






[bookmark: _Hlk135603225]
Comparison of Two Hospitality Organisations


Module Name:  Financial Management for the Hotel Industry       BMIH5007/BMIH5002
Student Name: Marius Kovacs
Student Number: 2018829
Lecturer Name: Christopher Wilkins


















Contents
Section 1: Introduction	3
Section 2: Hilton and Marriott	4
Section 3: Total Revenue	4
Section 4: Market Position	7
Section 5: Growth Potential	9
Section 6: Financial Commitment to sustainability	12
Section 7: Recommendation	13
Section 8: References	15










[bookmark: _Toc135603301]Section 1: Introduction

This business report examines two major competitors in the hotel sector, Hilton and Marriott, in terms of overall revenue, market position, growth potential, and financial commitments to sustainability. The investigation tries to acquire insights into these prominent hotel chains' financial performance, competitive landscape, and sustainability activities.
Hilton and Marriott are well-known over the world for their diverse portfolios of hotels and brands, which generate significant income. Understanding their entire revenue data, including revenue growth and revenue per available room (RevPAR), is essential for assessing their financial performance and market position. Furthermore, examining their market presence, such as the number of properties, geographic reach, and market share in important regions, gives vital insights into their competitive edge.
The potential for expansion of Hilton and Marriott is an important factor to examine. Identifying prospects for development and future growth in the hotel business is critical for long-term success. To estimate the development prospects of major hotel chains, this analysis examines aspects such as developing markets, undeveloped regions, and altering travel habits. 
Furthermore, an examination of their market penetration, brand development, and portfolio extension initiatives provides insight into their future growth potential.
Hilton and Marriott have both acknowledged the significance of environmental and social responsibility. Assessing their financial commitments and sustainability initiatives, such as energy efficiency programmes, waste reduction efforts, responsible sourcing practises, and community participation, reveals their commitment to sustainable business practises.
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Hilton Hotels & Resorts is a well-known worldwide hospitality brand that provides travellers all over the world with excellent accommodations and great service. Hilton has a long history that dates to 1919 and has been associated with elegance, comfort, and personalised experiences. The purpose of this research is to present an overview of the Hilton Hotel, highlighting its essential features, services, and reputation in the hospitality sector. (Hilton, 2023)
Marriott Hotel is a global hospitality brand with a broad range of luxury hotels, resorts, and boutique properties. 
Marriott Hotel has established itself as a major player in the hotel sector, with a presence in over 130 countries and over 7,000 locations. The brand takes pleasure in delivering great service, pleasant lodgings, and a wide selection of facilities. Marriott Hotel hotels are noted for their exquisite design, attention to detail, and dedication to providing an unforgettable guest experience. (Marriot, 2023)

[bookmark: _Toc135603303]Section 3: Total Revenue
Hilton and Marriott are both worldwide hotel brands and significant participants in the hospitality sector. They operate in comparable market categories and provide a variety of hotel brands to meet the needs of diverse customers. It should be noted that sales estimates might change from year to year due to a variety of variables such as economic circumstances, acquisitions, expansions, and other industry dynamics.

Hilton
According to the most recent financial data, Hilton Worldwide's current revenue (TTM) is $9.34 billion. The company's sales in 2022 was $8.77 billion, an increase from $5.78 billion in 2021.The total amount of income generated by a corporation through the sale of goods or services is referred to as revenue. (Companiesmarketcap, 2023)
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   (Macrotrends, 2023)


Hilton Brand revenues are from the following sources:
Room income: Most of the company's revenue comes from room sales at its hotels, which include nightly rates, extended stays, and group reservations.
Food and beverage income is generated through Hilton's restaurants, bars, and in-room dining services.
Meeting and event services: Hosting conferences, weddings, and other events generates revenue, as do rental fees for meeting venues and catering services.
Franchise and management fees: Hilton run properties that are owned, managed, and franchised.

