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[bookmark: _Toc135347169]Introduction 
[bookmark: _Hlk135343638]Financial management in the hospitality industry is crucial for the effective management of financial resources, budgeting, cost control, appropriate financial decision making and other activities to ensure the better financial health of the businesses (Guilding, 2014). The author of this report will explore some key areas of financial management for Marriot International and Intercontinental Hotel Group. First, the total revenue of these two companies will be analysed. Then they will be compared based on their profitability. Some other areas including market position, dividend policy, growth potential, and financial commitment to CSR will be analysed and compared for understanding how these companies are managing their financial resources for achieving their objectives and goals.
Marriot International is an American multinational company established in 1967 and the company's headquarters is in Maryland, US. The company operates in more than 138 countries around the world. The company serves in the hospitality industry. Currently, 377,000 people are working in the company as employees (ZoomInfo, 2023). It has chains of hotels and motels and so many established brands in the tourism industry. Another chosen company is Intercontinental Hotel Group. It is a British multinational company operating businesses in more than 100 countries. It serves the hospitality industry. The company is headquartered in England. Currently, the number of employees is 325000 (IHG, 2023). It has thousands of hotels and established brands that created a competitive position in the industry.


[bookmark: _Toc135347170]Main Findings 
[bookmark: _Toc135347171]Total Revenue 
Revenue is an important aspect of financial management. Revenue refers to the total income generated by the company from its core operations. Revenue provides insights into the company's performance (Guilding, 2014). The total revenue of Marriot International and Accor International can be chosen for understanding their financial performance in the hospitality industry. The total revenues of Marriot International in the last four years from 2020 to March of 2023 are $10.57B, $13.87B, $20.77B, and $ 22.18 B respectively (Marriot Annual Report, 2023). These revenues show fluctuations in the total revenue of the company. In 2020, the revenue of the company declined 49.59% from the previous year. But then it increased significantly in three years. The covid-19 pandemic is the reason for the decline. As the tourism industry globally faced challenges from government restrictions and public health, Marriot International had a declining number of guests that year (Sigala, 2020). As a result, its total revenue decreased by a large proportion. However, the situation has become favourable again, so guests are coming to the company and its revenue is increasing again. The growth rate of revenue in the last three years is 31.09%, 49.9℅, and 6.7℅. Such a growth rate shows that the company is very efficient in managing its financial resources (Mauri, 2016). In comparison, The last four years' total revenues of Intercontinental Hotel Group from 2019 to 2022 are $4.627B, $2.394B, $2.907B, and $3.892B (IHG Annual Report, 2023). The company’s revenue trend shows that in 2020, the company faced a 51.63% decline in total revenue. The next year, there was a 21.42% growth in revenue and finally, in 2022, the company managed to improve its revenue flow with an increase of 25.3% growth. The comparison in terms of total revenue cannot be made to determine the efficiency in the financial management of the two companies because Marriot International’s business operations are comparatively larger than Intercontinental Hotel Group (Hayes and Miller, 2011). Hence, the growth rate is relevant for the comparison which shows that Intercontinental Hotel Group also faced similar challenges in 2020 in revenue generation because of the covid-19 pandemic and economic recession in countries around the world. But the company's efficiency in business management has managed to bring significant growth in revenues (Mauri, 2016).
[bookmark: _Toc135347172]Profitability 
In financial management, the manager becomes very concerned with the financial performance of the company. Financial performance can be evaluated based on various matrices and profitability ratios are one of them (Field, 2010). It will determine which company of these two are more profitable and efficient in making profits. Here gross profit margin and net profit margin are provided for a comparative analysis of the profitability (Guilding, 2014). The gross profit margin of Intercontinental Hotel Group is higher for the last three years than Marriot International’s. It shows that Intercontinental is more efficient in managing the costs of goods sold. In 2022, Marriot has a higher net profit margin than Intercontinental Hotel. Whereas, Intercontinental Hotel has a higher net profit margin in 2021. Although Marriot has a lower gross profit margin, its efficient management in operating and administrative activities has reduced expenses better than Intercontinental Hotel. So, Marriot has performed better in the profitability ratios.
	Marriot’s Profitability Ratios
	2022
	2021
	2020

	Gross Profit Margin
	21.94%
	20.21%
	13.8%

	Net Profit Margin
	11.35%
	7.93%
	-2.52%


Source: (Marriot Annual Report, 2023)
	Intercontinental Hotel’s Profitability Ratios
	2022
	2021
	2020

