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The purpose of this paper is to evaluate and contrast the methods of financial management employed by two major hospitality companies, Marriott International & Accor International. Revenue in its entirety, competitive advantage, potential for growth, and finance involvement in corporate social responsibility (CSR) are all aspects of financial management that contribute to a company's success and longevity. By dissecting these core features, we may learn a great deal about the financial and operational decisions made by these businesses. Hotels like Marriott International (known all over the world) and Accor Internationally (also well-known) have grown to become industry leaders. Both are worldwide powerhouses with extensive product lines that appeal to various consumer demographics. This research will analyse and contrast their respective CSR policies, tactics, and financial performance.
The financial practises of these organisations can teach those in the hospitality sector a thing or two about how to run their own operations more efficiently. This assessment's conclusions may be used to pinpoint strengths, areas for development, and new prospects. To better comprehend the elements contributing to Marriot International's and Accor International's performance, we will compare and contrast their respective financial oversight practises.


[bookmark: _Toc135422186]Comparison of Comparison of Financial Management Approaches
[bookmark: _Toc135422187]Total Revenue
Total revenue is a crucial achievement and success metric for all businesses. It is a measurement of the firm's potential total earnings. Although on different dimensions, both Marriott International and Accor International have attained substantial overall revenue quantities.
	Income Statement (in millions)
	Marriott International
	Accor International

	2021 Total Revenue
	$10,600
	€1,650

	2022 Total Revenue
	$13,600
	€2,320



Marriott International, one of the world's leading hotel operators, has posted very robust financial results. Revenue for Marriott International was $10.6 billion in 2021. This is the earnings that the hotel made from its primary business activities like taking reservations and selling beverages and food. In the exact same time frame, Accor International's overall revenue was €1.65 billion. .The company's fiscal year 2022 sales were $13.6 billion (source: Marriott International, 2022 Annual Statement). This impressive quantity reflects the company's dominant position in the industry and its success in appealing to a wide variety of consumers across its many brands (Hormby, et al., 2010). Accor International, another significant hospitality conglomerate, reported 2022 annual sales of €2.32 billion (Accor International, 2022 Annual Statement).Accor's business strategy of combining hotel operations, franchising, and asset management compensates for its lower overall revenue than Marriott.
Several factors have contributed to the overall increase in income for both businesses. There was an uptick in demand for lodgings throughout the world as travel constraints were relaxed following the international tourism sector's recovery from the COVID-19 epidemic. This increased demand resulted in better rate of occupancy, which in turn increased income for hotel giants like Marriott and Accor.
The larger scope of operations, global brand recognition, and substantial presence in the hotel industry all contribute to Marriott International's increased overall income. The company's well-known brands, such as Marriott, Sheraton, and Westin, may be responsible for the revenue increase. In addition, Marriott International has expanded its profit potential through strategic mergers and alliances.
Despite the fact that Accor International has a lower aggregate revenue, this reflects the fact that the firm holds a strong market position and has many streams of revenue. Because it is able to compete in the luxury, upper-middle-class, middle-class, and frugal markets, the organisation is able to bring in a varied clientele and maintain a stable revenue (Cross, et al., 2019). The part of Accor's business that rents or owns hotel buildings and generates income or capital appreciation also contributes to the bottom line of the firm. This may be said of the hotel buildings Accor either owns or leases.