 It charges franchised and managed hotels a portion of their sales.
Other revenue streams include spa services, parking fees, and resort fees. (Worktheate, 2023)


The business has consistently grown and expanded throughout the years. Its revenue has been increasing due to growing worldwide tourism, the popularity of the brand, and a diverse portfolio of hotel brands catering to various market categories.
Global economic conditions, geopolitical events, changes in travel habits, and industry competition can all influence Hilton's future success. 
External variables, such as the COVID-19 epidemic, have also had a substantial influence on the hotel business, necessitating the adaptation and adjustment of plans by corporations such as Hilton.
Despite expansion in the tourist and hotel industries, COVID-19 has had and will continue to have a substantial impact on the hospitality industry. (Riaz, 2020)
In response to COVID-19, Hilton Worldwide launched a cost-cutting initiative, lowering 'unnecessary' capital expenditures. (Raj, 2020)

Marriot 
Marriott International recorded a total revenue of roughly $10.6 billion in 2020. It is vital to highlight that the COVID-19 pandemic had a substantial influence on the hospitality business, especially Marriott, resulting in a decrease in revenue compared to prior years. (How & Lee, 2020)
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Marriot Hotel Chain have revenue form property management and franchising include base management fees, franchise fees, licence fees, and incentive management costs, as well as third-party licencing fees, land rental revenue, branding fees for third-party residential sales. (Cleverism, 2023)
At the same time, like other hotels, the company's earnings come from room rentals, food, and beverage, rental spaces for meetings, incentives, conference, and events, 
Spa and wellness services, loyalty programs. (Marriott, 2023)Ma

The company has experienced generous revenue growth in recent years, but during the pandemic period it experienced a major decline, temporarily closing 25% of its locations.
To mitigate the financial impact of the pandemic, Marriott Hotels reduced employees, issued furloughs or temporary layoffs, and adjusted operational expenditures. (Chakraborty, 2020)
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Hilton 
Hilton hotel debuted with its first hotel in 1925 in Dallas, U.S.A. Over the years it has grown so impressively that it now has over 923,000 rooms under the Hilton brand.
The company has an enterprise-wide marketing strategy as well as brand-specific marketing strategies to make it easier for clients and potential clients to access their services and the members of Hilton Honors. The enterprise-wide marketing approach targets a broad base of customers who use the 17 brands' services in 113 countries, while brand campaigns target certain types of customers.  
The business works hard to distinguish its brands by providing distinctive guest experiences, personalised services, and distinctive facilities. This enables Hilton to meet the requirements and tastes of a diverse group of travellers. (Talbot, 2019)
The foundation of Hilton Hotels' business strategy is service differentiation. (Dudovskiy, 2016)
With properties near airports, conference centres, and renowned vacation locations across the world, the brand attracts both corporate personnel and travellers. (Bhasin, 2018)
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Marriott
The Marriott Hotel from 1927 when it was established until today has grown considerably, with over 1.4 million guest rooms in 131 countries.
Choosing the best location and distribution strategy has been critical to Marriott's success throughout the years. Marriott is known for luxury, comfort, quality service and a relaxing atmosphere. (Shastri, 2023)

[image: Portfolio Matrix Of Marriott International Development]
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With the evolution of technology, customer expectations are changing, which is why both Hilton and Marriott like to approach their customers with the best service to make them feel comfortable.
Hilton offers guests the Hilton Honors app for contactless checking, as well as the Digital Key to access the room and other services with their smartphone (CorporateNews, 2021).
Marriott has created Marriott's app where member guests no longer have to check in but can directly open the room door with their smartphone (Social Tables, 2021).

[bookmark: _Toc135603305]Section 5: Growth Potential
The hotel sector is highly competitive, with many firms operating in various categories and markets.
Location, brand reputation, pricing, quality of service, facilities, loyalty programmes, and marketing initiatives all contribute to hotel sector competition. Each player seeks to distinguish itself and attract visitors by employing a variety of techniques, such as providing unique experiences, targeting certain market groups, and providing exceptional customer service.



Strengths
Both Hotels have a broad range of brands catering to numerous market categories, as well as strong global brand awareness.
The Marriott hotel offers various advantages that guarantee economic success. Marriott, the world's largest hotel chain with over 30 brands, has increased its income and earnings by acquiring extremely successful businesses, also adds value through innovation and technology. It is regarded as the 21st most innovative company (Parker, 2023).
 At the same time, the Hilton offers various advantages. Technical advancements to improve client experiences and continuous process improvement. Strong franchise and management approach that allows for quick development (Team, 2021)