	Gross Profit Margin
	83.35%
	83.28℅
	85.21%

	Net Profit Margin
	9.63℅
	9.12%
	-10.86%


Source: (IHG Annual Report, 2023)
[bookmark: _Toc135347173]Market Position 
Both Marriot International and Intercontinental Hotel Group are two well-established and recognised hospitality companies. The market position of these two companies is analysed based on the following aspects: 
· Global Presence: Marriot International owns 31 brands and 8500+ properties in more than 138 countries and territories around the world. Based on the availability of rooms, the company has created the largest hotel chain in the world. On the other hand, Intercontinental Hotel Group owns more than 5600+ hotels in 100 countries (IHG News, 2019). Although both companies have a strong market presence in the hospitality industry, based on the market reach and resources, Marriot International stays in a stronger position than Intercontinental Hotel Group. 
· Brand Portfolio: Marriot International has managed to acquire and develop a diverse portfolio of hotel brands. These hotel brands include luxury and budget options for attracting significant portions of the market share in the hospitality industry. Marriot Hotels and Resorts, JW Marriot, The Ritz Carlton, Sheraton, Westin, and Residence Inn are some of its most popular luxury hotel brands. In contrast, Intercontinental Hotel Group also developed a diverse brand portfolio which covers budget, midscale, and luxury offerings. The most-known brands of the company are Holiday Inn, Crowne Plaza, Hotel Indigo, Avid, Atwell Suite, Regent International Hotels, and so on (IHG, 2023).
· Loyalty Program: Marriott has strong brand recognition because of its quality services to its customers. The company has been pursuing customer loyalty through its exceptional services and loyalty program. Marriot's loyalty program is one of the most extensive and popular programs which is called Marriot Bonvoy. Under this program, customers can attain exclusive offers, experiences, and rewards. The company understands the value of customer retention. Customer retention is the most crucial part of business management. Because increased customer loyalty helps the business grow. In comparison, Intercontinental Hotel Group has a different loyalty program which is known as IHG Rewards Club (IHG, 2023). The loyalty program helps the company to strengthen customer loyalty and encourage repeat business. Although these companies have different loyalty programs, the aim of these programs is the same which is creating a strong position in the hospitality industry.
[bookmark: _Toc135347174]Dividend Policy 
Dividend policy is an important aspect of financial management. Financial managers have the responsibility to manage and allocate funds within the organisation efficiently (Guilding, 2014). When a company becomes profitable, the earnings are distributed to the shareholders. But how much earnings will be distributed to the shareholders is determined by the dividend policy (Field, 2010). Marriot and Intercontinental Hotel Group have a history of providing dividends to shareholders. Marriot provides its dividends in the form of cash dividends and if there is any excess cash, that is used for share repurchases. Intercontinental also provides cash dividends (IHG Annual Report, 2023). The board of directors of these two companies decides about the divided policy evaluating the cash inflows, profitability, capital requirements, and market conditions.
[bookmark: _Toc135347175]Growth Potential  
Marriot and Intercontinental Hotel are multinational companies operating in so many countries. So the growth opportunities of these companies are very high. Comparing their growth potential shows some similarities and differences among these companies. These are explained below:
· Global Expansion: Both companies are highly focused on global expansion and so they are adopting various market expansion strategies. But Marriot's growth potential is higher than Intercontinental Hotel Group because Marriot's global footprint is higher and the company has an intensive number of properties.
· Brand Portfolio: Both companies have highly recognised brands. They have the opportunity to increase the number of brands and it will increase their growth opportunities. 
· Luxury Segment Focus: Although these companies have focused on the luxury segments of the market, Marriot has greater growth potential in this segment because of its high investment in the segment. On the other hand, Intercontinental Hotel has high growth potential in the midscale and budget segment as the company has a strong presence in those market segments (IHG, 2023). 
· Acquisition Strategies: Starwood Hotels & Resorts was acquired by Marriot as a part of its strategic acquisition (Tracxn, 2023). The company expanded its brands globally and so Marriot found it suitable for their acquisition as the acquisition is to contribute to the company's growth. In comparison, Intercontinental Hotel Group engaged acquisition to a lesser extent than Marriot. In 2014, the company acquired Kimpton Hotels & Restaurants (IHG News, 2019). 
· Conversion Strategies: Both companies used this strategy for achieving growth to the company. This strategy involved them to convert the existing hotels into branded hotels.
[bookmark: _Toc135347176]Financial Commitment to CSR 
Corporate Social Responsibility (CSR) is very important for a company because it helps build a reputation. When a company has a good reputation in the industry, it can attract investors for contributing to new projects or business expansion. Even CSR is necessary for reducing the risks that enable the company to be sustainable in the long run. Marriot has the policy to spend 2% of its net profit every year on CSR activities (Marriot Annual Report, 2023). The company is committed to contributing to CSR activities financially. It also has a financial commitment to support sustainability. Intercontinental Hotel Group established a charitable organisation as a part of its CSR program which is known as IHG Foundation (IHG, 2023). The CSR activities of these companies are providing opportunities to the deprived group of society, reducing inequalities, and social issues.  Spending on CSR is like an investment for the company and its benefits will be received indirectly (Jones, Hillier and Comfort, 2014). This is why CSR has been made an integral part of the companies in the tourism industry. 
[bookmark: _Toc135347177]Recommendations
· Recommendation for Marriot: Marriot International might consider investing in digital initiatives and technologies. This investment might require lots of financial resources but the company must stay ahead of the competitors. Digital initiatives will ensure that customers get the best experience from their service. Although the company has implemented some digital initiatives such as mobile check-in, Marriot Bonvoy mobile app, there is still enough scope for investment in the digital technology. As the company has reached a larger group of people throughout the world, data analytics can help understand the customers' perceptions and expectations (Hayes and Miller, 2011). As a result, Marriot can serve the target market better than its competitors. 
· Recommendation for Intercontinental Hotel Group: The company has a strong presence in the midscale and budget segment of the market. But the position in the luxury segment is not like Marriot International. Hence, it can focus on the luxury segment of the market to create a strong position like Marriot International. The management of the company can invest financial resources in the acquisition of luxury brands or develop luxury brands to attract a large group of the market. There are other options that the company can adopt for creating strong positions like partnering with other companies (Guilding, 2014). If it can enter into this segment strongly, the financial performance will be enhanced as a significant portion of the revenue can come from the luxury segment.

[bookmark: _Toc135347178]Conclusion
Marriot International and Intercontinental Hotel Group are two established companies in the hospitality industry. The financial performance of these companies is favourable. Efficient business management has provided these companies with a strong competitive position in the industry. For achieving sustainable growth of these companies, they need to manage their financial resources effectively and adopt appropriate financial decisions. The financial management might consider creating new sources for revenue generation, and formulating budgets that would suffice the growth opportunities. Achieving sustainable growth and success will be possible through the efficient financial management of these companies. 
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