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Executive Summary
The two largest hotel chains, Hilton Hotels and Marriott International, are compared here. To anticipate future performance and survival in a highly dynamic sector, this research highlights the primary aspects determining their strategic orientation, such as total revenue, marketing position, development potential, and financial commitment to CSR. Hilton's pre-pandemic annual revenue was $6.5 billion, increasing by 13% to $9.4 billion in 2019, while Marriott's pre-pandemic annual revenue was $15.40 billion, increasing by 11% to $20.9 billion. Let's take a look at the scale of the firm. Across 118 different nations, Hilton oversees 6,100 hotels. In excess of 130 countries and territories are under the management of 30 different Marriott hotel brands. Earnings per share at Marriott are expected to increase by 11%. As a result, we anticipate a 33.2% increase in income for the year. Hilton expects a 29% drop in earnings and a 22.1% drop in sales for the year compared to last year. Therefore, Marriott is superior than Hilton. The likes of Marriott and Hilton have been given sustainability advice.
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[bookmark: _Toc125654176]Introduction
To write a standard business report with a view to compare their approach to financial Management I have chosen Marriot International and Hilton. A conventional business report compared Marriott International with Hilton's financial management. Marriott  has several hotel brands, from budget to luxury. Marriott International became the world's biggest hotel chain in November 2015 when it bought Starwood Properties. The combined corporation should control over 15% of US room count. Hilton Worldwide Holdings, Marriott's main rival, has less. American hospitality pioneer Conrad Hilton started Hilton Hotel Inc. Hotels and resorts leads the all-inclusive hotel industry. International tourism has grown the firm.

[bookmark: _Toc125654177]A Comparison between Marriott International and Hilton

[bookmark: _Toc125654178]Total Revenue
Hilton and Marriott have operating cash flows of $708 million and $1.6 billion, respectively, despite a 2020 pandemic-induced demand mismatch. Both corporations adopt a "light" asset approach, prioritizing management and franchise fees above building ownership. Hilton has a history of expanding profitability, but sluggish sales growth and high long-term debt will likely limit its finances and shareholder returns.
· Hilton rose 13% from $6.5 billion in 2016 to $9.4 billion in 2019, while Marriott expanded 11% from $15.4 billion to $20.9 billion (Demirçiftçi, 2022). Hilton and Marriott expect 54 and 50 percent revenue declines in 2020 due to the epidemic.
Hilton's profits come from its Owned Businesses (15%) and Management and Franchise Businesses (85%). Marriott gets 92% from Management and Franchise and 8% from Owned. Both enterprises need management and franchising (Deng, 2022).
·  Franchisees should concentrate increasing their room portfolio to maximize fee income. Hilton and Marriott hotels added 20% and 13% rooms last year.
• It's intriguing that both companies have similar RevPAR during the last two years. Hilton had $46 worldwide RevPAR in 2020, while Marriott had $46.28 (Liu. 2022).
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             Figure: Net Income of Marriot                      Source: Statista 2023
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Figure: Net Income of Hilton                                (Source: Netcials 2023)


