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Comparative Analysis of Financial Management Approaches in Marriott International and Intercontinental Hotels Group (IHG)
1. [bookmark: _Toc135362828]Introduction
The hospitality sector is one of the most contributing and crucial sector in terms of its importance in the global economy which provides accommodation, food, beverages and other services to the tourists and travelers. It includes a vast range of establishments and entities such as hotels, resorts, restaurants and other hospitality-oriented venues. To manage these institutions effectively, robust and well-informed financial management is necessary to navigate and thrive in this highly competitive industry. This report aims to identify and highlight different approaches to financial management and compare the same between the two prominent establishments of the industry i.e., Marriott International (hereinafter referred to as “Marriott”) and Intercontinental Hotels Group (hereinafter referred to as “IHG”).
An industry leader in the hospitality industry with a sizable network of hotels and resorts is Marriott International. Marriott International, which has more than 8000 hotels and spread over 132 countries and territories, is famous for its wide variety of brands that serve specific market niches. The Intercontinental Hotels Group (IHG), on the other hand, is a significant participant in the hospitality sector. IHG has more than 6,000 hotels operating under its numerous brands in more than 100 countries (Statistica, 2021).
The primary aim of this report is to assess the financial management practices of Marriott International and Intercontinental Hotels Group (IHG) across numerous areas. These domains cover the areas such as total revenue, market position, growth potential, and the financial commitment of the entities towards corporate social responsibility (CSR). By diving into the details, we can uncover useful insights into the financial management practices of these companies that make them the leaders in the industry.
2. [bookmark: _Toc135362829]Financial Management Overview
Financial management is crucial in the hospitality industry as it involves planning and controlling financial resources to ensure the success and sustainability of an organization. It includes making judgements and decisions by carrying out tasks like budgeting, financial analysis, forecasting, and decision-making to improve financial performance and create value for shareholders.
In the hospitality industry where competition is intense, effective financial management is important due to many reasons. Firstly, profit margins can be small, so following good financial practices help the entities to control and manage costs, enhance efficiency, and maintain profitability. It also enables strategic planning and budgeting to maximize revenue and minimize expenses (Chambers and Cifter, 2022).
As applicable in many organizations, in the hospitality industry, the running of smooth operations is dependent upon following key financial practices such as cash flow management, reporting accurate financial data, preventing and controlling costs and allocating resources in optimized way. Following these principles ensure financial stability and sustainability of the organizations for a long term.
Financial management in the hospitality sector focuses on areas like revenue management, cost control, and investment decisions. Revenue management involves strategies for pricing, demand forecasting, and inventory management to maximize revenue. Cost control measures help monitor expenses, identify savings opportunities, and improve procurement practices.
Moreover, the financial management in the hospitality industry also involves making crucial investment decisions for making capital expenditures such as expansion plans and also renovation plans. This can involve evaluation of potential returns on these investments and conducting feasibility study to determine if the projects will be fruitful. This also includes selecting the most appropriate and cheap financing options for better loan management and incurring low interest costs (Conrado Diego García-Gómez, Demir, Díez-Esteban, & Popesko, 2023).
The associations in the hospitality industry like HFTP can provide crucial guidance in establishing and implementing the best practices in the domain of financial management. They provide education and resources required to successfully adopt the best practices of the industry (HFTP, n.d).
3. [bookmark: _Toc135362830]Comparative analysis of total revenue
3.1 [bookmark: _Toc135362831]Overview of the total revenue generated by Marriott International
Marriott International, headquartered in Bethesda, Maryland, is a prominent worldwide hospitality enterprise. The company possesses and manages a diverse collection of more than 8,000 hotels and resorts dispersed across a staggering 130 countries and territories (Marriott International, n.d). In the fiscal year of 2022, Marriott International impressively amassed a substantial total revenue of $51.7 billion (Statistica, 2022)
3.2 [bookmark: _Toc135362832]Comparison of total revenue with Intercontinental Hotels Group (IHG)
Based in Denham, Buckinghamshire, England, Intercontinental Hotels Group is a renowned hotel corporation with a worldwide presence. The company possesses and manages an extensive collection of more than 5,000 hotels and resorts, spanning across a remarkable 100 countries and territories. In the year 2022, Intercontinental Hotels Group achieved a commendable total revenue of $30.6 billion (Statistica, 2022).
