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The ability of an organization to make sound decisions regarding its capital structure, the allocation of resources, or investment strategies is directly correlated to the quality of the company's financial management. A few of the financial factors and performance measures that should guide the development of financial management systems include total revenue, the growth potential of the market, market position, and a clear commitment to the company's obligation to act responsibly toward its stakeholders. The topic of discussion in this article is Financial Management (Green, 2013). In the course of this research, we will investigate two different hotel chains, namely Marriott International and Accor International, and reach some conclusions regarding the respective benefits and drawbacks of each network. The comparison will be done in four different contexts: total revenue, growth potential, market position, and financial commitment to CSR efforts. Each of these will play a role in the evaluation.


[bookmark: _Toc126883492]Financial Management Approaches Comparison
[bookmark: _Toc126883493]Total Revenue 
New financial projections put Marriott International's overall revenue at $13.85 billion in 2021, up from $10.57 billion in 2020. Revenue as a whole was up 31.09 percent from 2020 levels in 2021. Total revenue for FY 2020 is expected to be $20.97 billion, down 49.59 percent from FY 2019. (Macrotrends, 2019). Revenue at Marriott International fell by 49.59 percent, with the company blaming the Coid-19 Pandemic, its associated social distancing norms and regulations, fear, stress, and loss of consumers. Comparatively, Accor International's total revenue in 2021 is $2.49 billion, an increase of 25.19% from 2020 levels.
Accor's overall revenue has increased by only 25.19 percent, whilst Marriott's has increased by 31.09%. (Karantzavelou, 2022). Sales were expected to drop by 56.04 percent in 2020 compared to 2019. The overall revenue in 2019 was $4.53 billion, while it is expected to drop to $1.99 billion in 2020. In 2020, Accor saw a 6.45% decline in overall revenue, compared to Marriott International's 0% decline. The covid-19 Pandemic was also cited as the primary reason for the company's bad financial results. Taking a look at annual profits, Marriott International made $1.60 billion in 2021, but only $21 million in 2020. (Macrotrends, 2019). In contrast, Accor International lost $62.19 million and $2.85 billion in 2020 and 2021, respectively.
Marriott International splits its whole revenue stream into five primary groups in order to better manage it: cost reimbursement, base franchise fees, owned, leased, incentive management fees, and other. However, Accor International's management classifies its earnings in three categories: owned and leased, managed, and franchised (Zhang, 2022). Across all areas, managed services account for a disproportionately high share of total revenue, thus this is where management's attention is focused. The cost reimbursement revenue segment accounts for 82% of Marriot International's total revenue, hence the company has devised a novel revenue management strategy to prioritize it. Franchise fees account for 15% of overall revenue, with owned and leased properties contributing another 6.68 percent. Accor International, in contrast to Marriott, derives only 3% of its total revenue from leased and owned parts, while 51% comes from franchise sectors (Zhang, 2022).
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Marriott International ranks at #290 among hotel chains in terms of market cap with $55.21B. According to the financial results, the company sees an annual growth in revenue of 7.18 percent. To contrast, Accor International is only worth $8.88 billion, putting it at number 1653 on the global ranking (Sharma, 2022). The company's financial performance declines by 6.66 percent on average. Accor International stock is trading at $33.76 a share, while Marriott stock is trading at $174.43 per share. Due of its greater share price, Marriot is in a stronger market position than Accor. It's also an indicator of how well you can bring in and keep profitable stockholders. In 2022, Marriott International will be worth $47.12 billion, down 12.42 percent from the previous year. The market value of Accor fell by 21.9 percent in 2022 and 11.3 percent the year before (Zhang, 2022). According to the market cap, Acoor is in second place, below Marriott International. Accor must invest more in advertising, marketing, raising brand awareness, and expanding its hotel network in order to improve its financial position in terms of revenue.
Share of market is broken down by Marriott International into four categories: international, U.S. & Canadian, Asia Pacific, and Europe, the Middle East, and Africa. The market positioning strategy emphasizes the firm's commitment to the United States and Canada as key markets for expansion. Because of weak economic growth, a lack of consumer demand, and a lack of available business prospects, the Middle East is given less attention (Mest, 2017). The U.S. and Canadian markets account for 82% of the global market, while the overseas market accounts for only 15%. The Asia-Pacific and European-Middle Eastern regions provide less than 5% of the company's total market share. Unlike Marriot, which primarily operates in the Americas, Accor International serves the Asia-Pacific region, North America, Central America, the Caribbean, South America, and the Middle East and Africa. South America is extremely important to the owned & leased industry, accounting for 19% of total market share (Macrotrends, 2019). Accor International dominates the NCAC and MEA managed hotel markets. Accor's profit split in South Africa is as follows: 19% from owned and leased, 45% from managed, and 36% from Franchised.
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The overall number of hotels, main markets, high popularity, market capitalization, revenue growth, & potential growth opportunities all point to Marriott International as the company with the greater future growth potential compared to Accor International (Sharma, 2022). Marriott International had 7642 hotels in 2020, while Accor International had 5139, a rise of 259 & 109 hotels, respectively, over the previous year. In 2021, Marriott International had its revenue increase by 31.09%, while Accor International's growth was 25.19% from 2020. Because Marriot is ranked 290th and Accor is ranked 1653rd on the worldwide scale, the former appears to have more room for expansion than the latter. A projected annual growth rate of 34.64% was calculated for Marriott International in 2022. However, Accor has seen only 3% net growth in its design and technical services. Managers at Marriot International are placing their growing emphasis on the United States and the Middle East, whereas Accor's success can be seen in international markets including Europe, China, and the Middle East (Sharma, 2022).