[bookmark: _Toc125654179]Risk
Despite huge variations in revenue and assets, the two businesses' balance sheets show identical long-term debt obligations. Hilton and Marriott intend to issue $10.4 billion and $9.2 billion in long-term debt in 2020.
· In proportion to its lower profits, Marriott is saddled with a higher portion of Hilton's interest payments on its long-term debt.
· When revenue growth is steady, increasing financial leverage may be an useful approach for achieving above-average returns on equity. Shareholder returns are hurt by sluggish growth and a heavy balance sheet in bad economic times. Businesses are struggling to pay dividends and buy back shares as revenue growth slows (Correia, 2022).
· It is also more difficult to reduce current debt by selling assets early since a significant portion of Hilton and Marriott's assets are intangibles and goodwill.
[bookmark: _Toc125654180]Growth Potential
Marriott- Over 214,000 rooms are under construction, and Marriott aims to add 275,000 to 295,000 more by 2021 for a record-breaking 478,000 rooms. Marriott will build $400 million-generating rooms by this time. The company's three-year growth plan anticipates a 1% to 3% compound annual rise in comparable hotel RevPAR. Marriott increased its market competitiveness by acquiring Starwood and its well-known brands and customer loyalty program. The company's three-year strategy can achieve these results. The average 2021 EPS projection is $7.65 to $8.50, up 11% to 15% from 2018's adjusted numbers (Jia et al., 2022). Net income and adjusted EBITDA climbed 6% to 9% from 2018. Over the following three years (2019-2021), the corporation is anticipated to transfer up to $11 billion in cash to shareholders, including $1.9 billion to $2 billion in dividends and reinvested earnings.
Hilton- Hilton wants to triple its European properties by 2023. The corporation plans to add 217 hotels and approximately 35,000 rooms. Hilton's regional development relies on its full-service and lifestyle brands, the Curio Collection, Tapestry Collection, and Canopy by Hilton (Ghannadian and Vahlberg, 2022).
Hilton's submarket reach has practically quadrupled in three years. Hilton's Tapestry Collection debuted in the region this year, and by 2021, the firm expects to build 15 additional Collection and Lifestyle properties in seven European nations (Cardoso, 2022). Hilton's worldwide expansion relies on Europe's many business and leisure travelers. Due to rising international visitation, hotel owners and developers should invest in industry growth.
[bookmark: _Toc125654181]Market Position
Marriott- As of January 2023, Marriott International's market cap was $53.62 billion. In terms of wealth, Marriott International has moved into the top 295! The market capitalisation of a corporation is defined as the current stock price multiplied by the number of outstanding shares.
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                      Figure: Market cap of Marriot                              Source: (statista, 2021)
There are hotels all across town, however most of them are clustered in and around the city's major tourist hubs. The location and quality of these establishments are influenced by demographics and geography, with the high-end, affluent market being given preference because of the importance of both prime location and superior buildings. There is a business center available to guests at the London Marriott Hotel Maida Vale (Deng, 2022). In order to attract a certain subset of its target market, the hotel has assembled a set of services and amenities based on demographic and geographic research. High-end tourists that come to the city for the historic environment stay at the hotel because of its high standards and convenient location (Jeong et al., 2022).
Hilton- In January 2023, Hilton Worldwide is expected to be valued $37.86 billion. In terms of global market value, Hilton Worldwide is ranked #466. The term "market cap," which stands for "market capitalization," refers to a company's valuation on the stock market.
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Figure: Market cap of Hilton             Source: (statista, 2023)
The hotel business is a global disaster zone of disorder and inefficiency. There are a large number of micro, small, and medium-sized enterprises (MSMEs and SMMEs) in the region. Because of their small size and lack of clout, no one firm can significantly impact the industry as a whole. As much as 5% of all hotel rooms throughout the globe are independently owned.
It's common knowledge that Hilton is one of the world's most rapidly expanding hotel chains (Rocha, 2022). It plays a little role in the hospitality business, accounting for just approximately five percent of all hotel rooms in the globe. Almost all of Hilton's revenue comes from the United States. New overseas markets have lately been targets for the company's expansion. In the United States, it has captured 9 percent or more of the market. In terms of market share, it serves only 3% of the Asia-Pacific region, 1% of Europe, and 3% of the Middle East and Africa.