As you can see, Marriott International has generated significantly more revenue than IHG in the year 2022. Marriott International's revenue was 69% higher than IHG's revenue.
3.3 [bookmark: _Toc135362833]Factors influencing differences in total revenue
The difference in total revenue between Marriott and IHG can be due to the following factors:
Size: Marriott has a larger portfolio of hotels than IHG. Marriot owns and operates 8,000 hotels while on the other hand IHG owns and operates over 5,000 hotels.
Geographic: Marriott International has a stronger presence in the United States than IHG. Marriott International has over 4,000 hotels in the United States, while IHG has only about 1,000 hotels in the United States.
Brand portfolio: Compared to IHG, Marriott International has a wider variety of brands. Marriott Hotels, Ritz-Carlton, JW Marriott, Sheraton, and Westin are just a few of the many brands owned and run by Marriott International. With names like InterContinental, Crowne Plaza, and Holiday Inn, the range of IHG brands is mainly concentrated on luxury accommodations.
3.4 [bookmark: _Toc135362834]Analysis of financial strategies implemented to maximize total revenue
Strategic acquisitions: Marriott International has pursued a series of strategic acquisitions of companies within the hotel industry, increasing the number of brands under its corporate structure. This strategic expansion has facilitated Marriott International's remarkable growth (Jelassi and Lopez, 2020).
Brand extensions: Marriott International has masterfully carried out brand extensions, cleverly introducing its esteemed brands into new and growing segments of the hospitality industry. A noteworthy example is the successful launch of the Residence Inn by Marriott brand, catering to the increasing demand for long-stay accommodations.
Digital transformation: Marriot has actively embraced the digital revolution that has stirred all industries. Marriott allocated substantial resources to implement high end and cutting-edge technological solutions to enhance customer experience and also increase its proficiency in financial management (Jelassi and Lopez, 2020).
[image: ]
Overall, the trend for both Marriott International and Intercontinental Hotel Group is positive. Both companies are growing their revenue and expanding their presence in the global hotel industry.
4. [bookmark: _Toc135362835]Comparative analysis of market position
Marriott is the leading global hospitality company having more than 8,000 properties which are spread across over 132 countries and territories. The company has acquired and built multiple brands under the umbrella of the main holding entity such as Sheraton, Westin and Ritz-Carlton. As per the total number of rooms, Marriott is the largest hotel company.
In the hotel industry, IHG is the second largest hotel company in terms of total number of rooms. The hotel chain has 16 total brands under its corporate structure which include InterContinental, Crowne Plaza and Holiday Inn. 
4.1 [bookmark: _Toc135362836]Factors contributing to differences in market position
The disparities in market position between Marriott and IHG stem from a multitude of factors, encompassing:
Brand portfolio diversity: Marriott has more variety of hotel brands compared to IHG. This diverse collection of brands appeals to a wider range of travelers, increasing Marriott's attraction in the hospitality landscape.
Geographic scope: Marriott has a wider global presence in contrast to IHG. This expanded footprint allows Marriott to capture a larger market share in key international regions, enabling it to dominate its position in the industry.
Financial management and position: Marriott enjoys a stronger financial standing relative to IHG. This advantageous position empowers Marriott to allocate greater investments in the company, fostering growth and expanding its operational capacities.

These multifaceted elements collectively contribute to the varying market positions observed between Marriott and IHG.  
	Company
	Number of Rooms
	Number of Hotels
	Countries of Operation

	Marriott International
	7,800,000
	8,000
	139

	Intercontinental Hotels Group (IHG)
	5,700,000
	6,000
	100



As you can see, Marriott International has more rooms, hotels, and countries of operation than IHG. This is because Marriott has a wider range of hotel brands and a global reach. Marriott can continue to enhance its market position by investing in new properties, acquiring new brands, investing in technology, and investing in marketing.
5. [bookmark: _Toc135362837]Comparative Analysis of Growth Potential
Over the years, Marriott International has demonstrated significant development potential. The corporation has been able to access a variety of markets and win over different client segments thanks to its broad brand portfolio and global presence (Marriott International, n.d.). The company's development into emerging regions, rising travel and tourist trends, and smart alliances with developers and property owners all contribute to its growth. The dedication of Marriott International to ongoing innovation and adaptation to shifting consumer tastes further enhances the company's prospects for growth.
