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Executive summary 
This report is going to summarise the approach to the financial management when considering certain areas of two hotels of choice which are Marriott international and Accor international. This report will outline their revenues and how they’ve done so far in the recent years specially how they coped with the financial crisis during the covid where the hospitality industry took a massive step back as they were forced to close, also how well they are doing now with the changes in the world and the rise of the hospitality sector once again. It will also outline their weaknesses their strengths and some opportunities and threats. Their individual growth potential due to the current financial crisis but also current demand will be outlined to see how well they cope with such situations and also what sets them apart from competitors. 
Introduction
This report is going to be about the Marriot international hotel group and Accor international. These are two of the biggest hospitality organisations globally. In this report we will investigate their total revenue from recent times in detail and see what kind of changes they make year by year to maximise their revenue and potentially increase numbers every year. These are two very successful brands with multiple sites around the world and they only keep growing so we will investigate their markets positions to see how they advertise their services, how they portray themselves, how they value their staff and guests, what kinds of strategies they use and most importantly how they continue to be so successful that motivates their growth. This report will include a swot analysis on each organisation and some table and graphs to show their financial growth. This report will also include information about their csr (corporate social responsibility) and how that benefits them and their success. Report will end with some recommendations on how they can continue to grow and what other things they can add to their csr or marketing to help them achieve more success or just to stay up to date with given times.
Main body 
Revenue from the world's largest hotel chain, Marriott International, increased from 13.86 billion to about 20.77 billion dollars in 2022 (Statista, n.d.). The amount of money a business receives from its clients in exchange for the sale of goods or services is known as revenue. Net income is calculated by deducting all costs and expenses from the top line item on an income statement, which is revenue. As numbers suggest Marriott international are very successful hence why they are one of the leading competitors in the hospitality industry. This revenue is generated globally, and they have a number of hotel chains ranging from standard to luxury 5 star resorts located in exotic places around the world. Marriot is an international hotel chain which deals with offering hospitality services to its clients with a range of hotel units in various countries around the world. Marriot has been trading for over 50 years and has over 20 different brands internationally. Some of their successful franchises include JW Marriot, The ritz Carlton and the Marriott executive apartments. Marriot’s positioning approach now is built on advantages and affordability. JW Marriot has established a reputation as a company that provides luxurious accommodations at reasonable prices. Customers thus identify the company with luxury. But the company is thinking about becoming the industry leader (Wind et al., 1989). Current reports that reviewed the marketing strategies adopted by Marriott in London suggested they vastly adopt segmentation variables such as demographic, geographic and psychographic along with the purpose of the traveller so they can specifically develop their services according to the current guests (StudyCorgi.com, 2021). But these reports also suggest that Marriott risk losing a portion of the market due to their diminished use of technologies. These current times where guest tend to use online platforms and partnered websites to book stays with various hotels around the world with ease is a easily attracted market. Using these various marketing positions Marriot has been able to achieve a lot of success and is rapidly developing and expanding covering a lot of other aspects of the market. 
Marriot uses a digital strategy where they concentrate on online promotions, advertising their hotels and services on websites like social media and their own, where customers may use discount coupons to book rooms at lower rates. A key component of social media marketing is encouraging customer communications on the company's own website or through its social presence. As we transition into the digital era, this kind of strategy would not only increase the hotel's profitability but also draw in as many guests as possible. The segmentation used by Marriott is a crucial marketing tactic that helps the company target and invest in specific market segments. For instance, they concentrate on various clients and their interests all around the world. They focus on different world areas and locations where their brand hotels are represented as part of their geographic segmentation. Luxury hotels like the Ritz-Carlton and JW Marriott, which are located in popular tourist destinations and have high household incomes, are operated by Marriott in more than 70 countries. In addition, they personalise future advertisements based on marital status rather than age and gender of the consumer. As a result, Marriott hotels are graded exclusively based on their status. To increase their profit and sales, they concentrate on catering to the needs of businesspeople, seasoned travellers, singles, married couples, and high-income persons. Marriott’s psychographic segmentation focusses on customers’ expectations and the reason for their visit so they can market and cater for the individual’s needs and attitudes. For example, if the customers book for a special occasion such as weddings it expected they will visit one of the hotels luxury locations for the highest level of comfort and unique in terms of design. Lastly Marriot’s behavioural segmentation is a strategy where they focus on providing exceptional experiences, unique designs, and remarkable experiences. They include promotions or offers with rewards and loyalty programs for different categories of customers to address their needs and improve their attitude to provided services. A lot of attention is paid to attract those customers who stay very often for long periods of time. 