[bookmark: _Toc125654182]Cash Management of Marriott and Hilton
Since "currency is king," cash should be prioritized. Cash inflows fuel a company's operations. Marriott and Hilton have good cash flow. Hotels.com lists several Marriott hotels. Cash flow from operations has been positive for five years, with $1.6 billion in the most recent year (Neves, 2022).
Hilton outperforms the other firm during the past four years. It had $1.3 billion in operational cash flow, while Marriott had $600 million. Stock repurchases and other investments have helped both corporations use their large cash reserves.
Since the 2008 global financial crisis, Marriott has worked to cut overhead and boost efficiency. These actions raised the company's operating cash flow from $1 billion to $1.6 billion (2012–2016). (Vayghan, 2022).. The $583 million used to buyback 8 million Marriott common stock in 2016 had a positive impact.
Financial Commitment to CSR
Marriot International- ESG updates:
The sector gave Ukrainian hotel workers and their families about $3 million in cash and in-kind presents. With $50 million, economically challenged North American areas can diversify their income and eliminate hotel dependence. Marriott developed Bridging the Gap to meet its 2025 target of 3,000 diverse-owned properties. Their new headquarters in Bethesda, Maryland, earned LEED Gold Core and Shell Certification due to its high-efficiency HVAC system, energy-efficient light fixtures with smart lighting controls, and over 60 electric vehicle charging stations (Ertuna, Gu and Yu, 2022). Marriott's training may help hotels detect human trafficking. In 2021, we'll have CSR, environmental, and employee engagement data. dedicated to 2050 scientifically recommended net zero carbon gas emissions. Increasing worldwide gender parity from 2023 to 2025 and targeting US racial/ethnic minority executive involvement at 25% in 2025. Marriott International, Inc. established the Marriott-Sorenson Center for Hospitality Leadership two years early to help African-American hoteliers succeed. Marriott employees will receive cutting-edge human trafficking training by 2025. Due to its popularity, Good Travel with Marriott Bonvoy will add 99 Asia Pacific properties by the end of the decade. More tourists will assist recycling and marine protection (San Ip and Noronha, 2023).
Hilton
Hilton aims to reduce its owned and operated hotels' carbon footprint by 75% by 2030 and its franchised hotels by 56%. The multinational Knowledge Based Goals initiative (SBTi) works with businesses to set ambitious carbon emission goals using the latest climate science. Hilton joined other significant companies in supporting the 2015 Paris Climate Accords in response to the IPCC's urgent call (Sarode, 2022). Hilton franchised hotels will limit their annual carbon emissions increase to 2 degrees Celsius.

Hilton has invested more in Fifth Wall's Climate Tech Fund, which funds technical improvements in software, hardware, renewable energy, energy storage, building automation, and carbon sequestration, to decarbonize the $10.5 trillion global real estate business. Hilton reiterated its commitment to local communities with three new social impact targets and stronger environmental restrictions. Community-based aid, disaster relief, economic opportunities, and other activities will help 20 million people by 2030. (Davies and Egas, 2022). 5 million career-advancing chances for team members, communities, and individuals, emphasizing marginalized groups. Our workplace has always been professional and friendly.


[bookmark: _Toc125654183]Recommendations 
Recommendations for both Marriott and Hilton are established based on opportunities for growth perspective and these are given below sequentially.
Marriot International
· Establishing Brand Growth
Over 70% of Marriott's global distribution and 55% of its global pipeline come from expanding its other eight well-established brands. Even though these enterprises have grown substantially over the last three years, much work remains. Marriott should prioritize brand expansion to maximize growth.
· Expansion of Selected International Services
Marriott has the largest global service market growth potential. 56 nations or territories may get these assets. Marriott has 912 properties in 91 countries and territories by 2016. The pipeline may increase by 50%. Marriott should prioritize Foreign Service growth (Hormby et al., 2010).
· Conversions
Preparing for the cycle's end—when building slows and conversions speed up—is crucial. Marriott should consider conversion for development (Noone, Enz and Glassmire, 2017).
· Mergers & Acquisitions
After buying AC Hotels in Europe and Gaylord Hotels in conference hotels, Marriott is more renowned. Competitiveness and growth need more mergers and acquisitions (Correia, 2022)..
Hilton-
The global success of Hilton Worldwide can be credited to the company's high standards in hiring and training, the superiority of its services, the convenience of its locations, and the effectiveness of its supply chain. The following factors should be included in Hilton's long-term plan:
· The Growth of the BRIC Market
· Budget-friendly deals
· Digitalisation of operations
Hilton Worldwide views BRIC nations as growing markets where it may gain a large market share. BRIC governments want to attract multinational corporations because it boosts employment, the economy, and tax income. Hilton may win market share with tax credits and other financial aid. Hilton may provide cheaper accommodations to entice customers. Customers now demand high-quality, affordable work (Mardon et al., 2022). Hilton's capacity to address the accommodation demands of middle-income BRIC citizens should increase the hotel's visitor numbers. Airbnb's lower prices threaten Hilton, but Hilton's mid-range budget rooms will help it compete. Technology improves business procedures and Hilton's service (Almeida, 2022). The corporation must include additional alternatives to its mobile app. Hilton should include these factors into its long-term plan to increase market share and assure success.
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