Both Marriott International and Accor International have, on the whole, been quite successful in the hotel sector in terms of generating considerable revenues (Demirçiftçi, 2022). While Marriott's bigger size and more extensive brand portfolio contribute to its higher total revenue, Accor's success may be attributed to the company's diversified income streams and ownership of a variety of assets. It is possible that the elements that contribute to their revenue generation might help other organisations operating in the same sector improve their accounting practises and increase their income using those practises.
[bookmark: _Toc135422188]Market Position
The term "market position" is used to describe where a certain business stands in relation to its rivals. It represents a business's industry standing in terms of popularity, brand awareness, and customer satisfaction. Both Marriott International & Accor International have solid footings in the worldwide hospitality industry, as evidenced by their respective positions on the market.
Marriott International is among of the most well-known hotel brands in the world, and it has a commanding market share. Marriott has been able to attract a diverse clientele thanks to its extensive business portfolio, which covers a variety of industries. The corporation oversees over 8000 lodging establishments in 150 different nations. By having so many locations in different parts of the world, Marriott is better able to cater to a wide range of customers and meet their individual interests (Cross, 2011). Additionally, Marriott's reward programmes and general brand recognition serve as a source of advantage in the marketplace.
Similarly, Accor International has a commanding presence in the hotel sector. Accor has approximately over 5,200 establishments in 115 countries, solidifying its position as a worldwide leader in the hospitality industry. The company's varied brand portfolio allows it to compete in high-end, upper-middle-class, mainstream, and budget markets. Accor's strategic growth and additions have bolstered the company's competitive edge and expanded the range of its services.
The worldwide scope and enduring popularity of the Marriott International brand are key factors in the company's success. The firm is able to get a bigger portion of the worldwide hospitality industry as a result of being present in both mature and developing areas (Demirçiftçi and KIZILIRMAK, 2016). Marriott has dominated the premium, upscale, and midrange hotel industries by focusing on specific types of travellers.
Accor International holds a dominant position in the industry thanks to its wide variety of brands and widespread distribution. The organisation has a leg up on the competition because of its adaptability to different types of customers. In addition, Accor is strengthening its position in the marketplace and increasing its visibility amongst both corporate and leisure travellers by focusing on extending its presence in important countries, including Europe & the Asia-Pacific region.
Overall, the hotel sector is well-served through both Marriott International & Accor International. Accor's position in the marketplace is distinguished by brand variety and purposeful territorial development, whereas Marriott's is powered by its vast global footprint and diversified brand range (Capocchi and Capocchi, 2019). These businesses are able to succeed in an extremely saturated marketplace by identifying and capitalising on opportunities in their respective niches.
[bookmark: _Toc135422189]Growth Potential
A business's development potential is its future prospects for developing its business activities and gaining a larger market share. When analysing Marriott International with Accor International, it is clear that both companies have room to expand and flourish.
Marriott International's constant growth tactics have shown that the company has considerable room for development. To expand its reach throughout the world, the company is always looking for new business possibilities in both mature and developing areas. Marriott expands by methods including internal expansion, acquiring complementary businesses, and forging partnerships that are strategic (Baldonado, 2019). Marriott maximises its expansion potential through the ongoing launching of new hotels, the conversion of current facilities into Marriott companies, and the formation of relationships with neighbourhood builders and investors. As a result of having a large variety of brands to choose from, the firm may appeal to a wider range of consumers and generate more income.