Accor international however are also one of the largest hospitality brands and their revenue is estimated profit of 675 million euros ($716.72 million) for 2022, while analysts in a Refinitiv poll had expected 640.3 million euros which is not as much as Marriott international but is still known as one of the most leading augmented group of hotels globally offering unique and meaningful experiences (Accor, 2019). Accor international also runs globally with other named hotels under their umbrella such as Sofitel, ibis and pullman hotels (Chabba and Mackenzie, 2023). This revenue is generated through all their branches dotted around the world who offer standard to luxurious settings and experiences. The marketing mix framework, which considers the 4Ps (Product, Price, Place, and Promotion), is used by Accor Hotels to analyse their brand. There are numerous marketing tactics, such as pricing strategy, promotion planning, and product innovation. These commercial methods, which are based on Accor Hotels' marketing mix, aid in the brand's commercial success (Team, 2021).
To analyse the product, price, advertising, and distribution strategies of Accor Hotels, let's start with their marketing mix:
Firstly product, Accor international have a global coverage with many chains around the world they split them up in different areas and start with luxury and upscale hotels such as banyan tree, Sofitel legend and Fairmount which will attract the high end clientele. Then their midscale hotel chains cover Novotel and Mercure which attracts the middle class who are still looking for the class but not a big price. Their economy hotels are chains such ibis, ibis styles, ibis budget to suit the standard guest who are just looking to stay for a night or so (Team, 2021). When talking about their pricing strategy they focus on all aspects for example if they get guest staying at their luxury brands the price will be according to the services provided or the standard of room provided keeping in mind whether its luxury or premium, they will have their own competition so have to keep pricing in mind to target the wealthy deep pocket clients. So if it was based in a high end city with spa services they will consider their profit margins and competitors in their vicinity in order to attract that client to stay with them (Team, 2021). For these particular hotel chains they will advertise accordingly showing off the high end spa facilities and so on they also have certain promotional strategy in place where they have a loyalty program known by name le club Accor hotels which lets them gather points for every stay and use them for discounts on rooms or upgrades. Accor internationals distribution strategy started off in France with Novotel which they later expanded across 100 countries and 6 continents. They hotel chains are distributed in common busy tourist areas and also located in economically and nationally important and highly visited tourist destinations (Team, 2021). 
Marriot international swot analysis.
Below is a table which will include a few of the strengths, weaknesses, opportunities, and threats to Marriott International as a company which are similar to nearly all hotels but there is always room for improvement in order to thrive in particular departments.
	Strengths 
	Weaknesses 
	Opportunities

	Threats


	Global presence and operations which increases their profits and revenue.
	Ineffective data protection as one of their chains was hacked and personal information of over 500 million people was exposed (Business Strategy Hub, 2020)
	Expansion where they can expand into things such as offering houses for hire like air bnb (Business Strategy Hub, 2020)
	Global pandemic as the coronavirus showed by closing the hospitality industry

	Good reputation which exceeds in every chain and is ranked 44 for diversity (Business Strategy Hub, 2020).
	Poor positioning as their structure is more family focused 
	Focus needed on emerging economies such as expanding in up-and-coming countries rather than expanding their already own chains 
	Competition as there is lots of hotel chains rapidly expanding 

	Loyal customer base, guest wouldn’t even consider staying elsewhere due to things such as good loyalty programs
	Too strict bringing down work morale
	Diversity offering satisfying customers needs where they need to create more personalised services by acknowledging guest’s trends
	Risk of terror as they cater to a lot of foreign tourists and have establishment in many countries


 
Below is a swot analysis for Accor international where again there is a lot of room for improvement to thrive above competitors.
	Strengths
	Weaknesses

	Opportunities

	Threats


	Presence in 92 countries and over 530000 rooms (Zigu, 2011)
	Their forecast is being used by competitors (Zigu, 2011)
	Due to having the backing they can plan packages for guests
	Global pandemic

	Years of experience
Acceptance of digitalisation.
	Due to Accor catering to all segment’s guests find it difficult to relate to them as a brand 
	Inclusive growth
	Very competitive market, always growing with innovate ideas.




Marriot International also address their corporate social responsibility by implementing new sustainability and social impact initiatives which are designed to help growth whilst serving the needs of the environment and communities around them. They have a commitment in place called the 360 doing good in every direction (Green Key, n.d.) which is designed to reduce water, carbon, waste and food waste by up to 50% and also a lot of other commitments in place to benefit every one whilst growing their own brand (Green Key, n.d.).
Following suit is also Accor international which also has a strategy in place to help local communities, their guests, their partners and their staff called Planet 21 (accorgroup, 2016) but also with two priorities being the food waste and beverage. Every hospitality chain financial commitment to csr is of the utmost importance and they continue to thrive towards keeping up their responsibility towards the communities and its people. Which in hand helps identify what their brands stand for.
Conclusion
In this report, I compared the marketing strategies of two major global hotel chains and examined how they differ and how they may be improved to benefit the businesses and provide customers with better service. As a result, environmental sustainability has become an important factor in many companies' marketing plans. Customer loyalty and satisfaction are impacted by these environmental obligations.
Recommendations 
Marriot hotel has got the space for growth by improving on their digital strategies and using new technology to stay up to date with the guests and their patterns of stays.
Accor international also has room for growth by changing certain things other chains are implementing of their and using different unique strategies in order to be different from the competitor.
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