Marriot International has identified numerous avenues for expanding its business. For instance, one of its goals is to expand its brand recognition. For instance, the firm is working to expand the Sheraton brand, which accounts for over 70% of the firm's total revenues worldwide (Hill, 2022). The company hopes to increase its growth prospects by offering more specialized foreign services. So, for instance, after the year 2010, the firm built 235 hotels for this market. Marriott predicts a rise in spending in this sector. With this, they hope to deepen their foothold in 91 different nations and increase their share of the global market. Also, the corporation has evaluated M&As, conversions, and speeding up Starwood as viable options for expanding its business (Mest, 2017). Accor International's strategy for maximizing its growth potential is tied to the development of exceptional hotels, resorts, and guest accommodations. That's why they're planning to open 288 fancy hotels and resorts with 41,000 rooms across the globe. The corporation has placed equal emphasis on Europe and Asia Pacific, particularly India and China. Opportunity for expansion by 40% has been seen in the company's global development projects to renovate existing structures (Mest, 2017). In addition, the organization has worked to form worldwide environmental, social, and governance committees in an effort to provide more long-term healthcare services to specific clients.
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The shareholders of Marriott International may count on the company's full dedication to maximizing both growth and profit. The dividend strategy is followed by the corporation in its timely distribution of dividends to its shareholders. For instance, in comparison to Accor International's once-yearly dividend payment, this company distributes dividends four times every year. Investors would prefer timely dividend payments on a consistent basis rather than lump sums over extended periods. For the years 2020, 2021, and 2022, Accor did not distribute dividends to its stockholders because of the financial crisis brought on by the Covid-19 Pandemic (F J C Benade et al., 2017). This behavior is indicative of a lack of care for the company's financial obligations to its shareholders.
Despite the significant economic instability caused by the covid-19 Pandemic in 2019, Marriott International paid off handsomely in 2020 and 2022. This strategy demonstrates a deeper financial investment in its CSR initiatives (Macrotrends, 2019). A lack of reliable investor funding is a direct result of poor financial commitment to shareholders. In contrast, a consistent dividend payout shows that the company values its shareholders, and this in turn creates a steady stream of capital that may be used into developing new markets (Harjoto, 2018). By adopting a dividend policy, Accor can gain access to consistent funding from its valued investors without relying on a single source of income.
Charity and community service are important to Marriot International. When it comes to improving the quality of life for patients and expanding access to health and social care for underprivileged children, the corporation invests heavily in Children's Miracle Network Hospitals, allocating more than $400,000 annually to these causes. It gives $435,000 to charities that provide food to underprivileged children so that they might have a better chance at life. These pledges enhance the standing of the company and its prospects for expansion. Aqua-Aston Hospitality gives more than 9707 bars of soap to help keep the planet clean (Hill, 2022).
There were also monetary donations of $217,000 and in-kind contributions of $100,575. However, Accor International cares more about its social responsibilities than its bottom line. To date, the firm has constructed 3,500 green hotels, 500 of which use renewable energy (Harjoto, 2018). The company collaborates with WATCH through a network of 3,700 hotels. When comparing Marriott International with Accor International, it's clear that the former takes a more financially focused approach to CSR commitment, while the latter is more focused on the environment and eco-friendliness. Therefore, Marriot International's CSR commitment method is superior to Accor International's. Accor needs to strike a better balance between its payments for CSR operations and total revenues.
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Marriot International: 
Based on the data shown above, it is safe to say that Asia-Pacific and European-Middle Eastern markets are underserved by Marriott International. To that end, it has been proposed that the corporation increase its attention on these markets. The organization can achieve this by increasing its market awareness campaigns, identifying promising growth prospects, and conducting a thorough study of the market and its intended clientele (Mest, 2017). The corporation might aim towards the rising markets of Bangladesh, Pakistan, India, China, and others. The company needs to foster productive partnerships with municipal administrations and implement environmentally responsible business practices.
Anccor International: 
Even while Accor is growing its sales and market share globally and has a respectable market capitalization, it is performing less well than Mariot. However, its strategy to managing its many revenue streams and markets is superior to that of Marriott (Mest, 2017). As a result of a significant drop in sales and market value, the company should seek for cheap financing. It is able to raise financing from the global capital market at a cheaper internet rate. Covid-19 Corporate Loan Scheme is just one example of a government program that could provide the company with finance. The greatest course of action for Accor would be to maximize funding opportunities, since this would allow the firm to invest in cutting-edge technology, attract and retain top talent, and encourage creative approaches to hotel management (Hill, 2022).
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With this comparison in mind, it is clear that Marriott International has the upper hand when pitted against Accor. Regretting low results in recent years because to the Covid-19 Outbreak has made Accor less effective versus Marriott from a revenue management perspective. According to the global rating, Accor must increase its revenue strategy's emphasis on increased finance, sales and communication activities, and market awareness in order to rise in the rankings. In addition to a growing market cap and larger percentage of the market, Marriot International has been successful in capturing a number of strategically significant markets (Hill, 2022). According to the marketing plan, Marriott International has room to grow in the EMEA and Asia Pacific regions because these regions only account for a combined 5% of its total market share. Spending so much money and collaborating with so many different organizations helps to solidify Marriot International's lead over its rival Accor.
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