Weakness
Hilton and Marriott have a few weaknesses (see Figures 5 and 6). Marriott had difficulty safeguarding their data. In 2018, Marriott's Starwood guest booking database was compromised, exposing the private data of about 500 million people. Marriott was fined $600,000 after being accused of blocking guests' private wireless connectivity (Parker, 2023)
Hilton has trouble with online ratings and reviews. Customers did not have a good or favourable hotel stay, according to customer feedback. In 2020, 83% of total income came from the United States, showing that Hilton did not make much money outside of the United States (Team, 2021).
.
Opportunities
Hilton has the capacity to collaborate with hybrid meeting providers, which is prompted by the fact that, owing to the COVID-19 epidemic, people choose to meet via technology. According to the statistics, the Hilton hotel's revenue will be $175 million, implying that the hotel will be able to enter new markets, lowering income risks and enabling corporate growth. Finally, the Instagram marketing strategy provides a significant opportunity for Hilton (Team, 2021).
 At the same time, the Marriott has numerous options. A significant potential for Marriott is the shifting demography, namely the marketing of the village as a youth brand as the number of millionaires and Generation Z in the consumer market grows (Parker, 2023)
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Marriot Hotel claims that 2022 was such a strong year that it managed to recover revenue per available room to pre-pandemic levels, even exceeding 2019 RevPAR by 7%.
Leisure travel demand was robust, Marriot Hotels recorded a 7% increase in room bookings over 2019, and rates increased by 22%.
Yet hotel demand from business travellers has not fully recovered to pre-pandemic levels. (Wroten, 2023)

Just like the Marriott, the Hilton Hotel has also recorded increases in revenue since the pandemic period. In Q4 2022 Hilton had a 7.5% increase per available room compared to 2019.
Hilton is very positive about the company's future revenue, they are expecting 4 to 6% growth in revenue per available room in 2023, particularly in the US and Europe. (O'Neill, 2023)
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Hilton has proven a commitment to sustainability by launching several projects to improve its environmental and social responsibilities.
The company offers a corporate responsibility and sustainability programme called "Travel with Purpose," which incorporates the company's commitment to corporate responsibility and sustainability. The Travel with Purpose programme is built on three pillars: generating opportunities for individuals, improving communities, and environmental preservation (Hilton, 2023).
Hilton strives to maintain environmental sustainability through energy efficiency, water consumption, waste management and sustainable design and construction (Otley, 2023).

Marriott International is dedicated to sustainability and has launched several programmes to decrease its environmental effect, help local communities, and encourage ethical business practises.
Like Hilton, Marriott maintains environmental sustainability through energy and water conservation, green building and design, waste management (Marriott, 2023).
Conclusion 
In conclusion, Hilton and Marriott are both powerful competitors in the hospitality business, with considerable total revenue numbers and strong global market positions. With their diversified portfolios of hotels and brands, they have established themselves as market leaders, serving to a wide range of client categories. Furthermore, as they continue to explore prospects in developing areas and capitalise on altering travel preferences, their development potential remains attractive. Particularly, both companies have shown a commitment to sustainability through financial investments and activities targeted at decreasing environmental effects and fostering responsible business practices. These features position Hilton and Marriott as significant players in the competitive hospitality market, with the potential for long-term growth and a strong focus on sustainability.

[bookmark: _Toc135603307]Section 7: Recommendation 
Opportunities to growth

Hilton 
Hilton ought to consider capitalising on new market possibilities and build a solid footprint in these places by deliberately selecting locations with growing economies, increasing disposable incomes, and increasing tourism. It should look for ways to diversify its portfolio by launching new brands or purchasing current ones that serve different market groups. Hilton may engage in sustainable tourism projects by building on its existing sustainability commitments. May use technology and embrace digital transformation to increase operational efficiency, distribution channel optimisation, and guest experiences.




Marriott
Marriott could explore extending its footprint in high-growth emerging areas such as Asia-Pacific, Latin America, and Africa. These regions have rising middle-class populations, expanding travel demand, and undiscovered market prospects.
Marriott should prioritise technology and innovation activities to be competitive in the digital era.
As travellers prioritise sustainability, Marriott should continue to prioritise and improve its sustainability programmes. Marriott can attract eco-conscious travellers and satisfy their increasing expectations by setting ambitious environmental goals, adopting renewable energy solutions, and supporting responsible sourcing and waste management practises.
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