	Growth Area
	Marriot
	Accor

	
	2021
	2022
	2021
	2022

	Number of Hotel
	7,812 hotels

	8,359 hotels
	5,145 hotels

	5,795 hotels

	Rooms
	1, 423,746 rooms

	1,556,397 rooms
	742,704 rooms

	828,876 rooms

	Average Daily Rate
	$166.85

	$174.32
	€97.21

	€100.05


These numbers point to different avenues of expansion for both Marriott and Accor International. The growth efforts of both corporations were seen by a rise in the total amount of hotels & rooms offered to guests. Revenue form room bookings increased, as did the median daily rate (ADR) and the earnings per room booked.
Accor International has ample room for expansion in the leisure market as well. The business plans to increase its footprint in the market through a combination of internal expansion, the creation of new franchises, and targeted purchases. In order to grow its business, Accor has sought out strategic alliances with other hotel companies (Higgins, et al., 2016). For example, Accor has improved its development prospects by expanding its portfolio and appealing to a larger client base with its purchase of the prestigious Accor Hotel & Residences plus lifestyle brand SBE. Moreover, Accor has carefully increased its footprint in new areas, especially in Asia-Pacific, which to take advantage of the booming tourist business there.
Technology and innovation have been identified both by Marriott International & Accor International as key factors in their respective growth strategies. To improve the client knowledge, improve operations, and attract new customers, both businesses have implemented modernization efforts (Shim, 2022). Marriott & Accor can better understand their customers' needs, provide individualised service, and maximise income via the use of statistical analysis and technological advancements.
In sum, the hospitality sector is ripe for expansion, between both Marriott International & Accor International are prime candidates to lead the way (Paramasivan, 2019). The worldwide reach, variety of brands, and forward-thinking growth strategies of Marriott are what fuel the company. Accor's potential for development may be seen in the company's efforts to branch out into new brands, enter new markets, and concentrate on developing nations. Both businesses will be able to prosper and increase their presence in the dynamic hospitality industry by playing to their respective assets welcoming new ideas, and actively seeking out strategic development possibilities.
[bookmark: _Toc135422190]Financial Commitment to CSR
The term "Corporate Social Responsibility" (CSR) is used to describe a company's intention to benefit both the community and the natural world via its operations. Both Marriott International & Accor International, in terms of financial contribution to CSR, demonstrate an intense dedication to ethical trade.
When it comes to corporate social responsibility and environmental responsibility, Marriott International puts a premium on both. The firm is committed to minimising its impact on the surroundings through the use of renewable energy, water conservation, and conscientious trash disposal. Through activities like employee advancement programmes, emergency relief operations, and collaborations with local organisations, Marriott also places a high value on community involvement and social impact (Fabozzi and Peterson, 2013). The company's efforts in green technology, staff education, and improvement of the community show its dedication to corporate social responsibility.
Accor International shares this dedication to CSR and has its own extensive environmental initiatives in place. The "Planet 21" programme is an effort by the corporation to lessen its negative effects on the natural world by cutting back on energy use, recycling more, and using only sustainable materials. Accor is involved with the neighbourhoods where its hotels are located with programmes that promote literacy, economic development, and cultural preservation. Developments in environmentally friendly technology, employee wellness programmes, and collaborations with non-governmental organisations and community groups all demonstrate the organization's dedication to corporate social responsibility (Shuping, 2021).
Both Marriott International & Accor International recognise the value of corporate social responsibility (CSR) in boosting brand recognition, drawing in socially aware customers, and assuring the company's long-term viability. These businesses show they are serious about being good corporate citizens by including CSR into their overall approaches to managing money.
Both Marriott and Accor have realised the financial benefits of implementing CSR programmes. Numerous studies have demonstrated that consumer loyalty, worker happiness, and value for the brand are all boosted when a company makes CSR a priority. Both companies are making long-term gains for the shareholders by putting money into CSR programmes that benefit society and the natural world (Yuniningsih, et al., 2019).
In sum, both Marriott International & Accor International put out significant monetary resources towards corporate social responsibility. Both are committed to environmental protection, public service, and ethical trade practises. Putting money into corporate social responsibility projects is consistent with their principles and helps them stay ahead of the competition in the hotel business (Sharp and Zaidman, 2010). Consistently incorporating CSR into financial planning techniques would help Marriott and Accor establish themselves as environmentally friendly industry leaders across the world.
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Marriott International: Opportunities for Growth
Marriott International advises capitalising on emerging market demand. Marriott has a global presence, but there are intriguing undiscovered places for development. The company may seek to expand into Asia-Pacific, Latin America, the Caribbean, and Africa, where business and leisure travel are rising. Marriott may buy or collaborate with local enterprises in certain places to better serve travellers (Moyer, et al., 2014). New markets will boost brand recognition and consumer loyalty. Marriott should tailor its offerings to these markets to provide a more personalised and tailored experience.
Accor International: Potential for Outsourcing
Accor International may consider outsourcing non-core functions. Contracting IT support, cleaning, and repairs may save Accor money, boost productivity, and streamline operations. Outsourcing allows companies to focus on brand creation, customer service, and decision-making. Accor must determine where exporting can be most beneficial to avoid reducing service standards (Brigham and Houston, 2021). Businesses may save money and maintain brand integrity by partnering with reliable outsourcing suppliers. Outsourcing can enhance Accor's accounting and asset allocation, helping it compete.


[bookmark: _Toc135422192]Conclusion 
Thus, it may be concluded that both Marriott International as well as Accor International practise fiscal responsibility well. The company's solid market standing, steady increase in revenue, and dedication to CSR make Marriott an excellent candidate for growth in developing economies. On the flip side, Accor has a lot of room to develop thanks to its diverse income sources, leading position in the market, and commitment to sustainability, and it can improve the effectiveness of its operations by contracting some tasks. Both businesses may stay successful in the cutthroat hotel sector if they play to their strengths and implement the techniques suggested.
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