, HubSpot Blog. HubSpot. Available at: https://blog.hubspot.com/sales/total-revenue (Accessed: February 9, 2023).
Rudež, H.N., 2022. The impact of the Covid-19 pandemic on investor sentiments: evidence from 12 selected major tourism-related companies. Managing Global Transitions, 20(1).
Sangaran, G. and Jeetesh, K., 2015. The effects of job satisfaction towards employee turnover in the hotel industry: A case study of hotels in Kuala Lumpur City Center. J Tourism Hospit, 4(142), pp.2167-0269.
Selin, J., 2022. More than Just a Workplace: A Case Study of Diversity, Equity, and Inclusion in Marriott International Inc. Hotels.
Seruna, A., 2022. Equity research on intercontinental hotels group Plc-enduring the implications of Covid-19 (Doctoral dissertation).
Sinha, M., Fukey, L.N. and Sinha, A., 2021. Artificial Intelligence and Internet of Things readiness: inclination for hotels to support a sustainable environment. In Cognitive Computing for Human-Robot Interaction (pp. 327-353). Academic Press.
Sooksatit, K., 2016. Customer decisions on hotel booking via mobile phone and tablet applications: A case study of luxury hotels in Bangkok. e-Consumers in the Era of New Tourism, pp.87-102.
Statista., 2022. Revenue of Accor Group worldwide from 2005 to 2021. URL Available at: https://www.statista.com/statistics/266261/revenue-of-the-accor-group/ 
Statista., 2022. Revenue of Marriott International worldwide from 1999 to 2021. URL Available at: https://www.statista.com/statistics/266279/revenue-of-the-marriott-international-inc-hotel-chain/ 
Wernick, D.A. and Von Glinow, M.A., 2012. Reflections on the evolving terrorist threat to luxury hotels: A case study on Marriott International. Thunderbird International Business Review, 54(5), pp.729-746.
Williams, P. and Naumann, E., 2011. Customer satisfaction and business performance: a firm‐level analysis. Journal of services marketing, 25(1), pp.20-32.
image1.PNG
20

.9

22.

&

9
&

SIEI[0p "S' UOI[11q U] anUaARy

15
0




image2.png