The hospitality sector presents promising growth prospects for Intercontinental Hotels Group (IHG). IHG is primed for future expansion due to its commitment to customer satisfaction, operational efficiency, and market expansion (Intercontinental Hotels Group, n.d.). The company's ventures into new markets, increasing demand for affordable accommodations, and strategic brand presence all contribute to its growth trajectory. Leveraging technology to enhance customer experiences and streamline operations further bolsters IHG's potential for growth.
The disparities between Marriott International and IHG's growth potential are influenced by a number of factors. First and first, brand familiarity and strength are very important. The broad global reach and expansion possibilities of Marriott International are made possible by its diverse brand portfolio, which includes luxury, lifestyle, and select-service brands (Marriott International, n.d.). Despite having a strong brand presence, IHG can have a relatively limited brand portfolio, which could limit its potential for growth (Martorell-Cunill, Gil-Lafuente, Socias Salvà, & et al., 2014).
Geographic diversification is another factor that influences growth potential. Marriott International's global footprint and presence in emerging markets provide opportunities for expansion and growth (Cameron Spearance, 2021). In comparison, IHG's geographic reach may be more focused, which could impact its growth potential in certain regions.
Exploiting expansion prospects for both organizations require financial initiatives. To take advantage of growth opportunities, Marriott International and IHG invest in a variety of projects such brand acquisitions, new hotel construction, and strategic collaborations. For these projects to be successful and maximize returns on investment, effective financial planning, resource allocation, and risk management are required.
6. [bookmark: _Toc135362838]Commitment to Corporate Social Responsibility (CSR)
By integrating sustainability practices into its operations, Marriott International has shown a strong financial commitment to CSR. The business has built a thorough CSR strategy emphasizing community involvement, environmental sustainability, and worker wellbeing (Marriott International, n.d.). Marriott International's "Serve 360" strategy aims to have a positive social and environmental impact all across its worldwide presence. To encourage sustainable practices, the corporation makes investments in trash reduction initiatives, energy-efficient technologies, and community development initiatives. The allocation of resources to support CSR activities and Marriott International's yearly sustainability reports both demonstrate the company's financial commitment to CSR (Green Key Global, 2017).
Similar to this, IHG has advanced significantly in incorporating CSR into its corporate activities. To reduce its environmental effect and encourage sustainable practices, the company created a special CSR program named "IHG Green Engage" (Intercontinental Hotels Group, n.d.). IHG prioritizes lowering trash production, water use, and energy use across all of its properties. In order to solve social challenges, the corporation also participates in collaborations and community activities. Although Marriott International's and IHG's CSR program may be of different sizes, both companies show a dedication to this concept.
Differences in financial commitment to CSR between Marriott International and IHG may arise due to various factors. Firstly, the size and scale of the organizations can influence their financial capacity to invest in CSR initiatives. Marriott International, being a larger company with a vast global presence, may have greater financial resources to allocate towards CSR programs compared to IHG. Additionally, variations in the strategic priorities and stakeholder expectations can influence the level of financial commitment to CSR.
7. [bookmark: _Toc135362839]Recommendations
Based on the comparative analysis of Marriott International and Intercontinental Hotels Group (IHG) in terms of their financial management approaches, market position, growth potential, and financial commitment to CSR, the following individual recommendations can be made:
Marriott: It is advised that Marriott International concentrate on maximizing its dominant market position and international reach to increase its growth potential. To meet the rising demand for upscale accommodations, the corporation may think about enhancing its portfolio of luxury brands in important areas. In order to maintain its standing as a socially conscious hospitality brand, Marriott International needs also keep up its dedication to sustainable practices and CSR programs. The business may maintain its competitive advantage and spur more growth by investing in cutting-edge technologies and visitor experiences.
IHG: To increase its potential for growth, IHG should place a higher priority on diversification and expansion into new markets. To diversify its brand portfolio and serve more client segments, the corporation can look into strategic alliances or acquisitions. IHG should step up its marketing consumer tastes and societal expectations, IHG should also keep investing in sustainable practices and CSR programs. IHG can maximize its growth potential and retain a competitive position in the industry by giving innovation and guest pleasure top priority.initiatives as well to raise brand recognition and draw in new clients. In accordance with shifting 
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